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C&C Didn'tSplit | 
Salesmen’s Barter 
Pot, Suit Charges 


Case Bares Financial 
Arrangements of Giant 
TV Barter Operation 


New York, Nov. 14—How C&C 
Films pays commissions to its bar- 
ter television salesmen is revealed 
in a complaint filed in federal 
court by an ex-salesman seeking 
$46,491 in commissions. 

Richard Feiner filed suit in 
southern district court this week 
against the barter tv giant, stating 
that he was employed as a salesman 
to negotiate barter contracts at a 
salary of $20,000, plus commissions 
and expenses, from February, 1956, 
until last month, when he was fired 
“without due cause.” 

According to the complaint, Mr. 
Feiner was to share a $400,000 
commission potential equally with 
a maximum of ten other salesmen 
in his division. “Commissions 
would accrue when a contract was 
executed by defendant with a tele- 
vision station in an amount deter- 
mined by multiplying a percentage 
value assigned to each television 
station by $400,000.” 


s “Salesmen would be entitled (in 
equal shares) to a percentage of 
the resulting figure, dependent on | 
the number of films licensed to| 
and television spots obtained from | 
the television station.” The formula | 
described in the complaint provid- | 
ed that a salesman would receive | 
50% of his commissions if he was | 
employed for less than a year, 75% 
for less than two years’ employ-| 
ment and 100% after two years. | 
Forfeited commissions would go| 
(Continued on Page 8) 


Know Advertiser's 


Just Your Readers, 


Lasser’s Goldman Tells 
Regional Session of 10% 
Dip in Business Paper Ads 


Curcaco, Nov. 13—National Busi- 
ness Publications members gained 
an insight into how the agency 
man makes his media selections to- 
day at the NBP Chicago regional 
conference. 

“‘Why should I buy?’ is the 
question ably answered by almost 
every space salesman’s pitch or 
publication mailing piece,” said 
C. Stuart Siebert Jr., vp of Ken- 
yon & Eckhardt, Chicago. “But 
‘Why should I buy?’ is the way the 
client asks the question and the 
way the agency must answer. It is, 
if you will forgive the bad pun, a 
matter of putting the accent on an 
entirely different ‘sell-able.’ 


= “It is a question you cannot an- 
swer solely with facts about the 
magazine itself,” he said. “The only 
satisfactory way to answer... is to 
know as much about the advertiser 
as you expect him to know about 
your book—and to know as much 


THE NATIONAL NEWSPAPER OF MARKETING 


National Transitads 
Adjudged Bankrupt 


New York, Nov. 14—National 


Transitads, largest national trans- | 
company, | tm 


portation advertising 
was adjudged bankrupt today by 
Irving R. Kaufman, U. S. district 
judge, following the filing of a 


voluntary petition in bankruptcy | 


yesterday by Charles M. Amory, 


owner and president of the com-_ | 


pany. John E. Joyce has been ap- 


pointed referee by the court, and| 


a meeting of creditors is expected 
to be held in the federal court- 


house here within the next ten| 


days. 


= The company’s petition pre- 
sented a partial list of its 350- 
400 creditors, including: Philadel- 
phia Transportation Co. ($72,560) ; 
Metropolitan Transit Authority, 
Boston ($37,868); Pittsburgh Rail- 
way Co. ($8,074); Philadelphia 
Suburban Transportation Co., Up- 
per Darby, Pa. ($4,452); Trans- 
portation Advertising Sales, Dallas 
($868); Transportation Advertis- 
ing Co., Chicago ($848); Midwest 
Transit Advertisers, Cincinnati 
($745); Nationwide Advertising, 
New York ($488). 

The bankruptcy petition declares 
the company’s assets, in addition 
to accounts receivable, consist of 
furniture and equipment. 

It also requested from the court 
a stay against legal action against 
it in Philadelphia. Attorney for 
the company is listed as William 
Stephen Brown, 261 Broadway. 


a Mr. Amory bought Transitads 
early last year for an undisclosed 
amount from Chesapeake Indus- 
tries Inc., a Cleveland holding 
company which in 1954 had pur- 
chased the company from the 
George E. Frazer family, of Chi- 
cago, reportedly for more than 
$1,000,000 (AA, Sept. 20, 54). 
Mr. Frazer founded Transitads in 
Chicago in 1939. # 


Customers, Not 
Siebert Tells NBP 


about his customers as you want 
him to know about your audience. 


# “Your circulation is important 
only when it matches his distribu- 
tion,” Mr. Siebert stated. “Your 
audience is important only when 
it is made up of his customers. The 
cost of your space is high or low 
only in terms of his sales objec- 
tives. And the industry trends you 
create or reflect are interesting 
only as they might affect his sales.” 

He noted that an agency has to 
“sell” a magazine to the client 
twice—once as a recommendation 
before the campaign and again 
when the campaign or budget is up 
for review. Likewise, he suggested, 
it may be more important for 
space salesmen to “sell” their 
magazines after the order is re- 
ceived than before. 

“There are two important rea- 
sons” for this, Mr. Siebert said: 

1. “After receiving an order the 
publication is, for the first time, 
an accepted member of the agen- 
cy’s marketing team, with a full 
knowledge and opportunity to mold 


(Continued on Page 109) 
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Thte Christmas. Jack Benny ie giving (yes, giving!) 
cartons of Luckies to a tew close triends. Why don't you? 
OE ee 


Giver—Jack Benny, who works for 
Lucky Strike on CBS-TV, turns up 
in print in December with this ad 
in 14 magazines, which also will be 
a poster in New York subways and 
terminals. Batten, Barton, Dur- 
stine & Osborn, New York, is the 
agency. 


Food Fair Ends 
Co-op to Avoid 
‘Diluting Impact’ 


Grocer Had Shared TV 
Bills with Suppliers; 
Now It'll Pay ‘em All 


Nov. 


PHILADELPHIA, 12—Food 
Fair Stores, 
has eliminated all cooperative ad- 


vertising and is picking up the 


Film Festival” on WCAU-TV. The 
chain becomes the first in this 
area to pay the whole tariff; other 
chains are running half-hour spot 
syndicated films like “McKenzie’s 


they are co-op. 

Food Fair is paying the entire 
freight so that no cooperative ad- 
vertising will dilute Food Fair’s 

(Continued on Page 112) 


Raiders” and “This is Alice,” but | 


| ANA to Seek Study 


of Magazine Audiences 


entire tab in assuming sponsorship | 
for the second year of “Food Fair | 


Donaldson Heads Probe 
Plans; Danforth Tells 
Agencies’ Profit Squeeze 


For other news and pictures of 
the ANA meeting see Pages 3, 40, 
41 and 64. 

Hor Sprines, Va., Nov. 11— 
Members of the Assn. of National 
Advertisers agreed here this 
morning that there is a “pressing 
need” for a study of magazine au- 
diences—and they “hope maga- 
zine publishers get our message.” 

About 100 ANA people attended 
a 7:45 a.m. breakfast meeting to 


ANA Told of Drives 
by Parker, Conoco, 


Celanese, 4 Others 


Hor SprRInGs, Va., Nov. 12—The 
final session of the annual con- 
vention of the Assn. of National 
Advertisers was devoted to ac- 
counts of successful advertising 
campaigns. 

They were presented by James 
A. R. Stauff, Parker Pen Co.; H. 
Joseph Hull Jr. of New Holland 
Machine Co.; Melvin S. Hattwick 
of Continental Oil; Mrs. Jane Wal- 
lace and Walter Polett of Cela- 
nese Corp.’s textile division; Fred- 
erick Bowes Jr. of Pitney-Bowes; 
Robert S. H. Sowell of J. A. 
Folger & Co. and King Harris of 


supermarket chain, | 8s, Harlan & Wood (Folger’s 


agency), and A. M. Utt of Hot- 
point Co. 
Parker Pen 


Mr. Stauff told of the intro- 
duction of the Parker T-Ball Jot- 
ter with tests in Buffalo, Dayton 
and San Diego. Newspaper ad- 
vertising was used first, followed 
by a spot tv campaign. “Sales 
results showed we had a winning 
combination—the right product, 
right advertising and the right 
promotion,” he said. 

Then the pen was launched 

(Continued on Page 112) 


Last Minute News Flashes 
North American Van Moves to Biddle 


Fr. Wayne, Inp., Nov. 14—North American Van Lines has named 
Biddle Co., Bloomington, Ill., and Chicago, to handle its account, ef- 
fective Jan. 1. The company, whose ad appropriation is approximately 
$750,000, mostly in consumer magazines, has been screening agencies 


since September, with Biddle winning out over Maxon and J. Walter 


Thompson Co. in the finals. Applegate Advertising Agency, Muncie, 
Ind., currently handles the account. 


Curtiss Candy Names Clinton E. Frank 

Cuicaco, Nov. 14—Curtiss Candy Co. has named Clinton E. Frank Inc. 
to handle its $1,000,000-plus advertising account, succeeding Wentzel, 
Wainwright, Poister & Poore, effective immediately. 25 agencies solic- 
ited the account over a three-month period. 


Heublein Adds Guinness; Expected to Name Houston 


New York, Nov. 14—Heublein Inc., Hartford, Conn., will take over 
national distribution of Guinness Stout, brewed by Arthur Guinness | 
Son & Co., Dublin, Ireland, after Jan. 1. The product is now distributed | 


(Additional News Flashes on Page 113) 


|*help determine ANA’s future ac- 
tion on this important media 
problem.” Closed to the press, 
the meeting was subsequently 
described as “giving our maga- 
zine committee a mandate to look 
into the setting up of a tripartite 
group to see if a magazine study 
can’t be started soon.” 

The groups to be canvassed, 
in addition to ANA, are the Amer- 
ican Assn. of Advertising Agen- 
cies and the Magazine Publishers 
Assn. (Magazine Advertising Bur- 
eau). 

It was made clear that while 
the ANA would not sponsor such 
a study (“The last thing we want 
to get into is a fund-raising opera- 
tion,” said one member), it would 
“impress on publishers that we 
want a study.” 


® Dick Van Nostrand, of Bristol- 
Myers, who briefed reporters on 
the breakfast session, said, “Some 
magazines have done excellent 
jobs of research, but they use dif- 
ferent and confusing bases.” He 
added, “Magazines have been very 
competitive with each other, and 
advertisers get the impression 
from them that ‘every magazine 
is going to hell except mine’.” 

Mr. Van Nostrand said the 
“pressure” for an audience study 
does not pose “a threat to any- 
body,” but that “even if some 
publishers don’t go along with it, 


(Continued on Page 94) 


Battle Lines 
Form in Clash on 


Venezuelan Ads 


‘War’ Pits McCann, Y&R, 
Grant, Caracas Agencies 
vs. U. S. Overseas Shops 


New York, Nov. 13—A _ small 
war is brewing in Venezuela over 
the efforts of leading agencies 
there to collect full commissions 
from media on business originating 
in the U. S. 

The export agencies in New 
York—which ordinarily split me- 
dia commissions with their asso- 
ciates abroad—are up in arms over 
|this development, and the wires 
are burning with hot messages 
from Madison Ave. to Caracas. 

The Caracas offices of three 
U. S. agencies—McCann-Erickson, 
Young & Rubicam and Grant Ad- 
vertising—are involved in this na- 
tionalist movement, and their par- 
ticipation is a particular irritant 
to the branchless export agencies 
here. 


|@ An official protest will go out to- 
day from the Assn. of International 
Advertising Agencies (Foreign Ad- 


here in certain regions only. There has been little advertising for | yertising & Service Bureau; Goth- 
Guinness since the fall of 1953. The advertising account was placed | am-Vladimir Advertising; Robert 
in September with Fred Gardner Co. (AA, Sept. 1). Some time ago/ Otto & Co.; National Export Ad- 
Compton Advertising, and before that Ogilvy, Benson & Mather, had vertising Service and Quinn-Lowe) 
it. Heublein is expected to move the advertising to Bryan Houston Inc. tg the Venezuelan Federation of 


| (Continued on Page 109) 
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Barter May 


Restore 


Net Radio to Black Ink | 


Networks Trim Budgets, | 


Charge Off Losses; Still 
Worry Over Phone Bills 


By Maurine Christopher 


New York, Nov. 14—How 
much longer will the parent com- 
panies of the live radio networks 
be willing to absorb the chains’ 
annual operating losses that run 
into the millions? 

Realistic observers have been 
asking this question for several 
years, but it has become more 
pertinent now that CBS Radio, 
unable to get out of the red de- 
spite its status as the country’s 
top grossing am network, has 
decided to switch to a barter oper- 
ation with a limited amount of 
programming. 

None of the four networks will 
say how much money it is losing. 
Making estimates for ABC, CBS 


Nuyens Believes 
Liquor Ads on 
Air Make Sense 


Times Have Changed, 
Boston Cordial and 
Vodka Seller Insists 


Boston, Nov. 11—Federal Liq- 
uors Ltd., first to advertise liquor 
over the air with promotions for 
Nuyens vodka and Nuyens cordi- 
als on radio station WCRB, Bos- 
ton, believes other sellers of lig- 
uor and other broadcasters ought 
to get into the act. 

Sheldon Levine, merchandising 
director for the company, told 
ADVERTISING AGE he _ disagrees 
with the editorial in the Nov. 3 
issue, welcoming elimination of 
the ban against women in liquor 
advertising, but suggesting it 
would be best for broadcasters to 
continue the ban on liquor ad- 
vertising on the air. 

“I readily admit,” said Mr. Le- 
vine, “that when self-regulation 
of this kind was first put into ef- 
fect, the times called for it. How- 
ever, today changes must take 
place.” In connection with its de- 
cision to go on the air, he said 
“a two-year study and survey 
was made to determine” the pub- 
lic’s attitude; this indicated that 
the time was ripe for a change. 


= “Various elements led up to the 
final affirmative thinking,” Mr. 
Levine said: 
Saturday Evening Post 
ance of liquor advertising, lifting 
of the ban on women in liquor 
ads, and the extreme interest on) 
both the part of major radio sta- 
tions and networks and leading 


“the Forand Bill,|! 
accept- | _ 


fand NBC is hazardous because of 
|the difficulty of drawing a book- 
|keeping line between the network 
\operation and that of owned sta-| 
|tions. Even in the golden days of | 
radio the networks maintained | 
that networking was not a money- | 
|making proposition and that the) 
revenue came from their owned 
stations. 


# Under its new management, 
Mutual owns no stations, but it is 
part of a multi-faceted combine | 
that uses the chain to advertise 
such products as Scranton lace, 
Symphonic phonographic equip- 
ment and F. L. Jacobs’ automotive 
accessories. 

It is possible that Mutual, 
which is content to program on a 
modest scale with a low manage- 
ment overhead, is closer to a 
break-even point than any other 
live network. Its austerity pro- 
gram diet consists mainly of re- 
corded music mixed with news, 
special events, sports and religion. 
Stations have been serviced pri- 
marily on a barter basis for some 
time. Network executives say they 
are at a break-even level in good 
months; other sources estimate 
that it costs from $300,000 to 
$500,000 a year to keep Mutual in 
business. Such losses presumably 
can be written off—partly at least 
—by associated companies in the 
Jacobs organization. 


= At ABC the overhead has been 
cut sharply. There are now only 
about 65 people who work ex- 
clusively for the radio network, 
though there are others who divide 
their time between the radio and 
tv networks or between the am 
network and owned radio stations. 
The schedule has been slashed to 
about 42 hours of programs weekly, 
18% of which are filled by news 
(Continued on Page 98) 


Summertime Bonus! 
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...more gas 
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MEMORABLE—Sunbeam bread, Amoco gasoline and Seven-Up ranked 
first, second and third respectively for the four-week period ending 
Oct. 8 in Daniel Starch & Staff’s study of outdoor ads. 


Sunbeam Bread, Amoco, 7-Up Get Top 
Best-Recalled Scores in Outdoor Ranking 


MAMARONECK, N. Y., Nov. 12— 
The best remembered 24-sheet 
poster during the four-week period 
ending Oct. 8 was for Sunbeam 
bread, according to a continuing 
study of outdoor posters by Dan- 
iel Starch & Staff. The poster was 


Weeks Okays Rules as 
He Relinquishes Reins 
of Commerce to Strauss 


WasHIncTOoN, Nov. 12—Final 
rules published by the Depart- 
ment of Commerce to hold down 
the number of outdoor signs on 
the nation’s new interstate high- 
way system make few concessions 
to protests lodged by the outdoor 


distillers. 

“We are now in a new age, and| 
what may have been decided 
some 25 years ago as right and| 
proper is now outmoded,” he said. | 
“It has been argued that hard} 
liquor advertising on radio and 
television would bring hard liq- 
uor into the home. If that is so, 
how then do we justify the whis- 
ky ads appearing in newspapers 
and magazines?” 

Rep. Emanuel Celler of New 
York has congratulated Nuyens 
on its stand, according to Mr. 
Levine. He is quoted as saying, 
“IT have been endeavoring ever 
since prohibition to have the 
liquor industry drop its inferiori- 
ty complex and realize that it is 


TIGRESSES—Cyd Charisse and friend 
are tied in to promote the low- 
calorie factor in Hollywood bread 
in this ad for National Bakers 


a legitimate business.” + 


Services. 


Final Draft of U.S. 
Makes Few Concessions to Industry 


Outdoor Rules 


advertising industry. 

Spokesmen for advertising 
groups had contended that the 
regulatory plan outlined in the 
initial draft circulated by the 
department late last summer went 
beyond congressional intent, and 
“prohibited” most advertising in- 
stead of “regulating” it. 

Nevertheless the final plan 

(Continued on Page 22) 


$1,200,000 Backs 


’ National Bakers’ Push 


for Hollywood Bread 


Cuicaco, Nov. 12—National 
Bakers Services will spend $1,- 
200,000 on the year-long “interna- 
tional” campaign it began in Sep- 
tember for Hollywood bread. 

The drive, mainly in newspa- 
pers, focuses on three actresses— 
Cyd Charisse, Claire Kelly and 
Elizabeth Taylor—each appearing 
with a jungle-type feline friend 
for a copy tie-in (i.e. “panther 
slim,” “leopard lithe,” “tigress 
trim”), emphasizing the bread’s 
low calorie content. 

$400,000 of the budget was spent 


== in the initial part of the campaign 
Sea= —September to November—most 
* of it in the 526 newspapers on 


the schedule. 

Subordinating media are radio, 
tv, point of sale and merchandis- 
ing. 

National Bakers Services places 
its own advertising. + 


rst-quencher! 


remembered by 70% of people 
ten years old or older living in the 
markets where the poster ap- 
peared. 

Second was a poster for Amoco 
gasoline which was remembered by 
65%; Seven-Up was third with a 
remembrance rating of 57%. 
Others in the top ten for the period 
and their scores were: 

Ballantine beer, 56%; Carnation 
ice cream, 51%; Wonder bread, 
51%; Rheingold beer, 50%; Stand- 
ard Oil Co. (Indiana), 49%; Rich-| 
field Oil Corp. (California), 45%, 
and Ford auto, 44%. 

The Starch interviewing is con-| 
ducted in 28 representative urban 
markets. Scores are standardized | 
to a uniform No. 100 showing to 
facilitate comparisons. # 


2 Newspaper Men, 
Educator to Run 
Canada Radio-TV 


U. of Alberta’s President 
Stewart Heads New Unit; 
Ouimet Is Head of CBC 


Ortawa, Ont., Nov. 12—A uni- 
versity president and two news- 
paper editors were named today 
to run the new Board of Broad- 
cast Governors, the body which 
will regulate all radio and televi- 
sion broadcasting in Canada. 

It assumes this authority from 
the board of governors of the 
Canadian Broadcasting Corp., 
whose new president and com- 
pletely new membership were re- 
vealed in the same announcement 
by Revenue Minister George Now- 
lan. 

Chairman of the new BBG is 
Dr. Andrew Stewart, Edmonton, 
president of the University of 
Alberta and chairman of the royal 


(Continued on Page 19) 


U.S. Likes Novelty, but... 


Camel Finds It 
Can't Alter Spots 
—or Its Pyramids 


New York, Nov. 13—Marketing 
experts and psychologists have 
been saying for a long time that 
Americans like change. New prod- 
ucts. Old wine in new bottles. Cig- 
arets in new packs. Something new 
all the time. 

Obviously not all Americans do. 
Camel smokers in particular. 

R. J. Reynolds Tobacco Co. 
started testing a new pack for 
Camel cigarets about three weeks 
ago in about 25 markets. No change 
was made in the product, accord- 
ing to William Esty Co., agency 
for the brand. 

“The few minor changes made in 
the familiar package,” the agency 
says, “were a modernization of the 
45-year-old design which the com- 
pany felt would pass without con- 
scious notice by most smokers and 
be noted with only casual curiosity 
by a few.” 

But just the opposite happened. 
Public reaction proved astonishing. 
Thousands of protests were re- 
ceived by the company, the agen- 
cy reports. 

So the tests have been discon- 
tinued. 


s Ads broke this week in news- 
papers throughout the country un- 
der the head, “We’re putting the 
pyramids right back where they 
were.” Reynolds says: 

“Recently we have been testing a 
slightly different label on the Cam- 
el package. The experimental de- 
sign changed the illustration and 
the wording a little. That’s all. No 


==CHOTCEK QUALITY 
PF “CAC ARETTES — 


change whatever was made in the 
famous Camel blend of choice 
Turkish and domestic tobaccos. 

“What we learned in the test 
is that Camel smokers prefer the 
original package, so we’re putting 
the pyramids right back where 
they were, as quickly as we can 
do it. The test package is being dis- 
continued, so you will soon be get- 
ting your Camels in the package 
you know so well. 

“We have always been proud of 
the loyalty of Camel smokers, and 
we thank you for helping us decide 
not to change the looks of the pack- 
age that brings you the best-liked 
cigaret of them all. (Yes, we are 
happy to say that again this year, 
for the 10th straight year, Camel 
outsells all others.)” 


= “Now I suppose the discontinued 
test packs will become collectors’ 
items,” Esty said with a sigh. + 


N. Y. Electric Names Praeger 
Howard A. Praeger, manager of 
sales promotion of the New York 
State Electric & Gas Corp., has 
been named manager of sales pro- 
motion and advertising upon the 
retirement of LeRoy O. MacLeod, 
advertising manager. Leslie E. 
Bailey, a member of the advertis- 
ing staff, has been promoted to 
supervisor of advertising. 
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Pee? Se 
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Sherwood Dodge 


Dodge Resigns 
as Exec VP of 


Richards Agency 


Richards Says 
Merger Is Only 
Remote Possibility 


New York, Nov. 11—Sherwood 
Dodge today announced his resig- 
nation as exec vp of Fletcher D. 
Richards Inc. 

Mr. Dodge, who joined the 
agency June 1, 1957, after 19 years 
with Foote, Cone & Belding, said 
he is parting with Mr. Richards 
“on friendly terms.” But he added: 

“We both understand that what 
he feels is best for the agency’s 
future is not necessarily the 
course which makes the best use 
of my capacities, or which best 
fulfills my own views on agency 
organization and service.” 

Fletcher D. Richards, chairman 
and president of the agency, con- 
firmed that the parting was 
“friendly” and agreed that Mr. 
Dodge would be more useful in 
an agency handling consumer 
package goods. 

Mr. Dodge said he had no im- 
mediate plans, aside from a pos- 
sible trip to Mexico to recuperate 
from a busy 17 months. 

Friends of Mr. Dodge noted that 
the Richards agency has made 
little progress toward broadening 
its base. Mr. Dodge had been 
charged with reorganizing the 


shop to attract package goods 
business. 
= Mr. Dodge is the second top 


executive to leave the Richards 
agency this year. Eugene I. Har- 
rington, who came east in 1955 to 
take the presidency, resigned last 
June to become chairman of 
Honig-Cooper, Harrington & Mi- 
ner, on the West Coast. At that 
time Mr. Richards re-assumed the 
president’s post. 

The Richards agency has been 
linked recently with MacManus, 
John & Adams in a possible mer- 
ger. Mr. Richards said today that 
he thinks Ernest Jones is “one of 
the most brilliant agency presi- 
dents around today,” but he in- 
dicated his view that the possibility 
of a merger is rather remote. 
“Nothing more than a rumor” is 
the way he put it. 

One of the results of Mr. Dodge’s 
tenure at the agency was an 
affiliation between Richards and 
CAMA, a network of 12 western 
European agencies. # 


BBDO Elects Devaney VP 

John P. Devaney, who joined the 
Chicago office of Batten, Barton, 
Durstine & Osborn as an account 
management supervisor in August 
after serving in the Minneapolis 
office since 1946 (AA, Aug. 18), 
has been elected a vp of the agen- 
cy. 


Gunn Joins ‘This Week’ 

James Gunn, formerly of Time, 
has joined This Week Magazine as 
manager of the Detroit Office. 
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} End Marketing — 
Deals, Mortimer — 


Urges Food Men | 


-| At GMA Meeting, Shield 


Suggests Code of Ethics 
for Government Bodies 


| New York, Nov. 12—Reducing 
|“gimmick” marketing; effecting 
better understanding by the public 
of the food industry; and the pri- 
vate-versus-national-label contro- 
versy—these issues shared the 
stage this week at the golden an- 
niversary convention of the Gro- 
cery Manufacturers of America. 

The president of General Foods 
Corp., Charles G. Mortimer, urged 
more than 2,500 executives attend- 
ing the annual meeting to “face 
up squarely, and soon, to some 
sharp searching questions about 
the ‘gimmick’ warfare now so 
prevalent in the marketing of 
grocery products. 

“I mean questions like these: 
Except, perhaps, in a_ product’s 
introductory stage—to persuade 
consumers to try it—does the se- 
ductive 10¢-off device achieve 
anything more than a temporary 
switch from one brand to anoth- 
er, or from one store to another? 
Isn’t it an inordinately long run 
for a mighty short slide to battle 
for a competitive advantage which 
can be—and often is—wiped out 


(Continued on Page 114) 


Classified to Be 
25% of Newspaper 


Ad Income: Carr 


‘Philadelphia Bulletin’ 
Exec Says Want-Ads to 
Hit $1.25 Billion by ‘65 


UNIVERSITY ParK, PA., Nov. 12— 
Newspaper classified revenue in 
this country will reach $1.25 bil- 
lion by 1965, William F. Carr, clas- 
| sited ad manager of the Philadel- 
| phia Bulletin, told the 1958 Penn- 
sylvania Newspaper Publishers 
Assn. classified clinic. 

Mr. Carr said he estimates that 
classified will be responsible for 
25% of all newspaper ad revenue 
by 1965, indicating that by that 
time total newspaper income will 
reach $5 billion. 


= In spite of this, he added, most 
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prive—Futorian-Stratford Furni- 
ture Co., Chicago, plans to climag | 
its fall campaign with this ad in| 
This Week Magazine and insertions 
in Esquire, Family Weekly and | 
Life, all in late November. Gar- | 
field-Linn & Co., Chicago, is the 


=e Abrams Sees ‘59 TV 
Spending at $1.5 Billion 


Revion Ad Head Tells 
ANA Programming Will 
Move Toward Teen Level 


Hor Sprinocs, Va., Nov. 11—Ad- 
vertisers will spend $1.5 billions 


in television next year—including | 


$800,000,000 in network tv, $400,- 
000,000 in spots and $300,000,000 
in local tv. And the investment in 
network radio in 1959 will soar to 
about $70,000,000. 

These predictions were made 
yesterday by George J. Abrams, 


as Creative Director 


PROVIDENCE, R.I., Nov. 13—Noyes 
& Co. today announced the ap- 
pointment of E. George Cloutier 
as vp and creative director and said 
his appointment 
signifies the 
agency’s “deter- 
mination to be- 
come one of the 
great small agen- 
cies in the coun- 
try.” 

Mr. Cloutier, a 
veteran of 20 
years in the ad- 
vertising busi- 
ness, was for- 
merly vp and 
creative group head with McCann- 
Erickson’s Marschalk & Pratt divi- 
sion in New York. 

He has also been a creative and 
contact group head with J. Walter 
Thompson Co., New York, and 
Lewis & Gilman, Philadelphia. 


E. George Cloutier 


= Commenting on Mr. Cloutier’s 
move to Providence, Frederick C. 
Noyes, president of the agency 
bearing his name, said: “The bulk 
of New England industries are 
intermediate-size organizations 
which are seeking to achieve ‘the 
big idea’ in their advertising ef- 
forts but with a smaller budget. 

“We are striving to meet this 
challenge with outstanding creative 
departments, a nationwide research 
network and professionally-staffed 
divisions for such specialized serv- 
ices as public relations, catalogs 
and sales literature.” 

Noyes, a member of the Contin- 
ental Advertising Agency Network, 
was founded in 1921 and services 
clients throughout New England. 
Milton Bradley Co., Springfield, 
Mass., maker of toys, school sup- 
plies and furniture, recently moved 


young people in school today are 
not considering a career in selling 


(Continued on Page 18) 


New York, Nov. 11—Arthur 
Godfrey thinks it’s dirty pool for a 
network advertiser on his show to 
drop out and then use spots to cap- 
ture his audience. 

He made this clear in his radio 
broadcast yesterday, when he re- 
ferred to “low-down tactics” on 
the part of Thomas J. Lipton Inc., 
a Godfrey sponsor for 12 years. 

“They increased their sales 400% 
while they were on our show,” said 
the redhead, “and then dropped us. 
But they’re now buying spots on 
stations carrying this program, in 
order to pick up our audience.” 


s William B. Smith, vp in charge 
of advertising at Lipton, said the 
tea marketer has not tried to latch 
i Mr. Godfrey’s coattails with 


its account from Chas. W. Hoyt 
|Co., New York, to Noyes (AA, Oct. 
'27). # 


Only 1% of Its Spots Fall Under Godfrey 
Definition of ‘Low-Down Tactic’: Lipton 


“I suppose Mr. Godfrey was talk- 
ing about our campaign last sum- 
mer, when we ran thousands of 
radio spots all over the country,” 
Mr. Smith said. “In this campaign, 
as in any other, we shopped for the 
best availabilities, and some of 
them fell on CBS stations, but we 
bought lots of other stations too. 
We didn’t try to get time next to 
Mr. Godfrey, nor did we avoid it, 
if that happened to involve the best 
availabilities. A very small per- 
centage of our spots were adjacent 
to his program by coincidence.” 

Later Mr. Smith had a compila- 
tion made and found that about 1% 
of the summer spot radio cam- | 
paign was adjacent to Mr. Godfrey; | 
approximately 1% of the current 
spot tv campaign is next to the 
same redhead, + 


spots after canceling his program. 


| will spend $1,000,000 


| tion 


agency. ANA Meeting 
° . vp in charge of advertising of Rev- 
Cloutier Joins N oyes lon, at the annual fall meeting of 


the Assn. of National Advertisers. 
Mr. Abrams is chairman of ANA’s 
radio-tv committee. 

This spending, said Mr. Abrams, 
“will help all of us to ring up a 


Lanolin Plus Sets 
$1,000,000 1-Month 
Drive in February 


Cuicaco, Nov. 12—Lanolin Plus 
in a one- 
month super-saturation campaign 
for Lanolin Plus Liquid next Feb- 
ruary. 

Using the theme “Look younger 
tomorrow,” the campaign will use 
spot television, spot radio and 
newspapers, plus ads in American 
Weekly, Coronet, Ebony, Every- 
woman’s Family Circle, Family 
Weekly, First Three Markets, 
Glamour, Harper’s Bazaar, Life, 
Look, Parade, This Week Maga- 
zine, Vogue and Woman’s Day. 

Two-color business paper pages 
are scheduled for January issues 
of Affiliated Regional Drug Pub- 
lications, American Druggist, 
Chain Store Age, D.S.C. Buying 
Guide, Drug Topics, Food Topics, 
Profitunities, Supermarket News, 
Variety Store Merchandiser, 


Wholesaler’s Salesman and Wo-| 
men’s Wear Daily. 
The campaign will feature a 


free-trial sample offer, according 
to Mim Pike, advertising director. 
Erwin Wasey, Ruthrauff & Ryan, 
Chicago, is the agency. + 


| booming sales picture in the year 


| At the end of October the Tele- 
| vision Bureau of Advertising pre- 
|dicted that advertisers will have 
spent $1.37 billion in television in 
1958. TvB broke it down this way: 
$707,000,000 in network, $387,000,- 
000 in spot and $279,000,000 in 
local tv. Predictions for network 
|radio’s take this year—difficult to 
|make because CBS is switching to 
a barter system—range in the 
$50,000,000 area. 

Other predictions by Mr. Abrams: 


e “I foresee our smart network 
programmers catering more and 
more to the tastes of the ice cream 
soda set rather than to the scotch 
and soda set. Which means your 
early evening programming will 
continue to be billed with pro- 


Abrams Backed Wallach 

The new tv research technique 
that M. A. Wallach described to 
ANA members (see Page 76) was 
first publicized last December (AA, 
Dec. 23, 57). At that time it was 
announced that the service had 
been developed in collaboration 
with Mr. Abrams, and that its 
backers “hoped to get industry tri- 
partite support for this service as a 
means of clearing up the confusion 
created by the various ratings now 
used.” 


grams either heavy in western 
content or savored with the so- 
called family appeal of a ‘Father 
Knows Best’.” 


e Adult programming will offer 
more comedians. A “fresh quiz 
concept” would win acclaim, de- 
spite the current ratings flop. 


e “Great strides can be made with 
programming imagination and bet- 
ter budgeting” in the news area, 
he said. “Think of the dramatic 
news programs one could develop 
with the funds generally allocated 
to a prime evening show.” 


e Hour-long spectaculars also will 
remain popular, he said, because 
|for large advertisers they “create 
special attention for a big event, 
like the introduction of a new 
j}item, and they permit several 


i'smaller advertisers to share in a 
(Continued on Page 76) 


PR Man Fones, Adman Burnett Bare 


‘Secrets of Modest 


Fones Recounts Heavy 
Research; Burnett Signs 
3-Page ‘New Yorker’ Ad 


Boston, Nov. 12—This is “Let’s 
Tell the Marlboro Story” week. 
And the storytellers happen, ap- 
propriately, to be John Scott 
Fones, senior account supervisor 
of Publicity Consultants Inc., who 
has been handling the Philip 
Morris Inc. account, and Leo Bur- 
nett, president of the agency 
handling the Marlboro account for 
Philip Morris. 

Mr. Fones told the story to the 
Boston Publicity Club today as 
part of a speech on the responsi- 
bility of public relations to the 
future of our country. 

Mr. Burnett tells substantially 
the same story in a three-page 
b&w ad in the Nov. 15 issue of 
The New Yorker, an ad sure to 
stir up conversation and admira- 
in advertising circles. Mr. 
Burnett has a byline on the ad. 
He is the second Burnetter to by- 
line an ad within the past two 
weeks. Last week, a three-page 


Marlboro He-Man 


b&w ad for Chrysler Corp. in The 
Saturday Evening Post was by- 
lined by Dwight Bombach, Burnett 
copy supervisor (AA, Nov. 10). 


® It is apparent from the recitals 
of both Mr. Fones and Mr. Burnett 
that Marlboro was a_ well-re- 
searched product. 

Mr. Fones’ description of who 
worked on Marlboro reads like the 
rolling list of credits flashed on 
screens for movies and tv shows. 
Here is how he tells it: 

“First, the Elmo Roper Survey 
people had polled thousands of 
smokers on their packaging pref- 
erences. 

“The Container Corp. laborato- 
ries had tested for brand conscious- 
ness and appeal among self-serv- 
ice shoppers in its simulated 
supermarket in Chicago and made 
extensive eye movement tests. 

“Other experts had made photo- 
graphic records of shoppers’ move- 
ments and package choices by 
means of hidden cameras in large 
shopping centers. 

“The Color Research Institute 

(Continued on Page 99) 
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McCall Corp. 
Promotes 5 Admen 
to Fill Vacancies 


New York, Nov. 


siderably thinned by a wave of 
resignations last week (AA, Nov. 
10), has filled in some of the gaps 
by moving five staffers up to top 
ad posts. 

Allen A. Raymond Jr., formerly 
ad chief of drugs and toiletries for 
McCall’s, was named eastern ad 
manager, succeeding Brad York, 
resigned. Howard Blight, of the 
sales staff, succeeds Mr. Raymond 
in the drug and toiletries post. 

Paul Merrin, formerly of the 
magazine’s Los Angeles office, was 
named manager of the West Coast 
operation, succeeding Robert Rieff, 
resigned. 

Named appliance ad manager for 
the women’s monthly was Robert 
Donovan, who succeeds William 
Davis, also resigned. 


Alexander (Sandy) Cameron Jr., 


|of McCall’s ad staff, succeeds Wil- 
liam Cunningham as manager of 
| special ad classification. 

Today, McCall’s announced that | 
| William Cecil, who resigned from | 
14—McCall | 
Corp., whose top echelon was con- | 


the Cincinnati office last week 
along with manager Fredric Bauer, 
has returned to the McCall Corp. 
fold. The Bauer spot is still vacant, 
the magazine said, and the Cincin- 
nati office will be placed under the 
direction of M. R. MacDonald, chief 
of the Chicago office. Mr. Bauer 
has since joined the New York 
sales staff of American Home. 


s One top ad post still vacant after 
last week’s flurry of resignations is 
that of William B. Carr, former ad 
director and McCall Corp. vp, who 
—together with 11 others—fol- 
lowed editor and publisher Otis 
Wiese down the resignation trail. 

On the magazine’s editorial side, 
fiction, fashion and production 
posts remain unfilled. 

Also vacant is McCall’s publish- 
er’s chair, the job vacated by Mr. 


Wiese. Arthur Langlie, president 
of McCall Corp., said this week he 
is interviewing “top executives” of 
ad agencies and other publications 
for successors to Messrs. Wiese and 
Carr. He said the company expects 
to fill the vacancies “within a week 
or ten days.” + 


‘Schenectady Union-Star’ Sold 
to New K&M Publishing 

The Schenectady Union-Star 
will be sold to K&M Publishing 
Co., New York, a new company 
headed by Frank W. Miller Sr., 
who also is president of Kelly- 
Smith Co., newspaper representa- 
tive for the daily. The agreement 
provides that the sale of the news- 
paper, the only afternoon paper in 
Schenectady, will become effec- 
tive in early January. Sale price 
was not disclosed, 

Mr. Miller said the Union-Star 
would continue to be published as 
a “progressive and independent 
newspaper serving the public in- 
terest.” It is the first publication 
under K&M ownership. 


Reach America’s biggest families 


THE FIRST OF THE BIG SPENDERS! 


Who leaves more money at supermarket 
. who spends 
more money for baby foods, furniture, 
appliances, shoes, clothing, housing— 
every product under the sun? Fam- 
ilies with more children! Big families 


checkout counters . 


must be Big Spenders. 


Catholic families are bigger families. 
They have more babies than any other 
segment of the population. While 
Catholics are only 20% of the U. S. 
population, they account for 30% of 
the births in this country. To reach 
this responsive audience of “Big 
Spenders” most effectively, use the 
media they read most trustingly—the 
Our Sunday Visitor-Register Unit. A 
test will prove that it pays! 


Spenders”. 


“TRUST AND CONFIDENCE” 


A blind study recently made by Statistical 
Tabulating Co. inquired 
trust and confidence OSV-Register read- 
ers place in the various national magazines 
they read. Highlights revealed: Among 
OSV-housewives, 55.2% rated OSV as the 
publication in which they have the most 
confidence. 6.2% said Good Housekeeping. 
5.8% said Better Homes & Gardens. Ask 
to see complete report! 


into the relative 


BIG VALUE AT LOW COST 


June 30, 1958 A.B.C. Publisher’s State- 
ments show that Our Sunday Visitor- 
Register Unit has a circulation of 1,662,522. 
An actual 27.9% BONUS over the Unit’s 
guarantee of 1,300,000—a gain of 5.9% over 
June 30, 1957. 
delivered circulation is only $2.53. The 
money-saving way to reach the “Big 


Cost per page per thousand 


Our Sunpay Vision -Recister Unit 


21.8% COVERAGE OF THE ENTIRE U.S. CATHOLIC MARKET 


Represented nationally by 
c. D. BERTOLET & COMPANY, INC. 
CHICAGO-30 N. Dearborn St./CEntral 6-0481 © NEW YORK-10 E. 39th St, Room 519/exington 2-8188 
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Highlights of This Week's Issue 


The Assn. of National Advertisers meet- | 
ing in Hot Springs says there is need | 
for a study of magazine audiences and | 
“hope magazine publishers get our mes- | 
sages” Page 1 


Food Fair Steres, Philadelphia chain, 
eliminates all cooperative advertising to 
avoid “diluting” impact of ite own 
ads Page 1 


Radic networks seek to pull themselves 
out of the red with barter system and 
by trimming budgets and cutting ex- 
P Page 2 


Liquer ads should be on the air, Federal 
Liquors Ltd. tells Advertising Age. The 
company has been running radio ads 
for its Nuyens vodka and cordials over 
WCRB, Bost Page 2 


Camel cigarets tries to make a few minor 
changes in its package, discovers that 
Camel smokers don’t want their package 

hanged Page 2 


Canada’s Beard of Broadcast Governors, 
which will regulate all radio and tv 
broadcasting in Canada, will be run by 
a university president and two news- 
paper editors Page 2 


Arthur Gedfrey lashes out at Lipton in 
radio broadcast, saying they are play- 
ing dirty pool by trying to capture his 
radio audience; Lipton denies any such 
motive, points out only 1% of its radio 
spots are adjacent to the redhead’s radio 
shows Page 3 


The Mariboro stery gets a working over 
this week, as both Leo Burnett and 
John Scott Fones, pr account man for 


the cigaret, tell the tale. Mr. Burnett | 
tells the story in a three-page New | 
Yorker ad bylined by him ......... Page 3 


Newspaper classified revenue in this 
country will reach $1.25 billion by 1965, | 
William F. Carr, classified ad manager | 
of the Philadelphia Bulletin, tells Penn- | 


sylvania newspaper publishers ....Page 3) 


| 
|General Foods’ Charles Mortimer tells | 
grocery manufacturers to end “gim- | 
| 


mick” warfare now so prevalent in the 


marketing of grocery products ....Page 3) 


| New census shows old population projec- 
tions weren't optimistic enough; U. S. 
population could increase by another | 


100,000,000 in less than 22 years, Census | What They’re Saying 


Bureau says 


Exide Batteries seeks a sales growth by 
offering winter-start insurance to mo- 
torists on their present battery if one 
of their dealers checks it and okays 
Si paahidindteennemieitedadeiaiealdllialiaciiensiialitntes Page 27 


Advertisers muffed some golden oppor- 
tunities in 1958 and are facing an in- 
creasingly sophisticated consumer who 
is not likely to succumb to “hard sell” 
approaches, JWT’s Norman Strouse tells 


druggists Page 36 
Bank display ads show new cars, 
tell how to finance them with a bank 
loan Page 81 


“September Is Canned Foods Month” was 
either a big success or a flop, depend- 
ing on whether you listen to the mer- 
chandising committee for the promo- 
tion or to the National Consumer Pan- 
el of the Market Research Corp. of 
America .... «-Page 82 


William D. Tyler picks the ten best ads 
for Octob Page 85 


Food supermarkets, which started the 
self-service trend; seem to be moving 
away from self-service 88 


British aute makers set out to expand 
sales through a big pitch to the women 
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Tyler Picks Ten “0 
Voice of the Advertiser 


“This is the size 


by cashing in on one of the 


Sales Management Figures 


EENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
eeeeoeene0eneee#eesteete 8 @ 


we use in the 


Growing Greensboro Market!" 


Set off a chain reaction! End up with carloads of sales 


South’s real big super-mar- 


kets—the Growing Greensboro Market. It’s a top shop- 
ping-and spending area, where one-sixth of North 
Carolina’s population accounts for one-fifth of the 
state’s $4 billion in total retail sales annually. This 
makes the Growing Greensboro Market the second 
best in the South and fourth best in the Nation in per 
family retail sales. If you want to pile those carts full 
with your particular product you will automatically 
select the Greensboro News and Record as your major 
advertising medium. Over 100,000 circulation daily. 
Over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 
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The new generation means Business today... 


Radios, records, and record players are cases in point. 66 per cent of BOYS’ 
LIFE readers have their own radios; 50 per cent have their own record players. 
“Their own’ means the ones they bought or had bought for them.* 


It signals a revolution in the buying patterns of the nation. Dealers today 
know young people buy and influence the buying of more merchandise than 
ever before because today’s family activity centers around the new generation. 
It’s really a NEW generation — new to the market place — stimulating the 
development of new products like transistor radios and multispeed record 
players. In fact, the success of the record industry itself is based on youth sales. 
There are no two ways about selling this new generation; you have to reach 
them in the ad medium of their choice — the one that speaks their language. 
BOYS’ LIFE is the only monthly magazine in the field that delivers a truly 
quality audience (see Starch) in sufficient mass to influence retail sales. 

“from a brand new survey on Radio, Record, and Record Player Ownership and 
Preferences, available on request. Write Promotion Director, BOYS’ LIFE, 
2 Park Avenue, New York. 


1,800,000:. 


The Magazine That Reaches The NEW GENERATION. 
Published By The Boy Scouts of America. 
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This Week in Washington ... 


Census Alters Population Forecasts; 
Fertile Citizenry Outpaces Figures 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Nov. 13—Census 
experts released computations this 
week which show that the US. 
population could increase by near- 
ly 100,000,000 in less than another 
22 years. But they don’t want peo- 
ple to assume that this is a predic- 
tion. 

To help marketing experts, 
school boards and others who have 
to plan ahead, the bureau tries to 
show population distribution by 
sex and age group for several years 
to come. Assuming the most fa- 
vorable circumstances, it provides 
a breakdown based on the possibil- 
ity that the U.S. population could 
reach 272,600,000 by 1980. On the 


other hand it also provides three 
other projections based on less 
optimistic assumptions—the lowest 
showing a total of 230,800,000. 


# New estimates were necessary 
because growth in recent years 
outpaced the forecasts. Only three 
years ago the bureau published 
projections which, on the most 
optimistic basis, contemplated that 
the population could reach 228,- 
500,000 by 1975. However, actual 


population in mid-1958 is already 


well ahead of the top figure for 
that year which appears in the old 
forecasts. So the new projections 
assume that population may be 
243,900,000 by 1975. 

Since the purpose of these pro- 


jections is to show how the popu- 
lation will shift in terms of num- 
ber of school-age children, wage 
earners and elderly people, the 
experts decided to put together 
examples which will withstand 


just about anything that is likely | 
to happen in terms of future birth- | 


rates. For its optimistic forecast it 
assumed a fertility rate 10% high- 
er than the 1955-57 average. On 
the other hand, the lowest of the 
four levels would be reached even 
if “fertility” slipped to 1942-44 
rates. 


106,300,000 
Jobs by 1980? subject to wide 
margins of error, 


the latest Census population pro- 
jections are solid wherever they 
simply involve the aging of the 
present population. 

On that basis alone, the school 
boards and the manufacturers of 
children’s items have plenty to 
think about. In the next few years, 
the 5-to-13 age group will increase 
by at least 1,000,000 a year, and by 


While data about | 
youngsters are) 


Advertising Age, November 17, 1958 


the mid-1960s the 14-to-17 group 
will have increased by 50%. By 
1975 there will be twice as many 
in the college-age groups as in 
1957. 

Marriages and family formation 
should reach a peak in another 12 
years with the number of people 
in the 18-24 bracket at 25,000,000, 
up 10,000,000 from 1957. But it 
won’t be all peaches and cream as 
far as the economic impact is 
concerned. The 25-to-64 group as 
a whole will grow from 81,800,000 
in 1957 to 90,600,000 in 1970 and 
106,300,000 in 1980. This is the 
group that accounts for the na- 
tion’s labor force, and these figures 
show its numbers will increase by 
25,000,000 in the next 23 years. 


On the subject of 
_Hegira to City marketing statis- 
| Still Continues tics, Census Bu- 

reau also report- 
ed this week that the number of 
households in the U.S. reached 50,- 
/ 400,000 in March, an increase of 


6,800,000 in eight years. 


What better place... 
What better timing ... for your 


PRODUCT ADVERTISING 


in today’s changing markets? 


Your markets never stand still. New and improved 
products and methods; consolidations, diversification and 
decentralization keep your markets changing constantly. 


As never before you need one all-inclusive medium to reach all markets, 


and to reach them at minimum cost and with optimum effect. 


Because every month 70,000-plus product selectors look in IEN 


for better products, you, as an IEN advertiser, will not need to look 


for buyers with giant ads, color, or costly display. 


Read for one DUTHOSe only... 


=e 


When a ready-to-buy audience is listening, you don’t have to shout. 


Among IEN’s 70,000-plus product selectors are many who are searching — 
RIGHT NOW — for equipment, parts and materials to manufacture the NEW 
PRODUCTS now on the way. 


DETAILS? Send for NEW Media Data File and 
“Your Markets Are Changing” booklet. 


Industrial Equipment News 461 Bighth Avenue, New York 1, N.Y, 


Thomas Publishing Company 


A ffitiated with Thomas Register 


PRODUCT INFORMATION HEADQUA 


ae. 


| Of the total, 45,200,000 were ur- 
|/ban or non-farm and the number 
| in this grouping was increasing at 
}a rate of about 1,000,000 a year. 
|The number of rural-farm house- 
holds was 5,200,000, a drop of 1,- 
100,000, with the decline continu- 
ing at a rate of about 150,000 
annually. 

Only 1,200,000 of the 39,200,000 
married couples did not maintain 
their own household. In other 
words, the percentage of “doubled 
up” married couples has dropped 
to 3.1%, compared with 7.2% in 
1948. 

The Senate anti- 
Senators Hit monopoly sub- 
Auto Ad Copy committee thinks 

the auto industry 
spends too much for advertising 
and says the wrong things in its 
ads. The committee’s report, calling 
on the Justice Department to con- 
sider litigation to “break up” Gen- 
eral Motors, said ad cdsts are so 
high they may actually be reducing 
the total market for cars (AA, Nov. 
10). The report also says auto com- 
panies are so busy appealing to “a 
synthetic, homogeneous buyer 
whose prime, if not sole, interests 
are show, bigness, power, speed 
and snob appeal” that they neglect 
the buyer who emphasizes other 
values. 

Auto companies use good re- 
search to find out who their cus- 
tomers are, the report notes. But 
instead of going after the people 
who are the best prospects for their 
cars, they use the research results 
to restyle the cars and to rewrite 
their ads so that they all compete 
with each other for no special 
buyer in particular. 


= So, says the report, Plymouth, 
which is found to appeal to con- 
servative people, completely re- 
styles with the “swept-wing look” 
and the highest horsepower in the 
low priced field; Ford, attractive 
to youngsters and _ sophisticates, 
leads in advertising its safety fea- 
tures, and Chevrolet covers the 
waterfront with 16 models ranging 
up to an Impala convertible which 
sells for slightly more than a 2- 
door hardtop Cadillac coupe. 

The report recalls Packard’s ill- 
fated attempt to descend into the 
middle price market; it worries 
about Buick’s dilemma as low- 
priced and high-priced makes com- 
pete for its prospects, and it won- 
ders whether Plymouth’s sharp 
sales dip in 1958 might have been 
due to the failure of the new 
swept-wing high-horsepower ver- 
sion to retain its appeal to persons 
who traditionally purchased it be- 
cause of its conservatism.” (For 
additional commentary on the re- 
port see editorial on Page 12.) 


The Senate post 
P.O. Deficit to office committee 
is setting the 


Be Redefined? 
stage for a rough 


go around with Postmaster Gen- 
eral Arthur Summerfield when the 
new Congress gets under way. In 
the new postal rate law, the com- 
mittee inserted policy provisions 
which list a number of postal activ- 
ities which are to be regarded as 
“public services,” subsidized by the 
Treasury. Now the committee has 
issued a year-end summary which 
says the Postmaster General has 
refused to relieve mail users of 
responsibility for some of the items 
which the committee wants to fi- 
nance from public funds. 

The items are big ones—third 
and fourth class post offices and 
rural free delivery. If they are 
deducted from postal operating 
costs the department’s “deficit” 
would be a lot smaller, and there 
would be less pressure for future 
increases in rates. + 


Zeys Appoints Gardner 

Zeys of Texas, an orange and 
grapefruit grower, Mission, Tex., 
has appointed Donald W. Gardner 
Advertising, Boston, as its agency. 
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May 12 — The Saturday Eve- 
ning Post announces a major 
new media measure that goes 
far beyond all previous studies 
of magazine issues. It is the 
first measure of the advertis- 
ing page itself — Alfred Politz’ 
remarkable study of Ad Page 
Exposure. Advertisers learn 
that the average ad page in a 
single issue of the Post is ex- 
posed to Post-Influentials 
more than 29 million times. 
Now, for the first time, you 
have proof of how many times 
your ad page comes face to 
face with customers. 


October 1 — Advertisers back up their en- 
thusiasm for the new, accurate yardstick of 
Ad Page Exposure by putting their cash on 
the line. October's gain over same month 
last year is a soaring $1,700,000 in revenue 

. a whopping 10.4% in pages! And just 
since July, 59 mew advertisers have come to 
the Post. 


Proved! More than 29 million reader 
exposures for your ad page in... 


| The Saturday Evening 


POST 


Today — The Post is the hot one. Up in — Sell the POST-INFLUENTIALS 


readers and revenue, big in pages and Ne -they tell the others! 
promotions, first in flexibility. That's 


leadership! That’s vitality! A CURTIS MAGAZINE 
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Merger Creates 
Reach, McClinton 
& Pershall Shop 


Cuircaco, Nov. 13—Reach, Mc- 
Clinton & Co., Chicago, has merged 
with the eight-year old J. R. Per- 


shall Co., Chicago, creating a new | 


shop—Reach, McClinton 
shall. 

J. R. Pershall, formerly Pershall 
president, is president of the new 
operation; Charles D. Reach, board 
chairman of Reach, McClinton &| 
Co., New York, is chairman of the 
new agency. Philip M. White, who 
has been vp and manager of Reach, 
McClinton’s Chicago office, holds 
the same title in the new agency. 

The two staffs, which have been 
working together for about two 
weeks, will join forces in the Pru- 
dential Bldg. about Dec. 1. All 
personnel of both shops—26 at Per- 
shall, eight at Reach, McClinton— 
will go into the new agency, at 
least initially. 

Richard L, Brown, a vp of Per- 
shall, becomes vp of the combined 
agency’s food division. 


& Per- 


= The new agency, an Illinois ccr- | 


poration, will be fully integrated | 
with other Reach, McClinton of-| 
fices in New York, Newark, Boston, 
Minneapolis and Los Angeles and 
with the affiliated agencies in 
Houston and Jacksonville, accord- 
ing to Mr. Pershall. The national | 
operation may hit $20,000,000 in| 
billings this year. 

The Reach, McClinton Chicago 
office brings into the new agen- 
cy, among other accounts, its! 


service on the Mid-American office | 


of Prudential Insurance Co. of 
America, Kroydon Golf Corp., Mrs. 
Stevens’ Candy Kitchens and the 
National Restaurant Assn. 

An additional major account—a 
new Chicago-based consumer ad- 
vertiser—has been in the Reach, 
McClinton agency for the past two 
or three weeks and will begin bill- 
ing Jan. 1, but Mr. White declined 
to identify it further. 


® Among the 18 accounts Pershall 
brings to the union are the Hi-C 
division of Minute Maid Corp., 
Northern Illinois Gas Co. and Ze- 
nith Radio Distributing Corp. Per- 
shall has been billing at the rate of 
about $2,500,000, according to Mr. 
Pershall. 

Reach, McClinton, which initi- 
ated the merger discussions, has 
been interested in expanding its 
Chicago operation and was im- 
pressed with the fact that none of 
the Pershall accounts conflicted 
with Reach, McClinton’s, accord- 
ing to Mr. White. 

For Pershall’s part, “It’s getting 
tougher and tougher for the small 
agency to survive,” Mr. Pershull 
said. He added that his agency was 
anxious “to take advantage of the 
brains and facilities that Reach, 
McClinton offers.” + 


HAL DAVIS, radio-tv vp of Grey Ad- 
vertising Agency, New York, has 
been named assistant to the presi- 
dent. Mr. Davis’ new responsibili- 
ties will include account supervi- 
sion and account group planning. 
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Spot Spending Is 
Up 19.5% in Third 
Quarter, TvB Says 


New York, Nov. 14—Spot tv 
continues to boom. The third quar- 
ter gross time expenditures for 
selective television hit a new high 


of $113,184,000, Norman E. (Pete) | 


Cash, president of the Television 

Bureau of Advertising, reports. 
This figure, which is a gain of 

|21.6% over the third quarter of 


'1957, is based on reports from 317) 


stations, as compiled by N. C. 
Rorabaugh Co. 277 stations were 
| covered in the third quarter report 


|in 1957. A comparison of business || 
levels of those same stations for’ 
both quarters shows a rise of! 


19.5%. Some of the gains are due 
to increased rates. 

Mr. Cash noted that daytime is 
beginning to be a more important 
|factor in the over-all expenditure 
| picture. Daytime spot tv got 33.6% 
|of the total third quarter budget 
this year—compared with a share 
of 28.3% for the corresponding 
period last year. 


® TvB’s compilation of the lead- 
‘ing spot tv spenders for July, 
| August and September will not 
|be ready for a couple of weeks. 


| However, the bureau has come up 
| with a six-month analysis of spot 
land network spending by product 
classifications. These data cover 
gross time charges only for Jan- 
ar through June of this year. 

In first place came food and 
|grocery products, with an outlay 
lof $118,806,000. Of this amount, 
| $53, 218,000 went into network and 
| $65,588,000 into spot. Next in line 
|were cosmetics and toiletries, at 
$64,574,000, of which $40,465,000 
was in network and $24,109,000 in 
spot. + 


C&C Didn't Split 
Salesmen’s Barter 
Pot, Suit Charges 


(Continued from Page 1) 
back into “the pot, to be shared 
by the salesmen employed at the 
time the forfeited commissions had 
been earned.” Total commissions 
were to be paid each salesman 
“within a period of two years from 
the commencement of salesman’s 
employment.” 

Mr. Feiner states that there were 
never more than seven salesmen 
in his division while he was with 
C&C, and during that time several 
salesmen left before two years, for- 
feiting either 25% or 50% of their 
commissions. He claims he is en- 
titled to $52,000 in commissions 
and that C&C has admitted he is 
entitled to $14,832, of which $5,508 
has been paid. 


= C&C Films, part of Television 
Industries, headed by Matthew 
Fox, has 20 days from the date of 
|service in which to reply to the 
|complaint. Harvey Cohen, of Mar- 


fi tagh & Cohen, is counsel for Mr. 


Feiner. + 


Praise Enters Chicago Market 
Praise detergent toilet bar is 
being introduced into the Chicago 
area with newspaper advertising, 
tv spots and a saturation house-to- 
house sampling in the metropolitan 
area. Copy theme is “new pink 
miracle bar makes you feel you’ve 
regained the skin you were born 
with (soft, smooth, clear as a ba- 
by’s!)” Praise was launched in 
Florida test markets by Lever Bros. 
in July, 1957. It has since expanded 
to include all of Florida, most of 
the Southeast, Pittsburgh, Houston 
and all of Ohio. Kenyon & Eck- 
hardt, New York, is the agency. 


| 
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Acme! 


bee GIFT 'O8A 


HIRAM WALKERS 


CORDLALS 


8 emer of Lamaitom ome Pome 


L anh 


COLORFuL—Gay wrappings are fea- 
tured for Hiram Walker cordials in 
this Christmas ad running in Sports 
Illustrated, Nov. 24 and Dec. 8, 
Gourmet, Holiday, Life and The 
New Yorker in early December. 
C. J. LaRoche & Co., New York, is 
the agency. 


Malt Institute 


Bases Drive on 
14 ‘Life’ Pages 


sumer education program on the 
benefits of malt will be under- 


;| taken by the Barley & Malt Insti- 


tute, using 14 color pages in Life. 
Calvin L. Skinner, general man- 


tion’s leading maltsters, said the 
program will be handled through 
Klau-Van Pietersom-Dunlap, Mil- 
waukee and Chicago, recently 
named the institute’s advertising 
and pr counsel. 

Mr. Skinner said the campaign 
will break in January, and one of 
the 14 color pages will run ap- 
proximately every four weeks. 

Based on the theme, “Goodness 
of Malt,” the ads will highlight the 
nutritional and taste benefits of 
malt in foods and beverages. 


= Supplementing the Life cam- 
paign will be a total of 50 inser- 
tions in 1959 in brewery trade jour- 
nals—most of them spreads. The 
journals used will include Ameri- 
can Brewer, Brewer’s Bulletin, 
Brewer’s Digest, Brewer & Dis- 
penser, Brewer’s Journal, Modern 
Brewery Age and Western Brew- 
ing & Distributing. 

In all publications except the 
Brewer’s Bulletin, which will car- 
ry a 65-line b&w ad, the schedule 
calls for four-color inserts featur- 
ing the Life ads. + 


CBS 9-Month Income Up 


Columbia Broadcasting System, 
New York, has reported a consoli- 
dated net income of $16,522,462 for 
the first nine months (40 weeks) 
of 1958, against $13,898,171 for the 
first nine months (39 weeks) of 
1957. The ’58 earnings are equiva- 
lent to $2.10 per share, against 
$1.82 per share for the correspond- 
ing period of ’57. Sales this year 
climbed to $300,738,926 for a gain 
of $25,462,657 over the $275,276,- 
269 chalked up during the first 
nine months of 1957. Cash divi- 
dends of 25¢ per share on Class 
A and Class B stock were declared, 
as well as a stock dividend of 3% 
on outstanding Class A and Class 
B shares. 


Taylor Co. Names Dreher 

N. A. Taylor Co., Gloversville, 
N. Y., manufacturer of marine ac- 
cessories, has appointed Monroe F. 
Dreher Inc., New York, to handle 
its advertising. Rumrill Co. is the 
previous agency. 
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Petroleum Institute 
Slates $3,000,000 
Heating Oil Drive 


Cuicaco, Nov. 12—Awareness 
of the inroads that gas and elec- 
tricity have been making in the 
heating fuel business is moving 
the American Petroleum Institute 
to set up a $3,000,000 advertising 
and promotion program “to en- 
hance public acceptance and pref- 


‘erence for fuel oil.” 


To handle the effort, API is 


|setting up a new non-profit or- 


ganization, the National Fueloil 
Council Inc., which is expected 


|to be in operation by the first of 


the year. The council will be a 
successor to the four-year-old Oil- 
heating Market Reports, which has 
been moving in the same direction 
but with less financial support. 


= Funds for the new promotion 
program will come from a volun- 
tary levy of a half cent a barrel on 
refiners’ sales of No. 1 and No. 2 
heating oil. These funds will be 
matched by distributors and local 
dealers for cooperative oil heat 
promotional programs. The pro- 
gram will concentrate in 19 north- 


|eastern states which consume 84% 


of all U. S. heating oil—more than 
300,000,000 bbls. annually. 

Most of the ad money will be 
spent in local media efforts, ac- 
cording to L. S. Marshman, chair- 
man of API’s promotion commit- 
tee. 

Plans for the ad endeavor were 
revealed at the 38th annual meet- 
ing of API here this week. + 


$3,000,000 Agency 


ager of the association of the na-| 


Formed by Pidgeon. 
Savage-Lewis Merger 


MINNEAPOLIS, Nov. 12—Vance 
Pidgeon & Associates Inc., and 
Savage-Lewis Inc., Minneapolis 
agencies, will merge to form a sin- 
gle agency with 28 accounts and 
billing of more than $3,000,000 a 
year. The merger is effective Dec. 
1. The new agency will be called 
Pidgeon-Savage-Lewis. 

Officers of the merged opera- 
tion include Addison Lewis, chair- 
man; Vance Pidgeon, president; 
Erle B. Savage Jr., exec vp, and 
Robert L. Sturgis and Don Allen, 
vps. 


= “Specialization, as well as 
breadth and depth of manpower, 
were the primary reasons for the 
merger,” said Mr. Pidgeon. “Each 
agency needed additional special- 
ized personnel to continue to give 
top service to a fast-growing list 
of clients,” he said. 

All personnel of the two present 
operations will be retained, giving 
the new agency a total of 38 em- 
ployes. The new agency will have 
marketing affiliations in 44 mar- 
kets and nine foreign countries, 
he said. + 


Fields & Fields Adds Office 

Fields & Fields, Chicago, certified 
public accountant which serves 
advertising agencies, has opened 
a San Francisco branch office at 
1095 Market St. The practice in 
San Francisco will be limited to 
management, system, auditing 
and related services for agencies, 
publishers and graphic arts com- 
panies in the western states. Sam- 
uel Mendelson, CPA, will be resi- 
dent partner. 


Jaqua Agency Gains One 

Hupp Corp.’s Perfection Indus- 
tries division, Cleveland-based 
manufacturer of gas and oil fur- 
naces, air conditioners and pumps, 
has appointed Jaqua Co., Grand 
Rapids, Mich., to handle its adver- 
tising. Griswold-Eshleman Co., 
Cleveland, previously handled the 
account. 


Stock Plan Shows 
Thal Lucre Loves 
Lucy (and Desi) 


WasHINGTON, Nov. 13—Desilu 
Productions Inc., which now calls 
itself the nation’s largest producer 
of filmed tv programs, today re- 
ported to the Securities & Exchange 
Commission that it is planning to 
list its stock on the American Stock 
Exchange in order to raise some 
equity capital. 

Until now, Desilu has been a 
closely owned corporation, largely 
in the hands of its founders, Lu- 
cille Ball Arnaz and her husband, 
Desi Arnaz. Under the new financ- 
ing plan, Mr. and Mrs. Arnaz will 
dispose of their 275,000 shares of 
common stock and a total of 525,- 
000 shares of common stock will 
be offered to the public. They will 
retain 565,000 shares of Class B 
stock, which has the same voting 
rights as the common stock. 


® Through Desilu, Mr. and Mrs. 
Arnaz become tv’s first million- 
aires. The prospectus recalls that 
they started in 1951-52 with $5,000 
of equity capital. It points out that 
there has not been any additional 
equity capital, and that the com- 
pany’s growth has been financed 
until now through retention of 
earnings and by borrowing. 

Proceeds from the 250,000 shares 
of common stock, which are being 
issued to the account of the issuing 
company, would bring $2,500,000 
to Desilu if it is priced at $10 per 
share, the tentative price men- 
tioned in the prospectus filed with 
SEC. 

The principal uses of the funds, 
according to the prospectus, will be 
payments totaling $1,915,000 which 
must be made to RKO Tele-Radio 
Pictures Inc. in January on notes 
which were used to finance the 
purchase of sound stages and other 
production facilities early this 
year. The company also plans to 
pay an additional $376,000 to Mr. 
and Mrs. Arnaz for their stock in 
Motion Picture Center Studios, a 
Desilu subsidiary. 

Mr. and Mr. Arnaz would also 
realize $2,750,000 from their 275,- 
000 shares of common, if the stock 
sells at the tentative $10 offering 
price. 


s The prospectus points out that 
Desilu is now producing 19 tv se- 
ries with a total of 500 episodes. 
Among them are 10 series of 266 
episodes which are produced for 
others, and nine series of 234 epi- 
sodes which are partly owned by 
Desilu. 

In its discussion of the tv film 
business, the prospectus points out 
the most important earnings come 
from residual rights in properties 
which belong to the producer. It 
says production of films for others, 
usually on a cost-plus basis, makes 
a moderate contribution to earn- 
ings. Profits are in residuals be- 
cause production costs of series 
owned by the producer usually are 
charged off against the first run. 


= The prospectus traces the com- 
pany’s gross income from $4,668,- 
000 in the fiscal year ending April 
30, 1954, to $15,094,806 for the fis- 
cal year ending May 3, 1958. 

It reports potential residuals 
from properties already produced 
are carried on the books at $849,- 
423, but adds that this is believed 
to be substantially less than what 
they will bring. # 


Olian & Bronner Adds Gingiss 

Gingiss Bros., Chicago, formal 
wear rental company, has appoint- 
ed Olian & Bronner, Chicago, to 
handle its advertising. W. B. Doner 
& Co. (now Doner & Peck) for- 
merly handled the account. 
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Time to go to the movies... 


McCann-Erickson advertising people are generally too 
busy with the day’s work to spend hours, days, even 
weeks at the movies to keep up with the world’s newest 
film techniques. Cinema ’58 does this for them, right at 
McCann. No admission required. 

For each showing, Cinema ‘58 screens ten to twelve 
hours of the cream of new films from such sources as 
UPA, Brandon, Cinema 16, the Museum of Modern Art, 
the National Film Board of Canada. From this is drawn 
the most exciting, the very best. To these films are added 


a showing of the finest current TV commercials, 
from here and abroad. 


Each go-round, there are three showings—one to TV 
producers, one to art directors and writers, and one to 
account people. It’s capacity every time. And well worth 
it to everybody. A print writer may go tearing downstairs 
to adapt that wonderful new idea for an ad. And a top 
TV writer has been known to throw away six completed 
scripts —knowing how much better they could be now. 
Because it’s much more exciting to do things better. 
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A Message from LOOK for Marketers 


46,000,000 


AMERICANS | 
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Wrong for you, if you sell a mass-distributed product or service. 
For these 46,000,000 adult Americans, while representing 45% 


of all U.S. adults, account for only 36% of consumer expenditures. 


Why are they below-average sales prospects? Because they live 
in households composed entirely of adults. Their homes lack the 


one most important incentive for buying: children. 


Contrast their purchase record with that of the 57,500,000 adults 
in homes with children under 20. Representing 55% of all U. S. 
adults, they live in households that account for 64% of total con- 
sumer sales—including 71% of soft-drink sales... 71% of prepared- 
mix sales .. . 68% of major-appliance sales . . . 65% of clothing 
sales . ..72% of laundry-soap and detergent sales . . . 67% of hair- 
preparation sales . . . 67% of home-decoration sales . . . 66% of 
automotive-product sales. Their families spend $57,000,000,000 


more a year than do households without children. 


U.S. CONSUMER EXPENDITURES 


ye — 


U.S. ADULT POPULATION 


36* 


MANAHA 


ADULTS IN ADULTS IN EXPENDITURES § EXPENDITURES 

HOUSEHOLDS HOUSEHOLDS BY HOUSEHOLDS BY HOUSEHOLDS 
WITH NO WITH WITH NO WITH 
CHILDREN CHILDREN CHILDREN CHILDREN 
UNDER 20 UNDER 20 UNDER 20 UNDER 20 


An even more concentrated market are parents of children under 
10, who comprise only 32% of the adult population but whose 


homes are responsible for 45% of all consumer spending. 


WHAT THIS MEANS TO YOU 


The logic behind these statistics is clear and basic. For the pres- 
ence of children in a family —especially younger children —indi- 
cates growth... development ... pressing needs and new desires 
for consumer goods. Where there are children, there are sales— 


more sales per capita for more kinds of products and services. 


While most advertising media penetrate this golden family market 
to some degree, many are notably weak in attracting family audi- 
ences. In fact, because so many millions of households have no 
children, it is theoretically possible for a medium —electronic or 


inet 
a: 
Unie 


print—to command a multi-million-person audience and still not 
reach a single home with children. 


That’s why it is essential to know your audience. How many homes 
with children are you reaching? What is your advertising cost per 
reader or viewer in these homes? Comparative data for major 
magazines are available through The Audiences of Nine Maga- 


zines, a new nationwide study by Alfred Politz Research, Inc. 


MAGAZINES STRONG, LOOK STRONGEST 
The Politz study reveals that there is a higher percentage of people 


in families with children in the audiences of six of the nine maga- 
zines than in the U. S. population. But while most of the magazines 
are strong in family readership, LooK is strongest. With more 
than 70% of its readers in homes with children under 20, Look 


enjoys a substantial lead over the rest of the publications. 


In addition, almost half of Look’s readers are in families with 


children under 10—another area in which Look is first. 


An average issue of LOOK reaches 19,650,000 people in homes with 
children—about one of every four such persons in America. And 
LOOK reaches this family market at the lowest cost per reader 


(based on black-and-white page rates) of any major magazine. 


Not only does Look attract a larger concentration of family read- 
ers than do all other major magazines, but it is gaining these 
readers at a much faster rate. Since 1954, LOoK audiences in fam- 
ily classifications — teen-agers, parents of children under 10 and 
all people in households with children under 10—have increased 


by more than those of the next two publications combined. 


WHAT IS THE REASON? 


There is a cogent explanation for LOOK’s great appeal to family 
readers: LOOK is a family magazine. Literally, consistently, his- 
torically, a family magazine . . . read with equal interest by men, 
women and teen-agers. Every article in every issue is edited to 
evoke the response of every member of the family. 


Underlying this universal appeal is the exciting story of people — 
the Look story, told with warmth, understanding and wonder. 
For people—common denominator of all LooK articles—are the one 


subject that interests all people, regardless of sex or age. 


Whatever consumer product or service you sell, there is a strong 
probability that people in families with children buy most of it. 
That’s why your best media buy is the magazine that reaches more 
of these people per advertising dollar than any other national pub- 
lication. LOOK—AMERICA’S FAMILY MAGAZINE. 
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12 
The Editorial Viewpoint... 


The Senate and Auto Advertising 


If this weren’t so serious, it would be merely monotonous and 
repetitious. 

The last phrase of an editorial in these columns last week said, 

. it is.painfully obvious that as far as advertising is concerned, 
a lot of work is needed in Washington.” 

That was written and printed before the report of the anti-trust 
and monopoly subcommittee of the Senate was issued on Nov. 7. 
Now it is much more painfully obvious that advertising is not un- 
derstood, and is disliked and mistrusted, by important and influ- 
ential people in Washington. 

The Senate subcommittee’s report—heartily endorsed by six 
members of the subcommittee and vigorously assailed by Sen. Dirk- 
sen of Illinois, the seventh member—recommends that the Justice 
Department investigate the possibility of breaking up General Motors 
as a monopoly. But it also goes into a considerable discussion of the 
“evils” of automobile advertising. 

The report argues that in the early days advertising may have 
performed a socially desirable function because it expanded the 
market for automobiles by making people aware of their existence 
and usefulness. But now it is not only doubtful that advertising 
contributes to expansion of the market; it is possible, says the report, 
that advertising adds so much to the price of a car that it tends to 
reduce the potential market! 

Advertising is given credit for switching buyers from one car to 
another. In fact, the assumption that “neither Ford nor Chrysler 
can hope to outspend General Motors in advertising” is one of the 
reasons the report is so concerned with advertising. But it is not 
“a significant determinant of changes in the over-all level of sales.” 
And worse yet, as we have said, with per-car ad costs rising “the 
probabilities are that such a continuation (of rising per-car ad costs) 
would have a definitely adverse effect on the over-all level of auto- 
mobile sales.” 

Ponder this one a while. It is a brand new concept of the use of 
advertising as a business weapon. Advertising has been accused before 
of helping to foster monopoly, although the truth is that advertising 
is one of the great weapons against monopoly. But as far as we 
know, no one heretofore has ever accused any business of actually 
using advertising as a means of economic suicide. 

Yet this is the clear implication of the subcommittee’s statement 
that advertising might have “a definitely adverse effect on the 
over-all level of automobile sales.” And so now we see the emer- 
gence of another dastardly conspiracy—automobile companies 
spending more and more advertising dollars per unit in an effort to 
drive the total unit sales of automobiles down! 

In his dissent, Sen. Dirksen made one important point. He said 
the report seems to assume that advertising is justified only if it 
expands the total market, but that the authors of the report over- 
look the fact that the auto industry competes with other industries 
for the consumer’s dollar, and that auto purchases are easily post- 
poned unless consumers are informed of engineering changes, design 
changes and convenience features which they may want. 

This is an extremely important point, but the senator does not 
carry it far enough. The fact is that “competing with other indus- 
tries for the consumer’s dollar” and “expanding the market” are 
precisely the same thing and achieve the same result. The advertis- 
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Advertising Age, November 17, 1958 


Gladys the beautiful receptionist 


—Dick Gustafson, Brown & Bigelow, St. Paul. 


“She said this filter craze really smashed her boss. He converted 
the water cooler into a hookah!” 
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ing of automobiles, the annual model introductions, the styling and 
mechanical changes, all contribute to effective competition with 
other industries for the consumer’s available dollars, and in this 
precise way to widening and expanding the market for automobiles. 

Using ApvEeRTIsSING AGE figures as their base, the writers of the 
Senate report say that advertising per car amounts to about $75 at 
the manufacturer’s level, and perhaps to as much as $100 of the 
retail price. “It is no longer true,” says the report, “that despite the 
large aggregate sums, advertising expenditures by the automobile 
companies, when translated into per-car figures, are so small as to 
have no possible effect on prices or demand.” 

In the first place, $100 on a $3,000 car—somewhere near the 
average of domestic cars at retail—is about 3%, a not very horren- 
dous figure. But who is there—aside, perhaps, from the experts on 
the Senate staff—who can declaim with seriousness that this cost 
of advertising is simply an added cost, which would be eliminated 
if the advertising were eliminated? Isn’t there at least a reasonable 
likelihood that the $100 advertising cost per car actually helps to 
reduce the total cost of that car? What do you suppose would hap- 
pen to auto costs if advertising and promotion were eliminated, and 
sales allowed to hit their “natural,” unpromoted level? 

Well, we can’t expose all the idiocies of a very lengthy report 
here. But we can emphasize again what hardly needs emphasis: 

As far as advertising is concerned, it is painfully obvious that a 
lot of work is needed in Washington. 


What They're Saying... 
Takes a Particular Savvy 


motivation research is that it gen- 
erally produces new, fresh, stimu- 
lating ideas. If you take that as an 
inference by me that quite a few 
sampling surveys have fallen short 
on producing such ideas, you are| Another Admalady 
absolutely correct. But this isn’t 


quantitative uncertainty. 


Assn. 


standing, a particular savvy that 
The most important thing about) allows them to live and work with 


—Dr. Gerhart D. Wiebe, partner, Elmo 
Roper & Associates, to the monthly 
chapter luncheon, American Marketing 


just my opinion. Given the lam- 
basting it has taken, motivation re- 
search wouldn’t have survived and 
grown if clients hadn’t found a lot 
that was new, unusual and stimu- 
lating in its findings. It generally 
produces stimulating findings, but 
the question is: Are the findings 
true? Can you depend on them? 
Are they really research? I believe 
the answer is “yes” on all three 
counts, but “yes” with the provi- 
sion that both the researcher and 
the client have a particular under- 


Advertising and pr executives 
and journalists have had yet an- 
other accusation leveled against 
them—dandruff. An anonymous 
doctor speaking at a press con- 
ference organized by Bayer Prod- 
ucts Ltd. this week said dandruff 
is a “stress” disorder, As such, ad- 
men and newspaper men are 
among the chief sufferers. 

Ulcers, thrombosis, and now dan- 
druff. No wonder advertising men 
seek consolation in big lunches on 
expenses. 


Rough Proofs 


Julian Watkins, compiler of ‘“The 
100 Greatest Advertisements,” has 
added 13 more to his collection, and 
not one of the advertisers con- 
cerned thinks this is an unlucky 
number. 


An advertising vice-president 
looking for a Girl Friday asks for 
details regarding experience and 
adds, “Your phote, too, would be 
helpful.” 

If it’s unretouched and reason- 
ably up-to-date, that is. 


“Senators hit GM, say car ads 
shrink market.” 

With this kind of reasoning the 
august senators can also prove that 
having more salesmen shrinks the 
market, too. 


Jacob Ruppert ale will be pro- 
moted as a product “for men only,” 
and it’s the usual 8 to 5 that this 
won’t keep women quaffers from 
sampling it. 


Madison Ave. observers predict 
that Look’s new split-run technique 
will give regional advertisers a 
chance to demonstrate a brand-new 
kind of togetherness. 


The author of that new book 
about Procter & Gamble and its 
favorite product, Ivory soap, gave 
it the logical title, “It Floats,” firm- 
ly resisting the temptation to call 
it “99.44% Pure.” 


London Press Exchange pays a 
nice compliment to U. S. advertis- 
ing and selling by saying that it’s 
as much at home with the Amer- 
ican way of thinking as the British 
way of living. 

* 


The Burgoyne Grocery & Drug 
Index has a new survey which 
shows that food shoppers are pay- 
ing more attention to food store ads. 

That must mean that the super- 
markets are paying more attention 
to their ads, too. 


The Chesapeake & Ohio has won 
the Modern Railroads award for 
the best freight promotion of the 
year. 

The road must have convinced 
shippers they would sleep like a 
kitten if their goods were moving 
over the right line. 


An agency advertising for new 
personnel advises applicants to 
“send complete resume, plus rea- 
sons for desiring new association.” 

The best reason is that the copy 
talked about money. 


“Factor denies FTC charge, says 
ads told truth.” 

You can’t beat that defense, pro- 
vided the bellicose FTC is willing 
to accept it. 


The only trouble with the un- 
qualified hero worship built up on 
the sports pages is that it takes only 
one bad Saturday to prove the new 
superman isn’t. 


—Advertiser’s Weekly, London. 


Copy Cus 
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\ managers and technical men in every segment of the oil 
business have a need to know about the entire industry. For al- 
though the petroleum industry is composed of several distinct seg- 
ments, each one is absolutely dependent on the others. The one place 
important oilmen get cross-communication is Petroleum Week 
— the oil magazine that gives only the significant news and tech- 
nical developments in all major segments. And this information is 
imparted to the biggest paid circulation of any oil publication. The 
oilman looks to both the editorial and advertising pages for vital 
information when he reads Petroleum Week — oil’s most readable 
magazine. That’s why advertising in Petroleum Week increased in 
1958, against the trend. 


Oil's Most Readable Magazine 


PETROLEUM 
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A McGRAW-HILL PUBLICATION 330 W. 42nd STREET, NEW YORK 36, .N. Y. 
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Compare Your Cost per Thousand 0.E.M. Subscribers! 


You pay You pay 

any $22.70 $33.79 
. per per 

thousand thousand 


Thusand 


You pay 
$35.40 
per 
thousand 


Magazine ‘“‘B” is currently circulating a chart com- 
paring its circulation in the O.E.M. market with mag- 
azines ‘‘C” and “‘D’’, completely forgetting magazine 
“A’'— Proceedings of the IRE. With Proceedings you 
pay only $19.11 per thousand for original equipment 
manufacturers—a fact not to be ignored by today’s 
economy minded media men. Remember, your dol- 
jars go further, your sales message works harder 
when it is in Proceedings of the IRE! 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


Adv. Dept. 72 W. 45th St., New York 36, N.Y. 
MUrray Hill 2-6606 


Chicago + Minneapolis + Boston 
Los Angeles +» San Francisco 


She's a 
very vital 
statistic. 

Her viewing 
habits help provide 
KOIN-TYV with 

delightful rating and 
coverage figures; 
her buying habits 
provide KOIN-TV 
advertisers with 
delightful sales 


————— figures. In Port- 


land and 32 
surrounding 
Oregon and 
Washington 
counties, she and 
KOIN-TV furnish 
the jolly CBS-TV 
Spot Sales 

crew with a 
fascinating story 
they love to tell. 
Just try 

them, 


; 
Advertising Age, November 17, 1958 


Getting Personal 


An old partnership has just been revived. Fairfax Cone and Don 
Belding, partners in Foote, Cone & Belding until Don retired re- 
cently, are partners once again—this time in a weekly newspaper, 
The Grizzly, published in Big Bear, Cal... . 

Patrick E. O’Rourke, ad director of Family Weekly and Suburbia 
Today, underwent an emergency appendectomy at St. Luke’s Hos- 
pital, Chicago, on Sunday, Nov. 2... 

Russell L. Putman, president of Putman Publishing Co., Chicago, 
was a participant in “This Is Your Life,” tv show, Nov. 5. The subject 
of the show, Tim McCoy, a former western movie star now making 
a comeback, was a World War II associate and subsequent friend of 
Mr. Putman, 

Joseph G. Scheleen, vp of Traffic Service Corp., Washington, 
D. C., and editor of Traffic World, was named “Transportation Man 
of the Year” by the Delta Nu Alpha transportation fraternity at its 
annual meeting Oct. 25-26... 

C. E. McKittrick, business 
manager of the Chicago Trib- 
une, is the newly elected pres- 
ident of Junior Achievement 
of Chicago. . . 

Howard Willoughby, exec 
vp of Sunset, was on hand to 
congratulate Edwin P. Gerth, 
founder of Gerth, Brown, 
Clark & Elkus, San Francisco, 
in the celebration of the agen- 
cy’s 25th anniversary. The 
agency has been represented 
in every issue of Sunset during 
the agency’s history. . . 

Bertram F. Higgins, pr man- 
ager of Fuller Brush Co., 
Hartford, has been named 
chairman of the Industrial 
Employes “A” Section of the 
Greater Hartford Community 
Chest campaign... 

George Johnson, copy direc- 
tor of H. George Bloch Inc., 
St. Louis, has sold a story ti- 
tled “I’ll Take Care of You” to 
Alfred Hitchcock for his tv 
series. The story first appeared in the Best-Seller Mystery Maga- 
zine... 

Bryce E. Foster, editor and publisher of the Pacific Northwest Ho- 
tel News, Seattle, was injured seriously Oct. 21, when he stepped off 
a transit coach on his way home. He was struck by an automobile 
driven by a 17-year-old who was cited for negligent driving and driv- 
ing without a valid operator’s license. Mr. Foster suffered compound 
fractures of both legs... 

Postscripts to the eastern Four A’s meeting: One of the most in- 
triguing speech titles was Ed Zern’s “What to Do Until Dichter 
Comes” ... At the research workshop Margaret Mead proved she 
was no stranger to advertising: Her brother teaches advertising; her 
mother wrote the U. S.’s first scientific article on advertising .. . 
At the print creative session, Marion Harper Jr. leaned across the 
speakers’ table to “publicly congratulate” fellow speaker George 
Gribbin on his new eminence as Y&R president: “What do you say 
George, you and I start an agency?” he suggested .. . At the account 
management session, Andy Hewitt, senior vp at Kenyon & Eckhardt, 
admitted he had to switch speeches in mid-stream: “I had originally 
intended to give a case history on Equitable Life Assurance’”—the 
account that left the shop earlier in the week... Walter Guild of 
Guild, Bascom & Bonfigli told the group that automotive sales were 
down because of ineffective automotive advertising—while others 
on the speakers platform, Bill Lewis of K&E, Ted Little of Camp- 
bell-Ewald, and Dave Danforth of BBDO, stonily studied the ceil- 

Lee Cooley, exec director of programming at KTLA-TV, Holly- 
wood, and former producer of the “Perry Como Show,” has written 
a first novel, “The Run for Home,” just published by Doubleday. It’s 
an adventure novel of the sea based on his youthful experiences in 
the merchant marine... 

Pearl Mead, media director of William Douglas McAdams, has 
been elected to an honorary membership in the Fordham Univer- 
sity chapter of Gamma Alpha Chi, professional ad fraternity... 
Hugh N. Boyd, publisher of the New Brunswick Daily Home News, 
has been elected to the board of directors of the English Speaking 
Union of the U. S.. . John H. Johnson, publisher of Ebony and Jet, 
was cited Nov. 16 by the National Assn. for the Advancement of 
Colored People for his achievements in the publications field. The 
citation was made at the NAACP’s second annual Freedom Fund 
dinner... 

Jerry Cowle, copy supervisor of Leo Burnett Co., was married 
Nov. 8 to Mrs. Betty Seeman... Patricia Calvert, until recently ad 
director of The Reporter, was married Oct. 31 to Torrey Stearns, a 
vp of St. Georges & Keyes, New York... 

On Hallowe'en a little goblin was born to Ted Sanchagrin, east- 
ern editor of Industrial Marketing and Advertising Requirements, 
and wife Maria. Little? 10 Ibs., 6 oz. Name: Amanda Louise. Second 
child, second daughter... 

Shizuo Ohasi, assistant ad director of Meiji Seika, K.K., Tokyo, 
one of Japan’s largest confectionery and food companies, paid a visit 
to AA’s Chicago office the other day. He is in the U. S. to learn about 
American advertising practices and techniques. .. 

Adman-novelist-playwright—that’s the three-tiered life of Bob 
Foreman, exec vp of BBDO. His novel, “The Hot Half Hour” (a 
tale of tv quiz shows), published last month, will be transformed in- 
to a Broadway comedy for production next spring by Alex Gottlieb, 
a Hollywood writer and producer. . . 


° pee 


ALOHA—W. H. “Doc” Eaton, pub- 

lisher of The American Home, and 

Mrs. Eaton go native on their long- 

postponed vacation in the Ha- 
waiian Islands. 
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HEM: 


Construction is America’s biggest 
consumer...devouring 1/3rd of the 
copper, 1/6th of the cron and steel, 2/3rds 
of the lumber and 9/10ths of the cement 
used vn the nation. It requires an army of 
machinery and tools...an ocean of 
lubricants and fuels...and could fill that 
ocean with all the other equipment and 
building products it uses. Construction’s 
roaring along at a billion dollar a week pace 


Sell EN-R’s 79,000 ...and still growing! Most direct access to 


and you sell the 
men who build America 


ENGINEERING : ; : 
NEWS-RECORD design, buald or influence practically 


this market is EN-R...whose readers plan, 


A McGraw-Hill Publication. 


330 West d2nd St. New York 36 every major construction job in the world, 
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Classified to Be 
25% of Newspaper 
Ad Income: Carr 


(Continued from Page 3) 
classified advertising. In fact, he 
said, most journalism college grad- 
uates don’t even consider classified 
a starting point in their newspaper 
future. 

Mr. Carr, in stressing how big 
classified advertising has grown in 
the over-all advertising picture, 
pointed out that the total estimated 
revenue for classified last year 
was $665,000,000 for more than 
300,000,000 ads. This, he said, was 
only $2,000,000 less than the total 
spent on all the big network tv 
shows and $17,000,000 more than 
was spent on all radio. 

“It was $196,000,000 more than 
was spent in all weekly magazines 
and more than triple the amount 


FARM INCOME 
Is 


UP! 


... Midwest farms 
are Big Buyers 
because they 
are Big Producers 


36% of all dairy ¢ 
31% of all chickens 


Advertise most where farm- 
ing is big business and good 
living! Use Midwest Unit 
Farm Papers’ local prestige. 
Deep and complete one- 
medium penetration of the 
market. Short closing dates. 
Practical state-by-state 
dealer listing. Special point- 
of-sale merchandising tie-ins. 
One order, one plate at the 
economy Unit rate. 


MIDWE 


UNIT 
Farum Papo 


Nebraska Farmer * Prairie Farmer 
The Farmer * Wallaces’ Farmer & 
lowa Homestead 
Wisconsin Agriculturist & Farmer 
ADDRESS: Midwest Farm Paper Unit. 
Sales offices at: 35 E. Wacker Drive, 
Chicago 1... 250 Park Ave., New York 


17... 110 Sutter St., San Francisco... 
159 S. Vermont Ave., Los Angeles 4, 


|spent on outdoor advertising,” he 
| pointed out. 


= Edward M. Hyde, advertising 
director of the Herald, Sharon, Pa., 
scolded newspapers for failing to 
sell for automotive and real estate 
businesses. 

“We're getting the lion’s share 
of the advertising dollars spent 
by the automotive boys and the 
real estate dealers,” he stated. 
“And, for that lion’s share, we are 
exerting an effort that isn’t worthy 
of a pussycat.” 


He said newspapers can produce 
results for their advertisers by 
providing better ideas, appealing 
layouts and copy. 

He said newspapers should ask 
the dealer to work out a budget, 
work out a planned program, pro- 
vide material for better copy and 
observe a deadline. Newspapers, 
in turn, should give the auto and 
real estate dealer improved service 
and courtesy, help him with re- 
search and study and ideas. 

The Herald, Sharon; Herald- 


Mail, Hagerstown, Md., and the) 


Advertising Age, November 17, 1958 


Philadelphia won 


Inquirer 
honors in their respective circula- 
tion classes in the 1958 annual 
classified advertising promotion 
exhibit contest of PNPA. A total 
of 131 exhibit panels were dis- 
played. + 


top 


‘The Money Paper’ Bows 

A new tabloid, The Money Pa- 
per, to be issued every two weeks 
with information on _ spending, 
saving, investing and speculating, 
is being tested on newsstands in 
New York. It sells for 20¢ a copy. 


Publisher is Lawrence A. Benen- 
son, who also publishes Realty, a 
bi-weekly real estate newspaper, 
and the New York Visitor’s Re- 
porter, distributed to guests of 
New York hotels. Print order for 
the testing of the new paper is 
10,000. No advertising rates have 
been established pending results 
of the testing period, Mr. Benen- 
son said. A feature of the new pa- 
per is that it publishes coupons 
which readers can take to various 
restaurants and service organiza- 
tions in New York for discounts. 


ee on = gar s SSeS Pie aoe ee een Fs 3 ae 2 eS Eee Pn as ‘ On sae co bs ; a Y ote 
oe Saar = AA tere é ses ee) = ee tet i: Sete soe a Toate jah See # Spee “neo er ve ei Sa me eee iss CSE) sy eae 2 oe aaa at et 
ha i Peg . Ba ae padi se on : a ie Maps: en Aue eae pri ne Caet eS: : are - pan Fe 
peer ey a SRE a ebeee es: : as ge a ee De ee i OS Ce cP El ee Li oh sak eee _ ee . 
Y ae penne: o eee ae y ee eee ‘ =f ge Tere See! beet eG. ah 2) Sea pre ee 
i se iinet Rhee an x 2s 5. ie Bias : s : : len : ; a 
." eae 
j a 
of; || - \ mie 
ee 
a 
Po . 
m . 
ae 
i= 
7 ’ ies 
‘ na 
' " ak 
Hey ea 
ed H\ a 
} a. 
ve ) “We 
‘ a (ion 
‘F, hy \ - cae : 
ee ; re 
8 ; eal 
. a 7 
s | yy ae 
rs 5) “—- 
LL ae 
ae 
. f " > 
LE ; : : : ee 
Wye e a acs 20, 0 ae ee ee es Por een ERRORS, 8, RE ES ey: gt i AR me rs Sate : ey Ss 1 ae 
oy: ate nec eee e ee ik Bape) ae mee a ho ae =a es ie eae Ree Te ee ae 
is eee Saeeaate ican i: eeaacx wentan sy” en : ey 7 eat . a Ee)... an ~ 
a an ee) eh eee ane age igen eee eee ea et oe | : 
ee : eee OA aos i. ae Ener ny cee = ee wie: isl iiklewad ree ‘es es Bek Co ae 29) vee 
8 ) RE ls Nees St eae. ion _ : 7 PA sels Benue caret: sre mie ane haga OR Ss EF, ig Re 
ole PPA Lt ky on es ok 7 ap de Puen ele Aer Ree ieee ae. Sy aire Sr et ies Te tt cat | cole ie 4 
ws . Be A Boer fi st: ere tet aides = Bg Soak od on Ny oem at Pao oh anee 0 eRe SN ies oss ail i 
ie 93, Sed Re eae ae eek Aes |, eee se SS a Se ees ee peer — ee gene ee Oe aroha, . go (ions OL" coma "Gap a ae Spee 
oe a “talons eos rapes : on ier ae og at beat Hie or bls Ss ha Ma" % et ae . ae Ce ee ee: Wess ~Sd Ertis <' ee es ore Raby 3 a Gea ia ares ee ar 
2 ae > aero ee Tee pia eae taped i eee 7 NG) Acoso emir) Ts (Mes =e ad een a eh eee eet ee 
neg ee, AON hie oer ee "I i eae = sa Rey ae teed Pe eae "ccna researc gt eae 
SA dr ah nae =<. er emer |. Sines er te eee ee et 2 so ee ae aie “eee Oe ee | Leas 
oe ie oe tench. pe ee 3. a Seen Beet ore a PA na aoe. ne meres s. ee aoe eee i eee ss eee * 
teak Re ann eae ee, GRRE ROOMS ES RA ire tagieny ss © nr wits Tae Sat UE Saget, neato Bayo Soc) ees See Seties, | tae 
yi RNR tea Pep eee ye ea ele iis es = ek (Perera tee, eae eee =e Te Page Beep ee ae REE era). asap nr alga 0:7 hy q 
ea fs baie ahs ce eer im ees rata ae Deer as. | A anne aS ea Sey Uae ea eG ‘ gaheceanet = =e Deepamegme rey tS an eon 
te ; Ree ee Be eae :: ) re ie ee Hee ek ecole, a aa pa — eet a, s 
— fe eT tein 5, Petia = Ba oe es Boe ee ae aa, rea a 
a De ey i ae : 
5 . Pet fey. ; E> 
a a « io 
en Tio Falkner te ea aes sake Doe. eae gl ae: : 
oi ee me ae a ee eo eS ee ee je a 
Sue ee ia anatase ee ro) oe se 4 a Er) sia a Mo: hes eee ee Coe ae ae Bree ope i s 
rs a cS ee I obits Bee 2D, nt ee (eas ae Mees hy yee ates appease ee gee ; 
é ve i i eS aan oe | een toc NS OM a ee ee aaa Shame ee re ‘x 
: ee ee 
te ae eee! : Bees an in sakes Sa ae ea mene ; Bi |, cata at eae eee Ce TS Cae eS ee | Ne 
' i aoe ee rhe eae PaaS 9 Se eee SRM ig a eT See a ee et « ae: Rieger oe Sey ae Sek 
oe 3 * ae De  eateiaieae mmm. 6 MMMM ii Re grc)- Sn eg ee 5, 1 IRS Waka soit +1 x bi rer ott 52, ieee a eta a 5 EON ete AN = ae 
. Anes aa fe gc aN camila a a a ae ' Ot Ue a arate Vie ete a i a: i eee PS awa een ieee “ig SS Ee Ia os SiC Shek mater Gre bat fs 
(2 ° " as. an Pe SP Ss : eu saat = F erin aa 5 al iy ae ; selena 4 ie ee fen opined Re Sa ee, ea ron ; 
i ee oe “a z. i ‘ : ee oF rc — Beta ce Bde ack ea a 
ae tr ‘ : ) ' j ] + oo : Onan Biro Nia ac 3 e 
ae: a a a | Bf | % : sia : acre ia 
ss —— ae . acs eg : : . a " - ong 
i te ee | .- ie 4 pe : ie 
an oC ee a 7 : t Me Sar en ae « “9 Set : : Rees eee ed 
oe Es, fg Sele Coes) 5 1. aa ea : a + ela : —* eg Raped tne Re tyahy oe eye eae 
vie > ee = Gee : oi, de pee cous Deere reat 
be = eg ‘= tae i i Ae a Pct ge Ged rival earn ; 
ms Pee as a a ae Pee ae ks MR COT ay og Age i | 
Br. & rs 3). a gies. Tam Poe govt ~ 7" a Wei Geran ah en eee Be dy 5 A 
not ut to oe ee ; eis .! Le ae hE annie aie Tin cc (ater ae 
4 F = ” i oes a. : we rng Rare} aes , 7 
a ‘ ; ; \ a : rae es ee ; 
ee! a oe 2 : 7 os 3 ; ae 
ae : 7 . 7 ok 7 S 
ei por : : 7 kaa | _ ore { are 
pie Be . : j : 4 a | 4 Bs 
$ ee eee : . 2 f vl ; eaeseatic 
. J ss 29) . _— " ! au (em : ’ : Jie { Vs fe q F 
: ret a a a RE ec ret cS a EG Pe nn Te anne Sa : ; 
eee oc, ul ae ste I a nee oA a Ries ee: eee ee ee «aes 
Jai Pe yeni aot la ee Ba eas py ee Shee, ERS icueeeaia eo si te 7 ene 
aaa Ra Se eet Ae ane Tae AE ia a I sai . bs cde en ere tas oS Sa ; 4 e 
‘ ib 3 2 . ete 
’ i r “25 By e 7," ‘ : 
R : F it oo ee ee ! es 5 eee Tae y 
i 7 ase 7 ag ee) : noe £7 a bio a i wi 3 Bie r eee: Fem ie 
5 ee eee FOr gutta moe Seen ‘ BE? ie By ae _ ee 2 as ae 
ines Sees. So A inl, 4 erase eee Pr ee tome 7 al a 7 nai : i 2 Jay oe BY 
Sie . 2 ; me Me Re I NR oe oS NN a et ae 2 geese as er : pe 
et : ‘ y ienopeyr ve A Dee :: 4, Sep aac 6 Sig 
ae ‘ ’ ‘ . i ax :* < 
ay ee ae Petes: : ; ' -. : Pr 
ae Pe | ee coiled : .) ee ger ti Fr. sees 
Ces ect ae Sere } Cay 
oo bles) tea nu For, To SON: ra one 
Ht ee “Seles oe aoatraeiee one coe Wain pet : User 
mesa (eee Ss es re rte 7 q age 
I ke hg oo ee Sa, Oe pea Mil es ls aI eg Ae ER AED, Seca a a : 4s SA 
“ teat ak ie ee ee Pi harth Vi iba eit as fee ieee NEP WR gn Noe ae a) il ‘ 
. ~thd Set ee es Fee ee a ys a ra Piet Se Mak tay mo oS ae er ©) eee te aa F 7s 
ia ; (oe 24. | cei ae a Ree Ana, ane pH ahs Ee ee ne a a BE BON ETA LO. ‘ : 
2 ' ir oa eer Pe RM et Ce Meet 7 oY oe Saute eee rey nt are a Pens ok ss 4) eee 
. ‘ a oe oe eee Cl a i 
; . Pete a f = be es . ee ae bh P ‘ we P 3 aE, = HN ae a =p le tS 
aR f | ~ , + a ao; | 72s & - © ¥ s . eet { itp Lr ae Gee teen tics. 8 a | ea ats 
ae = 2 ) fa PR ok | ic cs, Zz : ' Si i amma aS eh Sa, Ee ae gee FS is ng a li es 
r > e Smee, Tams, Es : 1 ee. Saha re 7 aT eae Da mS es seit sa Eat aigeareDeTL = a 8) he i i 
sa ( i * iN a ie 7. foe ee ae ley. ee Se e 
je ‘ j v0 ¥ Toye ie = = ; Foe q ; AS RabOULs rich as a-oae gce ae aie Sian ae Pe? i oa hc ee 
aioe . “- F OE uae cm PGS gis eA tae eco aes 3 (7, ; pe etl Sat el See hier ES a pares Se iiss 
ao \e J Pe me oe ee ae Ba Te al Ne en eG act Ua SE oi ee 
eee AT ie — Day ean ee at en eg ag iy 2 CES ir TL eT A ee Caan: 7 ae “hE cece See eed eer eat ae 
eee r: ; eae age ne ee = ee Re ee ee eee ae See RI oy rae ee i ENED eee ee NE i os eee Ie i eae me 
= 2 ; eee he noe 0 ae Bare) | Ati iunsem 1 0 Ae ae ae Tae ae gent Pee: TC eee Oe Ore Ge! Sea “ Beh SE A out i le Ne : ensayo eae 
ms a Fein uaa Sel othe We ee ele ei ear Ee ces eg er = Seine erie pres Pe ANG cya, Sea Bet EA lanes ae 
es af o ngs: | F Roe Aapitat Mess ee eee tare g aes {ee Peal a eae ene E aS oht abern Ae (nai ena eye Bias oa jee ce 
a eva t < 5 i Ere ns ype ig Neem Boy i keane et ae f : ee Ae RO. eae rem pay RE se ere ty Pe : 
wth PO ee a 2 lee eee ae —- 
30% of-all beef ca 3 Sn Se a Pe A Ig I et , Ss 
ee He 3 - : yo SE RR ie ie Sal Rel ae ces SE yh “ep MOA ; : : 
Pia” tp ae & — = B, bas — oo iar Se oa ian Raed ta PO tae ‘ig ity é cna ae “ie Beets: 
AS eae aa * 5 ai a pes a Hi ON (eninge SBE a ee ey ease Me at sal Wiig d BRS E: Se iia! x Ce iat a abe Sap es eS 7 
Sesh aah eee vom ie. ie a Lem ie 3 ToS Se aay ES sea) ae ‘i ae Repeat Seer ay age a PS le Er an re ied eam 3 74 im 
” gy A ME Re. sil ET ELL ARR I 
=" fbi 
‘ ; i 
x ‘ pas 
2 : 7 
. a a ~ i 
he Wives 
; nah ; 
i j 52) cS aea NE , 60, Reh SS esata ks ce NEY eg aE RE Me ONS Seale mene, eee Her a mee Oana Sy oe erase Bes a Pane, a ORR Ke Te ROO ea ote er 
Peary Rin ee Saorag J ae nae TE ec ieee a genie wa ag he re ie a ete ea Aaa pe s 
: ae ; Det ek deh ny hos 2 F ie : . ' Se TN we ; : . aNerey aces 
nis oi a catia cama ay Te eM Oe Sct ae d ‘ ’ ete ge os 
Oa Sees Se May ak eh meee pi ( ‘- 
i ae ssi parte +e My eenee ay ae a p ah ; iE 
aa ate con aes, . Eo So a we pit oa Rie ; i be Pe nie : J ae Srey i 
- splat iret ik Se Eh ee ey wee Suleman ie. ad eee vey eee 5 one : ; : ov saa Mere : is 
Sea! Ae i Weathered Pete A et eae nick ae , . erik ay 
Cee re Meee ein, deren seats, ee oe es = TY 7 ats ae 
a cece a ae em aa boa as = 
ere Ps gh ae eg Ee ar [ae ge a ae eee: OR Sate pee age < h- ES ale a 
alee tres iia c Stes a PRR ole : oe ae - Flap . 
uaa Ss Ae ep Ole Onnee ile cake ear Pes Samm Ee) Oe cere Ne Sis ee od anes Oe = ; ‘ Ms 
rT rt eee IN te gal at) Sec ast oe ee eps nee FR Aan St 1 dual en Tiley oe Pa i a eee f maa sw : : +a i: Tere: ally = 
a ‘a pope Se ee eRe Lee Slama 25 Se ie Sem 8 at ea Sw gl SL a eee D2 wcapsieg sty CRS aac Re Caras te uct 9 a a 
Ena : ‘ ; pea ee ca ee Heri eset Saale pair Mah 20 est i ane a 1 CU ee meee | gee © Praia - ee ANB aes gerne Acai aaa = ge 
a : Ee A Ss te ies TT acre eg 02 dh) ERAS fae cg) jp cea ig la RRR a 5c I ec Ss ee rh " uss 
es ee ee oe aie eee 
Re tk SOT ORS LE Dod nly to ee Sk te eae ae pest ane SRE : ep bey nc a DAMEN a frat 2 5 eden a Se ee Pare e L nests, oC “ey 
OE it Sy See ca yall Ph a ae ee gin eS + Ft peneeMR EA 4S sty aae a eee eile beat apt e eed tj dE NS re ere | fii ciek ena ail ee [pa inn SRA see ex aes aes : i 
Epa 5 Say eat Pt eae ea ey ot. Sk Re pai gies alee MEAN RE ete Ss foes Tee Rene SNS eam ab auc, Pree te Ss etn re fe 
ine bras ee ee Geta mm eh ag Si. Aa 6am teens Ye MN ek 6 Soke si te Maya meg ae Pst A IR em a ig aE OES a Te er ite Ree OE 5 Be SS RATS Sie Sa a a et ae ae sar % Fe ” cs 
re © “+45 The UNIT Lie a cs Pe tte sn at RE ote CU mar estas curtis oS So PRI SACS SE es 3 A aeRO F ae ek aca Sage ae Cee ee TRE A geah eee ed Co 
re, pte*, ee ees NOt mnpe ee es een ye ce Oe eR Ser hie Pek ead 12d ‘ ee oes ieee ete ea ye eee i A AG lM dr area et eh Ry a 
. 2: Pet tee A pen esos FE Se Ea le aay Aue need ae ee ba LENE RE SS a ee ees Perea te L' " 7s (ie ‘a Sarna 7 Je ee ie ees } par 
ie ™ YSTATES Se en ieee aay aed Geet ae tigen S Col. | eral pe ee hee een a Be eee ati oe at teers: aes 
oa Pn eh en eee eae Ue sla) aaa a SS EE Re ce 2 he bgt len ti aot ae 
oe a Pea oi OD eet TRAE Ben ee ge naa ae pi Rees Sc) eerie Wel Mie EO ene BL? eee rege OE ’ 
aera 7 oe Tato ore Bae ecm ea ads . oo Vee eae an bei ee CO Rs Rute a 7 : B ¥ ee eS Pe ae er Ke 
ae, j vores Bo. 48 - ae ee ere Ate — - v. pei ccake 0 yee, Re: 7 ‘itn ade gi pee. m eae Pade : wef eke ere eee oe Sc . 5 
pieat ey ie i eee ae ee ia YT ri Cie tc a Oe SS es ot meee radii eee. cot) Mn ; 
Oey = sa cuel i ie ena ee eee Pe eC oe ed Retr er ee tee ae ie Pe ae re i ee wi 
4 rete te es sy tgs Fretless ets cae lay zeae ee se ee AT TY Som eg Ee ae - nie si 
<= : ya yang 9 cetis f he 5 Oe, 
t a nk * : : c - he eee eee a a : = elie ES ee 
ie =—_ me |} one oe, : is eS oe : te ap) eae : a ie 
i ; % : Peet eee ae ec ore sf ee ee . ‘ os ee ox : ‘ee Rr re ee eee se - 
rs A ai Pg rn, RAO Sal = i es B a ' ” = ht: % is: a poe ee Eee ae Tae Ne a Dear % . J iets <3 ea Scan ae 
ean Rr SR Ne eter ae meet a ns en em ea, Me Pr gE ke See ge ee ES EATON Ee OA OIE Pe eee NE ae ‘ ia 
Sn ee at aa Sco oh adh ac hale 0 We iain Gare, rie Aged pe | Peri siecle Va aie ap ee igen dita as Carton way ty 7 
eae A ROO Ne ma EER AE OT SR eee Bee ol pur tet fae ee, Rem bane inae 
ci : a ‘ ie Se a ae ee der ik aaa Berek ayes Rater ean A sie aa ey is SONG a. lp ye erat oleh Sealer 
pilin @ a ae ‘hac ge, slur zai tteas (Me talu ct eks OE eRe ae ; 
y wie io Mee Tes ein ee a seee are eed ig 
vr ers eit PR iia lps CS al an a ae ise a 
ic . ee. Looe, Se ee Ng Se ieee iss Sieh nes ‘é hoo 
< S5 " i Sree 2 Refi wef Bans ape Ag Cae Be aera te iinet a, 
ie Res bcc. a Sao me a ee enemies ot feces Rea 3 cit. 
coe ee a = it alee tis Scere pe) ay a 
+ ae te oe ee LW eM oe es 
el mae or fe a 
Rak ip Sere : 
oe ; 
Bs, ‘ 
ab 
A 
« 
i 
7 4 : : , 
ue : ‘ 
feoky i c 
sa is : a 
shack gt 7 7 
aaa 
ac. ; 
ew £ 
Vere, . 
aa 
ee 
ne ae 
ee" : 
Se, ee. Dee Foie ey rer © ee ee ( S : 
re nis > : i : : : ; ae. “ arcs pata panen ome 
ae a 
Res 
Ns 
ia 
sis : se 
ao : ; ona 
oe . SEY 5 d cheat & Cte Oem ee eS = ; 7 7 . - ; ccetii 
; oe a - STS = a ey ala ee = 
ar Se 
o> * a eae 


Lg 
Bs 
Bs 


2 Newspaper Men, 
Educator to Run 
Canada Radio-TV 


(Continued from Page 2) 
commission on retail price spreads, 
which currently is conducting 
hearings throughout Canada. His 
salary is expected to be around 
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$20,000 per year. 

Vice-chairman is Roger Duham- 
el, Montreal, former editor of the 
French-Language newspapers 
Le Canada and La Patrie and now 
a member of the arts faculty of 
the University of Montreal. 

The third permanent member 
of the 15-member BBG is Carlyle 
Allison, editor of the Winnipeg 
Tribune. Their appointments are 
for seven years. 


| becomes the president and general! monopoly, 
manager of the corporation under | 


the new setup. The former assist- 
ant manager, Ernest L. Bushnell, 
has been named vice-president 
and assistant general manager. 


COMPETITION FOR CBC 

TV SEEN IN CANADA 
OtTrawa, Ont., Nov. 13—The 

time rapidly is approaching when 

the federal cabinet will lift its ob- 


Revenue Minister 
George Nowlan said here yester- 
day. 

At present the CBC enjoys a tv | 
monopoly in Toronto, Montreal, | 
Ottawa, Vancouver, Winnipeg and 
Halifax as a matter of government 
policy laid down by the former 
Liberal administration. 

One of the present Conservative 
government’s campaign promises 
was that it would eliminate this 


jections to competitive tv stations 
in cities where the Canadian 
Broadcasting Corp. now enjoys a 


situation and allow competition in 
such large areas. 
It is expected that one of the 


s J. Alphonse Ouimet, general 
manager of the CBC since 1952, 


Published November 17, 1958, the 8th American Machinist Inventory of ; 
Metalworking Production Equipment is a unique industrial publishing ™ 
enterprise. 


Classified by age, type, industry and location are all the industrial Metal- 
working machines in the United States — over three million units. 


Application of the Inventory (which has appeared every five years since 
1925) is a double-edged sword for building sales in the Metalworking field. 


To production engineers and executives in Metalworking plants, the 
Inventory is a valuable obsolescence “yardstick” that allows comparison of 
production facilities with competition, with local plants, with the nation. 


To suppliers of equipment, accessories, materials and supplies to Metal- 
working, the Inventory is an invaluable sales blueprint; an overall market 
picture that shows areas of greatest sales potential. 


This is publishing service to industry — the type of endeavor that has made 
American Machinist the nation’s leading Metalworking publication. 


McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
330 WEST 42nd STREET, NEW YORK 36 @ @ 


American 
Machinist 
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first policy changes to be an- 
nounced by the new board of 
broadcast governors will be along 
this line. + 


New Ads in Supplement 

The 13 new ads scheduled for 
inclusion in “The 100 Greatest Ad- 
vertisements,” by Julian L. Wat- 
kins, will appear in a supplement 
to the new edition, and the orig- 
inal 100 will remain intact, Mr. 
Watkins said. ADVERTISING AGE 
reported (Nov. 10) that 13 of the 
original ads would appear in a 
supplement, to be replaced in the 
original text by the 13 new selec- 
tions. 


Brewery Book Adds Weekly 

Modern Brewery Age, Stamford, 
Conn., has added a weekly news 
edition, which subscribers to the 
monthly publication receive each 
Monday. The four-page tabloid is 
printed in newspaper format, and 
contains latest news of interest to 
the industry. 


2 
youre 
an 
AM 
its | 


Authoritative check list... 
“All You Need to Know 
about Point-of-Purchase.” 
Valuable inside stories of 
problems solved by leading 
firms. Names names, too. 
Actual case histories illus- 
trated. No charge to re- 
sponsible sales executives 
writing on firm’s letterhead. 
Address Copeland Dis- 
plays, Inc., 537 West 53rd 
Street, New York 19, N. Y., 
Dept. A. 
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Du Pont Pamphlet 
Cited in $33,000,000 
Treble Damage Suit 


PHILADELPHIA, Nov. 11—Bar’s| 
Leak Supply Inc., Holly, Mich., has 
filed suit here against E. I. du Pont 
de Nemours & Co. and two of its 
employes; R. M. Hollingshead | 
Corp., and Machine & Tool Design | 
Co. and its subsidiary, M&T Co. | 

The suit asks $33,000,000 in tre-| 
ble damages for alleged misrepre- | 
sentation of Bar’s products. The 
suit charges that two Du Pont em- | 
ployes prepared a pamphlet in 1955 | 
which claimed that Bar’s products | 
designed to prevent leaks and rust 
in auto radiators were actually | 
harmful to rubber hoses and gas- | 
kets in cooling systems. Bar’s says | 
that a second pamphlet was issued | 
in 1957. 

Bar’s claims that, as a result, it 
lost $5,000,000 in profits in both 
1955 and 1957 and expects to lose | 
another $1,000,000 before the suit) 
is settled. 

Du Pont has declined to comment | 
on the suit until it has a chance 
to study a copy of the charges. + | 


Agency Producers Workshop 
Bows in Chicago 

Agency Producers Workshop, an 
advertising organization limited to 
radio and tv producers in advertis- 
ing agencies, was formed in Chica- 
go Nov. 5. Spearheaded by Lee 
Randon, manager of radio-tv, Hen- 
ri, Hurst & McDonald, the work- 
shop will be open to active radio-tv 
production personnel. The organi- | 
zation will provide a forum for | 
interchange of production informa- | 
tion and techniques. 

The organization committee, 
headed by Mr. Randon, included 
Russ Tolg, Batten, Barton, Dur- 
stine & Osborn; Bernard Palmer, 
Foote, Cone & Belding; Dwight 
Reynolds, Young & Rubicam; John 
Rundell, North Advertising; Clair 
Calahan, Earle Ludgin & Co., and 
Relf Brandeis, Edward H. Weiss & 
Co. First meeting will be held late 
in November. 


Canadian Group Sets Panels 

The Bureau of Broadcast Meas- 
urement, a Canadian association 
of advertisers, broadcasters and 
agencies, will hold panel sessions 
designed to eliminate confusion 
concerning broadcast measure- 
ment in Canada. The panel was to 
hold its first meeting in Winnipeg 
Nov. 10, then at one-day intervals 
in Regina, Calgary, Edmonton 
and Vancouver. Later meetings 
will be held in Toronto and Mon- 
treal. 


Royal Doulton to A&C 

Doulton & Co., New York, dis- 
tributor of English bone china, 
earthenware and figurines, has 
moved its advertising, sales pro- 
motion and public relations from 
Calkins & Holden to Anderson & 
Cairns, New York, effective Jan. 1. 


Mycalex Names Kelly, Nason 

Mycalex Corp. of America, New 
York, producer of glass-bonded 
mica and ceramoplastic products, 
has appointed Kelly, Nason, New 
York, to handle its advertising 
and public relations, effective 
Dec. 1. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 


Advertising Age, November 17, 1958 


Most consumers have only one... 


but 


FRanklin 6-6175 
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and she has plenty of money to buy it. Here are some 
facts you should know about the sales potential 
of the U.S. bridal market for your product: 


pocketbooks! 


magazine 


Meet the livest, biggest-spending sales prospect of them all — 
the U.S. Bride! She needs everything .. . she needs it now... 


1. 70% of U.S. brides are employed 
at the time they marry. The median 
combined annual income of bride 
and groom is $5,538 — substantially 
above the median income of all U.S. 
families. 


2. The median combined cash sav- 
ings of bride and groom amount to 
$464 per couple. Cash gifts add 
$187 per couple, for a total of $651. 
And these are not savings for sav- 
ings sake — they are for immediate 
spending to establish the new fam- 
ily unit. 


3. U.S. brides exercise direct con- 
trol over millions of dollars spent by 
family and friends on wedding 
gifts. Approximately half of all 
U.S. brides make their gift prefer- 
ences known or register their gift 
preferences at a local store. 


4. U.S. brides will spend over 1% 
billion dollars on home furnishings 
and equipment within the next 12 
months. And this is only the 
beginning ... 


5. Approximately $235,000,000 
additional will be spent on honey- 
moon trips within the coming year. 


These are just a few of the facts 
established by a newly-completed 
survey conducted by NATIONAL 
ANALYSTS, INC. for THE 
BRIDE’S MAGAZINE. We believe 
it is the most comprehensive study 
yet made of the bridal market. 


the #1 medium for selling her 


For complete facts about U.S. brides 
and, also readers of The Brides 
Magazine, get your free copy of 
“THE BRIDAL MARKET” phone, 
wire or write 


the 
60 East 42nd Street, New York 17, N.Y. 
Robert M. Thorsen, Vice-President and Advertising Director 


CHIL! DEAL—Armour & Co. is using 
newspapers in 60 markets to pro- 
mote a 25¢-off deal, plus a plastic 
football bank, for buying two cans 
of chili. N. W. Ayer & Son is the 
agency. 


Ads Pay, Especially 
in Journals, Says 
“Modern Medicine’ 


MINNEAPOLIS, Nov. 11—A study 
by Modern Medicine Publications 
on the sales effect of advertising 
reveals that there are “unmistak- 
able indications that the sales vol- 
ume of tranquilizer preparations is 
directly related to the volume of 
advertising. 

“While unmeasurable variables 
sometimes cloud the picture,” the 
publication notes in “Modern Medi- 
cine Topics,” its monthly report, 
“the evidence nevertheless clearly 
shows that (1) substantial adver- 
tising leads to a large volume of 
sales, and (2) a low volume of ad- 
vertising is accompanied by a low 
volume of sales.” 

“Modern Medicine Topics” 
charted sales graphs and advertis- 
ing graphs of 18 tranquilizers to 
obtain its findings. It also charted 
percentage of sales volume and 
percentage of advertising volume 
on a month-to-month basis in two 
categories—journal advertising and 
direct mail advertising. 

“The very close relationship be- 
tween product sales and journal 
advertising is readily apparent,” 
the report said. ‘““‘The comparison of 
sales and direct mail shows wider 
unrelated swings.” 


® The publishing house came to 
two conclusions based on the sur- 
vey: (1) “Promotional pressure 
should be kept at a more or less 
constant high rate for optimum re- 
sults. Erratic budgeting doesn’t ap- 
pear to pay off in sales’; (2) 
“Products entering a strongly en- 
trenched field should budget pro- 
portionately greater volumes of 
advertising pressure and keep this 
pressure on until enough evidence 
is available as to whether the ad- 
vertising is producing results.” + 


“SENSATIONAL!” 


That’s the word for this 
brand-new big-ticket prize— 
something everyone dreams 
of owning, and jam-packed 
with publicity and promotion 
values! It’s top quality and is 
available on a limited basis for 
high caliber national contests 
that can guarantee real mass 
circulation and consumer 
exposure. This product will be 
announced early in 1959, with 
a $1,000,000.00 ad promotion 
budget. Write in confidence to 
Box 299, Advertising Age, 

480 Lexington Ave., N.Y.17, N.Y. 
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Class 2, any property or business|of businesses will be eligi 

» an eligible for| than tho 
eect adjacent to the road may | Class 4 rights. 4, the aie tae ein te mae 
|have signs without regard to the; Many individual businesses will|the Class 3 advertiser to the roe 


22 
s 
Final Draft of U.S. Outdoor Rules 
M k F C s |nature of the business. Similarly, qualify under two or more off i 
bere PSs nder ad of |formation center panel wh 
d es ew oncessions to Industry or ae fe yoo i bomen — classifications, officials point | possible, and to mahee it. difficult 


am: | for him to qualify for an individ- 
(Continued from Page 2) some of those wh i " from antique shops to razor) ual isi ; : 

adopted today does not differ PE pared may be “we orl ad- | blade factories—physically located|# Under the plan, only Class MF eater Aggy oe 
substance from the proposal is-|the motorist than many who aie 12 miles of the road. Class|and Class 4 businesses will be | Despite warni 
ead: leat cammaal. Most edvertie-\nct be seaaithen to adeertion |4 signs cover activities of specific | allowed to have advertising rights|door industry the pa the out- 
ing is to be herded into roadside) Class 1 is devoted to offici | mecaeet to the motorist regardless|at roadside information centers. | sites may becom : information ' 
information sites. Nor has there | signs, which are left lar » ip a of location, but the categories|On the theory that those who/bery traps” for th ee ee iy: 
been any relaxation in the restrie- | discretion ot loeal sttaain : y hd | have been carefully limited so/| qualify only under Class 3 usually |ist, these pivertla srg A wsggaye 
tions on the classes of business | s. “nder | that only a relatively limited group |are less important to the motorist | be built by th pond yr tol 4 
which will be allowed to use the 7 a os 
information sites or the limited ? 
number of individual advertising d 
locations which are to be available 


along the right-of-way. 


s Experts at the Bureau of Public ge aoe 
Roads say that except for a few ue ; : So a ee 
relatively minor concessions, the M S me 
final draft is little more than a 
clarification of their initial effort. 

On the controlled portion of the 


highway, advertising rights will ines A 4 
be available only to businesses : Sp i Sy 


right-of-way and to a _ limited 
group of activities (regardless of 
location) which have been defined 
as “in the specific interest of the 
traveling public.” 

On the other hand, at least 25% 
of the interstate system, including 
the portions in the most heavily 
populated and traveled areas, will 
not be covered by federal sign- 
board regulations. 


s While the regulations are strin- 
gent, they are permissive. They 
become effective only if states 
enter into control agreements with 
the bureau of public roads. 
Approval of the outdoor rules 
was one of the final official acts 
of outgoing Commerce Secretary 
Sinclair Weeks before turning his 
post over to Lewis Strauss today. 
Secretary Weeks said: “It is 
natural that certain groups with 
conflicting interests will not al- 
ways be satisfied with every phase 
of the standards,” but he contended 
the rules are “flexible enough to ’ 
permit adequate advertising, yet Powe 
strong enough to promote safety, : 3 Cees ee 
convenience, recreational enjoy- 
ment and roadside attractiveness.” 
In a law passed early this year, 
Congress ordered the Commerce 
Department to encourage regula- 
tion of outdoor signs within 660’ of | 
the right-of-way of the new high- | 
way system. It specified that) 
provision should be made for) ae 
signs advertising businesses lo-| 
cated within 12 miles of road, and 
activities of specific importance to 
the traveling public. di iis 


We eee 


s Altogether, the rules authorize 
only four advertiser “classes” ; Ste 
along the controlled highways, and E : a : oe Ber PANO : 


DREAMS CAN . . . the only magazine which completely covers the field of physical dis- 
COME TRUE tribution— the movement of goods, from raw material source to delivery 
of the finished product. Included are transportation, warehousing, materials } 

handling, and industrial packaging. Published monthly, Distribution Age | 


ae -Mr. Sales and h eeel f 
a as a circulation of over 26,000. It reaches the executives responsible for ; 
Advertising Manager all phases of distribution. Each year these men spend billions for services 
: Here - wha you u need ~ and equipment—more than $32 billion a year for transportation alone— ‘4 
4 Increase at Fhe test a boom market by any standards. And Distribution Age readers hold the 
wt outsell most talking sales- putes strings. 
: men! Win friends and o 
® ® 
} 


Distribution Age is published by Chilton—a company with the resources 
and experience to make each of 16 trade and industrial publications out- 
tal thls prometna standing in its field. In keeping with policy, the staff of Distribution Age i 
st at ag Fa devotes full time to the publication, striving for editorial excellence and 


OHIO ADVERTISING ose . : 
DISPLAY CO., CINCIN- quality circulation, earning the confidence of readers and advertisers alike. 
TI 14, OHIO. 
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central feature of the control plan. 
Individual advertisers eligible to 
participate would be allowed a 
maximum of 12 sq. ft. on a direc- 
tory-type panel which would be 
as much as 13’ high and 25’ in 
length. Panels would be visible 
only to motorists who turned off 
the right-of-way and stopped. 
Each Class 3 or 4 advertiser 
would be entitled to only one sign 
at an information site. Class 4 
advertisers could use as many 
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but Class 3 advertisers could use| from an intersection. In any event,|relation to the traveling public— 


only the information sites within | 


12 miles of their establishments. 


= In the final form, the rules 
retain intact the strict limitations 
on the erection of individual signs 
outside the information centers. 
No sign may be built within two 
miles of an intersection, only six 
in the stretch two to five miles 
from an intersection, and no more 
than an average of one per mile 


information sites as they wish,|at distances more than five miles 


no two signs may be erected within 
1,000’ of each other. 

On one point the outdoor indus- 
try gained a concession. 

Originally the standards speci- 
fied that individual signs must 
not exceed 10’ in height and 60’ 
sq. in area. To make signs more 
easily readable, the final rules 
yield slightly, providing for a max- 
imum of 20’ in length, width or 
height, and 150 sq. ft. in area. 

Any business, regardless of its 


|from restaurant to glue factory— 


has Class 3 rights if it is within 
12 miles of the highway. But Class 


4 rights are being granted only) 
|to places which the Commerce 


Department finds to be of specific 
interest to the traveling public. 
These are defined in the rules as 
“public places operated by federal, 
state or local governments, na- 
tural phenomena, historic sites, 
areas of scenic beauty or naturally 
suited for outdoor recreation, and 


you can sell best in 


DISTRIBUTION AGE 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


ae 


hilton 


Publisher of: Department Store Economist + The Iron Age Hardware Age + The Spectator « Automotive Industries « Boot and Shoe Recorder 
Commercial Car Journal + Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone + Motor Age + Gas + Hardware World 
Optical Journal & Review of Optometry « Distribution Age « Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 


_ or * . 
_ THIS? 
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places for camping, lodging, eat- 
ing and vehicle service.” 

Much of the controversy over 
the regulations swirled around 
provisions which prevent the erec- 
tion of signs designed largely to 
promote a brand name. 

Some of the wording of the 
sentences dealing with brand 
names have been softened in the 
final version, but the restriction 
remains intact. For a Class 3 ad- 
vertiser erecting an individual 
sign, the rule says the name of 
the advertiser must be displayed 
“as conspicuously as such trade 
name.” Where a Class 4 advertiser 
erects a sign carrying a_ trade 
name, it says “a trade name is 
deemed to be information in the 
specific interest of the traveling 
public only if it identifies or char- 
acterizes such a place or identifies 
vehicle service, equipment, parts, 
fuels, oils or lubricants offered for 
sale at such a place. Signs display- 
ing any other trade name may not 
be permitted under Class 4.” # 


 —= 


Would You Use 


THIS? 


hia ee ee 


| It’s full coverage you need to keep 


sales booming in this dynamic 
“buying area.” 

San Bernardino, California, is the 
major market in California’s 4th, 
the Pacific Coast’s 6th and the 
Nation’s 29th largest Metropoli- 
tan Area. 

San Bernardino is a rich, profit- 
able, rapidly growing and inde- 
pendent market, more than 60 
miles from Los Angeles. It is 
reached by only .0066% of the 
total circulation of the Los 
Angeles dailies. 

The San Bernardino Sun-Tele- 
gram is the only daily and Sunday 
newspaper in this outstanding 
market. You'll find it profitable 
because it gives you the coverage 


_you need. Cresmer & Woodward 
| will give you the interesting infor- 


mation or write or wire. 
t>/SAN BERNARDINO 
SUN and TELEGRAM 


San Bernardino, California 


Represented nationally 
by Cresmer & Woodword, Inc. 
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| Kelley Gets Mail Franchise |group of Richmond, Va., retailers,|company’s subsidiary, Knomark! 
| Cliff Kelley Office Service, St.| has launched a multi-media cam- Co., maker of Esquire shoe polish 
Louis, has been granted a fran- paign throughout the environs of products. He succeeds Albert 
chise by Direct Mail Creation & the city to draw more shoppers) Abrams, one of Knomark’s found- 
Production Associates, Toledo, a to the downtown area. The group /ers who has retired. 

national organization of direct mail| will spend $80,000 in its first 

companies. The Kelley franchise | year’s effort in radio, tv, newspa- Norris Joins Dayton Power 
includes all of Missouri, except for| pers and billboards in 44 commu-| Fred D. Norris has been named 
| Kansas City, plus the part of Illi-| nities around Richmond. |supervisor of the advertising and 
nois which is in the St. Louis| | publications department of the 
WARWICK TYPOGRAPHERS ‘(rading area. _Knomark Promotes Bottner |Dayton Power & Light Co., Day- 
920 WASHINGTON © ST. LOUIS 1, MO, Irving J. Bottner, formerly vp|ton, O. He previously was an ac- 


Serving Clients in 43 Stetes 


Richmond Retailers Set Push 


'and treasurer of Revlon Inc., has| count executive at Kircher, Hel- 
The Central Richmond Assn., a' been promoted to president of the ‘ton & Collett, Dayton. 


This is the kind of hold our station has on people 


The helping hand is a reality here. 


A true cross-section of home-owning gramming is friendly, too. Lots of public whio-tv 

America, the roots of family life go deep | service. Help on community problems. No cBs 

— in the many thriving cities and on the __ triple spots. “This business began about a year 
flourishing farms. Here families like to So our audience loyalty is intense, by channel dayton, | ane. purely as a sala time filler-in 
cater to their wants through friends and every measure. As you consider our ohio ‘a 


neighbors. 

We are friends and neighbors. The vet- 
eran members of our staff are solid figures 
in the community, active in church and 
community projects—the P.T.A., the 


Reaching and Holding 2,881,420 People 


Community Chest, Scouting. Our pro- 


quantity story (747,640 TV homes in 41 
counties of 3 states) never forget the qual- 
itative one... George P. Hollingbery will 
show you a realistic, one-price rate-card. 


JULY PULSE -—-12 of the top 15 once-a-week shows. 
FIRST 2 top 10 multi-weekly shows originate in our studios. 


ONE OF AMERICA’S GREAT AREA STATIONS 


per 


_ PLASTIC Games 


CHILD‘S WoRLD—Schaper Plastic 
Games is switching from a “fun for 
the family” theme to ads designed 
to recreate the “magic moods of 
childhood” in a new campaign 
starting in the December Parents’ 
Magazine. Mullen & Associates, 
Minneapolis, is the agency. 


Weiser Adds D&H 

Norman §S. Weiser & Associates, 
Harrisburg, Pa., has been ap- 
pointed to handle public relations 
and to serve as an advertising 
consultant for D&H Distributing 
Co.’s seven major divisions. D&H, 
Harrisburg, is a distributor of 
housewares and gift wares. The 
agency has also been appointed to 
handle advertising and pr for 
Trail, a bi-monthly magazine cov- 
ering the country and western 
music fields. 


Wood to ‘Food Business’ 

Paul T. Wood, formerly adver- 
tising sales manager of Glass 
Packer, has joined the sales staff of 
Food Business, Chicago, as eastern 
representative. He will headquar- 
ter in New York. 


Billy Bullet 


_ Moves a Side-line 
Into a New Factory 


FY S®A  AQQAAATT 


“Thanks to our RIFLEMAN adver- 
tising we are now in a brand new 
| building, for exclusive use by our 
former ‘side-line’. 


(Name on Request) 


~ ™KMERICAN 
 RIFLEMAN 


OTT CIRCLE WASH. 6 D.C. 
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SPARTAN 
STERLING SILVER 


With Hammermill Offset 
you can print the difference 


When your customers look at an advertising picture—selling 
roses — or appliances — or cars — or clothing, they want 
to see what the product looks like. And you can show 
them, with lifelike reality, when you print on Hammer- 
mill Offset. 

Hammermill Offset's smoother, more level printing sur- 
face — obtained with Hammermill’s exclusive hardwood 
pulp, Neutracel® — reveals fine distinctions in texture. 
And its brighter blue-white preserves subtleties of color 
that might otherwise be lost. For extra sales appeal, print 
the difference on Hammermil! Offset — in 3 machine finishes 
—Wove, Vellum, Super-Smooth—and 5 embossed finishes 
—Linen, Laurel, Pearl, Handmade, Homespun. 

Lithographed on Hammermill Offset, Substance 70, Super-Smooth Finish 


MANUFACTURED BY 
HAMMERMILL PAPER COMPANY @« ERIE, PA. 


ARLENE FRANCIS 
WHITE BOUQUET 
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THIS IS THE NEW WHITE 
HAMMERMILL OFFSET 


Here, in black and white, is one of the roses that are 
in color on the opposite side. It's printed on the 
new, brighter, crisper white Hammermill Offset. 
Sharp, clear, isn't it? 

Take a good look at the paper. Examine the smooth 
outstandingly level printing surface . . . the high 
bulk for weight . . . the exceptional cleanliness. We 
think you'll agree these help make good printing 


look even better. 


AND NOW YOU CAN GET 
HAMMERMILL OFFSET IN 
7 SPARKLING COLORS 


Green + Buff + Blue 

Yellow + Gray * Ivory * Pink 
Name your size, weight, color, finish. Hammermill 
Offset provides the most complete range of mill 
stock items in any offset paper. Printers: Ask your 
Hammermill salesman to show you the new Hammer- 
mill Offset. Printing buyers: Ask for Hammermill 
Offset for your next job. 


Printed by offset on Hammermill Offset, Substance 70, Super-Smooth finish, 
on a 50x72 two-color press. Sheet size 40 x 52, 16 up. Speed 3,000 an hour. 


HAMMERMILL PAPER COMPANY - ERIE, PENNSYLVANIA 
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we as Wow ay $/4 98 See pour Exide man tadey 


When irs an Exide 
- you start! 


FOR A START—Consumer and trade 

ads like this one, slated for Decem- 

ber, back Exide’s offer of a cold 
weather free start. 


Exide Offers Free 
Starts to Hike 
Battery Sales 


CLEVELAND, Nov. 11—Electric 
Storage Battery Co.’s Exide au- 
tomotive division this fall is 
running a novel promotion it 
believes is a model of advertis- 
ing, merchandising and sales 
coordination. 

Focal point of the promotion 
is Exide’s Winter-Start insur- 
ance policy—a written guaran- 
tee to the motorist whose bat- 
tery (of any make) has been 
checked out by an Exide deal- 
er that the dealer will give him 
a free start if the battery fails 
during the winter months. 

The policies, good through 
March 31, 1959, provide for one 
start only within the dealer’s 
normal operating area. The free 
service covers only getting the 
car going again. 

“While this offer is obviously 
of tremendous benefit to the 
motorist,” says William Miller, 
sales manager for Exide auto 
batteries, “it is also a sure fire 
way to boost our dealers’ bat- 
tery business. 


s “First,” he explains, “it 
means greater customer traffic 
for our dealers. Next, it paves 
the way to more profits on bat- 
tery inspections. Out of every 
ten batteries the dealer checks, 
he will sell four recharges and 
one new Exide. Finally, it prac- 
tically guarantees that when a 
motorist has a worn out battery 
that won’t start his car, he'll 
call his Exide dealer. We can’t 
ask more of a customer than 
that...” 

The insurance offer and the 
advertising in support of it are 
the biggest promotional effort 
ever put behind Exide batteries, 
according to George W. Linn, 
advertising and sales promo- 
tion manager for Exide bat- 
teries. 

“The Winter-Start idea 
doesn’t require the dealer to 
give any more service than he 
normally would,” says Mr. Linn. 
“But it does put real sales teeth 
into this regular service. We’re 
concentrating our yearly adver- 
tising budget in the fall months 
to make sure Winter-Start in- 
surance gives our dealers the 
biggest bite of the replacement 
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battery business they’ve ever had.” 

Supporting the insurance offer is 
a print ad schedule which Exide 
describes as the heaviest in its his- 
tory. B&w ads are running in Coro- 
net, Field & Stream, Motor Trend, 
Outdoor Life, Popular Science, 
Sports Cars Illustrated and The 
Saturday Evening Post. Ads are al- 
|SO appearing in three supplements 
—Family Weekly, Parade and This 
Week Magazine. 

Trade ads are running in Gaso- 
line Retailer, Motor Age, Service 
Station Management, Super Serv- 
ice Station and Tire & TBA Re- 
view. 

The campaign got under way 
| Oct. 4 and is slated to run through 
December. 

The Winter-Start insurance pro- 
motion marks the first major en- 
deavor for Exide by its new agen- 
cy, Batten, Barton, Durstine & Os- 
born, Cleveland. BBDO acquired 


the account last April (AA, Feb. 
11) from Aitkin-Kynett Co., Phil- 
adelphia. + 


Marsteller Gets 2 Accounts 
National-Standard Co., Niles, 
Mich., and Wean Engineering Co., 
Warren, O., have named Marstel- 
ler, Rickard, Gebhardt & Reed to 
handle their advertising, effec- 
tive Jan. 1. Griswold-Eshleman 
Co., Cleveland, previously han- 
dled National-Standard; Duffy, 
McClure & Wilder, Cleveland, for- 


merly was Wean’s agency. Na-| 


tional-Standard will be handled 
from the agency’s Chicago office; 
Wean from Pittsburgh. 


Clissold Promotes Fallon 

Charles M. Fallon, advertising 
sales director of Clissold Publish- 
ing Co., Chicago, has been elected 
advertising vp. 
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«SILK SCREEN + BOX EAS 


racked up a new gain of 
7,375 


on top of a 11,045 gain 


When you make your next advertising 
list, remember the potency of this 
rich, depression-proof market. 


Set your sights where the spending 
is highest. And use a newspaper that 
even during the summer months - for 
the six months ending Sept. 30 - 


made in the March 31 annual Audit Report 


/ (7 ST. PETERS 


covers Pinellas County - the ‘‘biggest half’ 
of Florida’s 2nd largest, the nation’s 30th a 
Metropolitan Market . . . with retail sales of 
$453,768,000. 


the 
BURG TIMES 


34,182 


more families 
read The Times 
than 4 local papers 


COMBINED 


Sold in 
Pinellas 
Tampa Times 1,482 


Tampa Tribune 
8,173 


Clearwater Sun 
15,246 


Independent 
25,028 


The Times All 4 papers 
reaches reach only 
84,111 49,929 
families combined 


Send for Complete Market Folder 


St. letersburg Times 


FLORIDA'S BEST NEWSPAPER 
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“,...and 3,299,600 
packages of cake mix, 
please!” 


Cut yourself 


of this Family 


You would need 26,397,200 servings 
if everyone in the 177 FAMILY WEEKLY markets 
; had just one piece of cake. 


The unique texture of the giant market saturated by FAMILY WEEKLY 
is the result of a careful blending of 177 prosperous markets into a 
single sales package that is producing outstanding results for ad- 
vertisers. 


FAMILY WEEKLY markets are key buying centers for 26,397,200* people 

whose activities and interests center around their homes. Living close 
‘ by to their jobs, their friends and their entertainment, they spend 
i more time at home. They entertain more at home. They serve more 
food at home. What they buy is for home consumption. 


*There are 26,397,200 people in the market where 


FAMILY WEEKLY offers 20% or more family cover- As the only Sunday magazine in the big majority of the homes in its § 
‘ age, and where it averages over 60%. In its 177 giant coverage area, FAMILY WEEKLY gets the same thorough reader- i 
- cities, FAMILY WEEKLY reaches an average of over ° . . A ; ieee as 
9 out of ten families! ship as the influential local newspaper with which it is distributed. 


ONE DOLLAR out of every $6.69 spent at retail in the entire U.S)! 


-World’s largest retail market that can be reached 
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Its colorful food pages are a prime source of baking and buying sug- 
gestions for 4,457,794 families who buy more and more often. 


Brand loyalty, among both consumers and dealers, is a key factor in 
what you sell and how much you sell in these 177 markets that ac- 
count for 14.9%. of all U.S. food store sales. Your advertising in FAMILY 
WEEKLY, actively supported by dealer advertising in the same 177 
local newspapers, plays a big part in getting a top rating for your 
brand in these markets. Add to this the important impact of fine 
colorgravure and saturation coverage, and you have sound reasons 
why advertisers are placing FAMILY WEEKLY high on their media lists 
for 1959. 


More and more, top advertisers are using Sunday magazines for full, 
economical national coverage. Your FAMILY WEEKLY representative 
has new data to show you how you get it better when you start with 
the 177 markets saturated by FAMILY WEEKLY. Call him in today. 
See how FAMILY WEEKLY can be the rich frosting on your marketing 
cake or a basic recipe for sales. 


is spent ina FAMILY WEEKLY market 


in such depth with a single medium 


Family 
Weekly 


Leonard S. Davidow, Publisher 
153 North Michigan Avenue, Chicago 1 


NEW YORK 22: 405 Park Avenue 


LOS ANGELES 5: Blanchard-Nichols, Assoc., 
533 S. Westmoreland Avenue 


SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 
33 Post Street 

DETROIT 2: 3-223 General Motors Bldg. 
CLEVELAND 15: 604 Hanna Building 


MIAMI 32: J. Bernard Cashion, 
Chamber of Commerce Building 


Family | 
Weekly) ywocit® 
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All Activities—Not Just Ads, PR— 
Make Up Corporate Image: Martineau 


Boston, Nov. 11—There is no, 
one corporate personality, and) 
there cannot be, “because every | 
firm has different publics, and the 
four primary ones—stockholders, 
employes, vendors, and buyers—| 
will see different aspects of the 
corporate image.” 

This conclusion is drawn by 
Pierre Martineau, director of re- 
search and marketing for the Chi- 
cago Tribune, in an article in the 
November-December Harvard 
Business Review. He writes about 
the problems and the rewards ac- 
cruing to the company that rec- 
ognizes the goal of “Sharper Focus 
for the Corporate Image.” 

“Many channels of communica- 
tion by which we humans cus- 
tomarily and believably convey 
meaning to each other,” he writes, 
“are mostly overlooked by man- 
agement. These avenues of mean- 
ing are particularly important in 
molding positive brand and cor- 
porate images.” 


s Mr. Martineau maintains that 
a dual responsibility exists for the 
creation of a “spectrum of mean- 
ingful intangibles.” 

“In advertising, for instance,” 
he writes, “the agency as the cre- 
ative force has to propose symbols 
which will communicate success- 
fully to the company’s publics. 
And management has to allow 
such creative effort instead of 
holding to narrow rationalistic ap- 
proaches.” 

Creating and selling a corporate 
image is “far more than a task for 
the public relations staff,” he con- 
tends. “Every activity of the com- 
pany adds some meaning to the 
public’s picture of the manage- 
ment that is running the organi- 
zation.” 


® Pr people can and should play 
an important role, he writes, for 
there is “an infinity of meanings 
and situations that cannot be ap- 
proached with direct advertising.” 

At the same time Mr. Martin- 
eau characterizes pr as a tool “lit- 
tle understood by management.” 
He writes: 

“For the most part, its use is 
still mired in the primitive notions 
of grinding out news releases or 
arranging for the president to 
speak. Public relations itself suf- 
fers from a poor image. 

“Too many executives still char- 
acterize it as glib press-agentry. 
They associate it with some com- 
pany frantically trying to get off 
the hot seat after particularly bad 
publicity. Rarely is it thought of 
as a dynamic on-going program, 
like the company’s advertising, 
which in its own way can mold 
public attitudes.” 


s The marketing expert believes 
that advertising is the most direct, 
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overt way for the company to pro- 
ject its character to the public, 
Mr. Martineau notes. 

“I do not mean traditional in- 


| stitutional advertising,” he says. 


“Much of it, in my opinion, is too 
stilted, too impersonal, too man- 


agement-oriented and too much 
the same to be effective in achiev- 
ing its goal of creating a favorable 
climate of public feeling. 
“Certainly, sameness of ap- 
proach will not build a sense of 
psychological uniqueness and rich- 
ness for the corporate image in 
the public mind—and I think that 
is necessary,” he continues. “For- 
tunately, however, neither dull- 
ness nor conventionality is nec- 
essary. Advertising is a field for 
originality and imagination.” 


Advertising Age, November 17, 1958 


Mr. Martineau maintains that 


| the style of advertising—“literally 


how it is done”—builds an enor- 
mous contribution to brand and 
corporate images. His article 
points out: 

“Olivetti, for example, has used 
a unique style of abstract adver- 
tising to create a very distinctive 
quality image in the field of office 
machines. 

“Any competitive manufacturer 
could duplicate whatever words 
Olivetti might choose to say about 


itself, but no one could retrace the 
corporate image created by this 
particular style.” 

He says the big department 
store has generally sensed this 
much better than the manufac- 
turer. The “astute store manager,” 
he writes, “knows that all of his 
activities are acting as symbols 
to project to his public the store’s 
inherent character, and therefore 
they should be expressive, distinc- 
tive, and congruent. 

“In the manufacturer’s terms, 
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We have always so much admired American 
ideas about the scope of advertising agency service 
that we started giving it to our clients back 


in the 1920's. 


We think that’s why we—The London Press 
Exchange and its seven subsidiary specialist 
companies—are today one of the two largest 
advertising concerns outside the United States. 

And we know that’s why we have the privilege 
of working for such big American concerns as 
Wrigley’s, Miles Laboratories Ltd. and Remington 
Rand (Shaver Division), among others. 

If you think it is important that your advertising 
in Britain should be in the hands of people who 
can combine the American way of thinking with 
the British way of life, come and see us or send 


your London representative. 


If you can’t do either, we have some printed 
information about ourselves that we would be 


happy to send you. 


The Engish 


THE LONDON PRESS EXC 


(Headquarters of the LPE Organisation) 110 ST. MARTIN’S 
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this means that his advertising 
style, his trademarks, his packag- 
ing, his stationery, his reception 
rooms, his general offices, his re- 
ports to stockholders, and his col- 
or schemes should be expressive 
—all saying the same things about 
the company.” 


= Mr. Martineau adds this sum- 
mary thought: 


“Regardless of the complexity | be 


of the corporate structure, at the 
point where product and buyer 


come together the consumer also 
weighs in the balance some asso- 
ciations about the maker of that 
particular product. 

“Many corollary meanings 
emerging from the corporate image 
can play a role in the actual pur- 
chase decision at the moment of 
sale. 

“Because any functional and 
price attributes of the product will 
filtered through an emotional 
lens in the buyer’s mind, it is im- 


to be liked. 

“This is why it is so necessary | 
to consider what I call the ‘feeling | 
tone’ and the emotive meanings! 
as well as the functional and ra- 
tional dimensions of the corporate 
image.” # 


Marlboro, Marterie Tie In 
Philip Morris Inc. has named 
band leader Ralph Marterie its 
good will ambassador for Marlboro 
| cigarets. Mr. Marterie, selected 


portant for the corporate image! because of his “appeal to the col- 


| 
| 


lege age market,” will be a future 
Marlboro man in the cigaret’s ad 
series and will be billed as “Ralph 
Marterie and his Marlboro orches- 
tra.” Leo Burnett Co., Chicago, is 
the agency. 


Ahrens Promotes Three 

Jack Cadle, Jack Larned and 
Gus Schwab have been named 
vps of Ahrens Publishing Co., 
Chicago. Mr. Cadle is publication 
manager of Restaurant Manage- 
ment and Restaurant Equipment 
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Dealer as well as over-all promo- 
tion manager of the company. Mr. 
Larned is western advertising 
manager, and Mr. Schwab is east- 
ern advertising manager. 


Three Join Dr. Dichter 

Cecil Lubell, formerly execu- 
tive editor of the “World Ency- 
clopedia of Textiles,” has joined 
the Institute for Motivational Re- 
search as director of research 
planning. Dr. Frank Millman, for- 
merly a school psychologist, and 
Frances Butler, formerly with the 
research department of Young & 
Rubicam, have also joined the in- 
stitute as research associates. 


Amundson Joins Stevenson 

M. Amundson has been 
named an associate partner of 
Stevenson & Associates Advertis- 
ing Agency, Minneapolis. Mr. 
Amundson was formerly vp in 
charge of creative services of the 
Twin Cities office of Erwin Wa- 
sey, Ruthrauff & Ryan and before 
that branch manager of Ruthrauff 
& Ryan. 
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One Station Sells Big 
Booming Ohio Valley 


NO. 9 IN A SERIES: 


TITANIUM 


Pacemaker of progress is the Titani- 
um Metals Corporation of America. 
Its Toronto, Ohio, plant—in the 
WTRF-TV area—is the world’s first 
plant designed and instrumented 
specifically for rolling and forging 
Titanium mill shapes such as alloy 
sheets, plates and billets. The hun- 
dreds of highly skilled employees 
of TMCA at Toronto are more rea- 
sons why the WTRF-TV market is a 


| super market for alert advertisers 


. .» a market of 425,196 TV homes, 
where 2 million people have a spend- 
able income of $24 billion annually. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 
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Election Shuffles 
Ad Friends, Foes 
in Congress Units 


WasuincTon, Nov. 11—Member- 
ship on the Senate committee on 
interstate and foreign commerce 
seems to have been a kiss of death 
for Republicans facing election 
in this year’s Senate races. All 
four seeking re-election, including 
their senior member, Sen. John 
Bricker (R., O.), went down to 
defeat. 

Sen. Bricker, who has been here 
since 1946, was conservative on 
most matters other than tv. As 
ranking Republican on the com- 
mittee on interstate and foreign 
commerce, he aggressively inves- 
tigated network domination of the 
tv industry, criticized big profits 
earned by networks in 1955 and 
sponsored legislation to put them 
under the licensing power of the 
Federal Communications Commis- 
sion. He also sponsored legislation 
for a federal subsidy for educa- 
tional tv. 

Also among the defeated was 
Sen. Charles Potter (R., Mich), 
another who invested much effort 
in tv problems. He chaired a sub- 
committee which made an ex- 
haustive study of the uhf problem 
in 1954, but he was unable to get 
a report out of his subcommittee. 
A few weeks ago he obliged the 
tv industry by sponsoring a reso- 
lution calling for an investigation 
to determine whether the Defense 
Department is hoarding frequen- 
cies which could be used by tv, 
but his resolution died after some 
industry leaders unexpectedly 
withdrew their support and asked 
to have it killed. 


® Sen. William Purtell (R., Conn.) 
and Sen. Frederick Payne (R., 
Me.), two other members of the 
Senate interstate and foreign com- 
merce committee, were defeated. 
The plague which hit Republi- 


the Democrats. Sen. John Pastore 
(D., R.I.), who has used his spot 
as second ranking Democrat to 
push for better tv service for the 
Providence area, rode to an easy 
re-election, as did Sen. George A. 
Smathers (D., Fla.) and Sen. 
Ralph Yarborough (D., Tex.). 


= Two of the Republican newcom- 
ers in the Senate are House vet- 
erans who would be equipped to 
move into the interstate and for- 
eign commerce committee if the 
Republican leadership is looking 
for people with a background in 
the problems of the tv industry. 
Sen. Kenneth Keating (R., N.Y.), 
was ranking Republican member 
of the House judiciary committee 
and a moderating force when the 
anti-trust subcommittee under 
Rep. Emanuel Celler (D., N.Y.) 


} LOOK INTO 
| NEWJERSEYS 

: FABULOUS | 
‘NOW H re a | 
: 125,634: 
: iN NEW 
: ABC CITY ZONE 


cans from the committee spared | 


|plunged into problems of the tv 
networks three years ago. In the 
lend, he went along with the re- 
| port, highly critical of FCC’s rec-| 
|ord in regulating networks, but he| 
leffectively jabbed at the sharp 
questioning of witnesses conduct- 
ed by Rep. Celler. 

Similarly Sen. Hugh Scott (R..,| 
Pa.) served on the House judiciary 
committee, including the subcom-| 
mittee which investigated tv. More 
recently he had been on the House 
rules committee, the most strate- 
gic of all House committees. 


s Among those of special interest 
to advertising and marketing who 
went down in the election was 
Rep. Henry Talle (R., Ia.), buried 
in the Democratic farm belt up- 
surge. Rep. Talle, a subchairman 
of the joint committee on the eco- 
nomic report, had devoted unusu- 
al effort to fighting for balanced 


and adequate appropriations for| professional sports of anti-trust 


census and other statistical pur- 
poses and had been responsible 
for the far friendlier reception 
which Congress has given in re- 
cent years to requests for appro- 
priations for statistical purposes. 
Some familiar figures on the post- 
al rate front also were eliminated, 
including Rep. Anton Sadlak (R., 
Conn.) and Rep. Albert W. Cre- 
tella (R., Conn.), the former a 
foe of rate increases, the latter 
a strong supporter of Postmaster 
General Arthur Summerfield. 
Still on the scene when Con- 
gress reassembles will be Rep. 
John Blatnik (D., Minn.), an easy 
winner, who expects to resume 
investigations of advertising prob- 
lems; Rep. Eugene Siler (R., Ky.), 
foe of liquor advertising; Rep. 
Emanuel Celler (D., N.Y.), inves- 
tigator of tv monopoly problems 
and foe of legislation to relieve 
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| obligations; Rep. Moegan Mould- 
ler (D., Mo.), original chairman of 
the committee on legislative over- 
sight, and, of course, Rep. Oren 
Harris (D., Ark.), current chair- 
man of the committee. 

Rep. Bob Wilson (R., Cal.), the 
only active agency owner in Con- 
gress, was easily re-elected. 

Among the newcomers in the 
|House who may be of special in- 
terest will be former adman Ches- 
| ter Bowles (D., Conn.) and Rep. 
James Quigley (D., Pa.). Rep. 
Quigley was a member of the 
House anti-trust subcommittee 
which began investigating tv net- 
works in 1956, but he was de- 
feated in the 1956 election. 


CONSTITUTIONAL AD 
BAN ENDS IN TEXAS 

AusTIN, TEex., Nov. 11—Texas 
voters last week approved, by a 


small margin, an amendment to the 
state’s constitution allowing the 
state to spend tax money on ad- 
vertising. The amendment was 
proposed (AA, Oct. 27) in order to 
allow the state to advertise its 
tourist and industry attractions. 

State ad spending with tax dol- 
lars had been prohibited by an 
1876 constitutional amendment ap- 
proved by legislators fearful that 
carpetbaggers of the reconstruc- 
tion era would use tax money to 
invite new immigrants from the 
North. 

The new amendment was backed 
by most newspapers, many banks 
and other businesses, and by most 
chambers of commerce. The Hous- 
ton Chamber of Commerce, how- 
ever, opposed the amendment, ar- 
guing that it would mean creation 
of a new state spending agency 
and that other means to advertise 
the state should be found. # 
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The Hardware Retailer Catalog Service is a new and powerful 
marketing tool developed by the National Retail Hardware As- 
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sociation for 23,000 independent retail hardware store members 
and for 600 hardware wholesalers. It is an annual compilation 
of manufacturer’s catalogs and catalog sheets, permanently 
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This retail merchandise “encyclopedia” helps hardware men 
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“buy and sell”. . . your products. It is a powerful promotion tool, 
a silent salesman that sells your products whether or not the 
dealer carries them . . . or if the dealer is out of stock! 


More service ... more sales: The Hardware Retailer Catalog Service shows potential 
customers your products, their features and advantages when not in dealers’ stock. It 
answers customer questions authoritatively and meets customer requests for “‘outs” 
and special order items. The catalog service will also be available to all hardware 
wholesalers in the U. S., further encouraging the distribution and sale of your products. 


Dealer convenience ... more sales: With the Hardware Retailer Catalog Service, 
- no longer will your catalogs be mislaid or lost. Even the most inexperienced dealer 
salesman can locate your catalogs in seconds . . 
requests into SALES! 
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U.S. Hits Anheuser-Busch 
Brewery Buy in Florida 

The Department of Justice has 
filed a complaint in U.S. district 
court, Miami, which charges that 
the acquisition by Anheuser- 
Busch, St. Louis, of the Miami 
brewery of the American Brewery 
Co., may substantially lessen 
competition or tend to create a 
monopoly in violation of the Clay- 
ton Act. 

The complaint asks that An- 
heuser-Busch be. required to di- 
vest itself of all the business, in- 
cluding trademarks, inventory and 
assets, relating to the production 
of beer in Florida, which it ac- 
quired from American. The com- 
plaint states that prior to the ac- 
quisition, Anheuser-Busch was the 
second largest seller of beer in 
Florida and accounted for about 


21% of the total beer sold there in | 


1957. The Miami brewery of 


Sir. 
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two religious newspapers have 
M, joined the Audit Bureau of Circu- 
~ ang Bitt; _ |lations, swelling ABC’s member- 
Morn m CHRISTMAS GIFT : 
‘y ond Da addy toc A Bitti doll witt | Ship to 3,888. The advertisers are 
Baker Library, Harvard Business 
: be presented to 
‘ all little irl School, Boston, and Shulton of! 
‘ ‘i g'r's | Canada Ltd., Toronto. The agency 
é sailing on the S.S. lis Craig & Webster Advertising, | 
: Independ- |Lubbock, Tex. Magazines are| 
E ence from New | AOPA Pilot, Bethesda, Md.; Rela- 
York on Dec. 5 or | tions, Montreal, and ’Teen, Los 
its return trip. | Angeles. The business papers are 
O. J. Weber, gen- | Educational Screen & Audio-Vis- 
eral passenger “al Guide, Chicago, and Whole- 
; |sale Drug Salesman, Duluth. Mc-| 
sual daha Amart Goey Bros. Ltd., Toronto, a pub- 
can Export Lines, : : . %.2 
heate & lishers’ representative, has joined 
Synlane stands by a poster | ABC as an associate member. 
on a ov dd promoting the 
stituons - » 
Const yen cruise. King Electric Names Readhead 
. ; King Electric Equipment Co., 
American was the third largest ABC Gains 21 Members Cleveland, has appointed Robert G. 
seller of beer in Florida with; Two advertisers, an agency,| Readhead Associates, Cleveland, to 
about 12% of the total volume, | three magazines, three business | handle advertising and promotion 
the complaint said. | publications and nine weekly and 


for its automatic testing equipment. 


Quick reference ... more sales: The Hardware Retailer 
Catalog Service is doubly-indexed for rapid reference con- 
venience. Your company name will be listed alphabetically in 
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Portland, Oregon 
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INFORMATION 


WERNER HAUPTLI 
250 West 57th Street 
New York 19, New York 
Telephone—Plaza 7-6194 


ViC HUBERT 
JAMES AHLQUIST 
226 Walpole Street 
Sharon, Massachusetts 
Telephone—Sunset 4-3642 
FRED KLANER 
Conaway—Klaner— Vogler 
Los Angeles 17, California 4 
Telephone—Huntley 2-4000 1, 
LEW VOGLER 4 
Conaway—Klaner—Vogler 
244 California Street 
San Francisco, California 
Telephone—Garfieid 1-7004 
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Keith Monk Salvages Belgian 
Shop from Akers Operation 

Keith V. Monk, who was crea- 
tive director of the European-wide 
advertising agen- 
cy, Advertising 
International, the 
short-lived ven- 
ture of Lynn R. 
Akers (AA, June 
30), has salvaged 
the Belgian end 
of the operation 
and will continue 
to operate it un- 
der the Advertis- 
ing International 
name. He empha- 
sized, however, that AI, Brussels, 
will have no connection with Mr. 
Akers. 

Mr. Menk, a British adman, for- 
merly worked as an art director 
with S. H. Benson Ltd., Lintas 
and McCann-Erickson in London, 
American-born Rudy H. Finold, 
merchandising and sales consult- 
ant, will also hold a top position 
in the Belgian agency. 


Campbell-Ewald Shifts 
Five on Chevrolet Account 

Campbell-Ewald Co., Detroit, has 
promoted J. L. Thornhill from 
Chevrolet truck ad director to as- 
sociate account supervisor on the 
Chevrolet account. He will serve 
directly under Colin Campbell, 
agency exec vp. H. N. Duda suc- 
ceeds Mr. Thornhill on the truck 
advertising. 

M. J. Sandling, formerly ac- 
count executive over the mer- 
chandising group, has been pro- 
moted to account executive on 
passenger cars. His successor is 
C. F. McLaughlin, who has been 
chief assistant in the department. 
T. A. Tucker, formerly head of 
Chevrolet field services, has been 
promoted to assistant account ex- 
ecutive on Chevrolet trucks. 


Keith Monk 
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POPULARITY 
RATING WITH 
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RADE «come. 
. 910 East 138th Street 
New York 54, N.Y. 


Sales Offices: NewYork « Boston 
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pared to only slightly over 


During the year 
1/3 of America reads 


Better 


1 


If you want to sell more travel items and services, go where 
every page is full of ideas that sell: Better Homes & Gardens, the 
family idea magazine. Month after month, BH&G unrolls stim- 
ulating ideas for family travel and vacations. And Better Homes 
& Gardens families are travelers. A recent study* shows that 
over half of BH&G’s readers vacationed away from home com- 


a third of the nonreaders. 


*BH&G-Politz 12-Months’ Study, 1956 


ONES 


-and Gardens 


... the family 
idea magazine 
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Marketing Errors 
Cause New Product 
Flops, Sayres Says 


New York, Nov. 11—The aver- 
age food retailer is offered an es- 
timated 50 or more new or addi- 
tional items weekly. A handful 
gain a toehold in his store. And 
most of these usually fade into 
oblivion. 

Why? 

Paul Sayres, whose food broker 
organization (Paul Sayres Co.) is 
one of the largest in the country, 
told ApverTisinc AcE that errors 
in advertising and merchandising 
are largely responsible for the 
flops. 

“Granted that a product is a 
good one, well conceived advertis- 
ing programs are the most potent 
force capable of performing the 
dual job of getting the retailer’s 
cooperation, while informing and 
motivating the consumer to select 
the product from his packed 


I a 


see. 


— 


Oklahoma City adds new millions 
in shopping center expansion 


Beginning of construction of one 
$14,000,000 new shopping center 
(shown in architect’s drawing above) 
and approval of another large center 
were events within one week in Okla- 
homa City, demonstrating expanding 
requirements of this vital market. 


The Belleview Center, which will 
include 49 shops and stores totaling 
over 500,000 square feet of space, will 
park 5,000 cars. Among its stores will 
be the nation’s largest Montgomery 
Ward store. 


The beginning of construction of the 


Belleview Center and the approval of 
the new $20,000,000 Capitol Gate 


SUNDAY 
FAMILY COVERAGE 


35% or greater 


bad 15% to 35% 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 


Center brings to 41 the number of full- 
fledged shopping centers in metropoli- 
tan Oklahoma City — many of them 
new, all of them showing expansion in 
the last few years. 


To meet the shopping needs of this 
busy retail center for the state, super 
markets, drug stores and many other 
stores operate seven days a week and 
are open nights till nine. 


The Oklahoman and Times give ad- 
vertisers unequalled coverage of this 
growing market. Are you getting your 
share? Schedule your advertising in the 
Oklahoman and Times to achieve the 
best sales results in Oklahoma! 


OKLAHOMA CITY 
METROPOLITAN AREA 
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Population Up 10.5% 


| 
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Effective Buying income Up 19% 


| 
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Tote! Retail Sales Up 27.6% 


shelves,” Mr. Sayres said. 

“It is a case of being penny 
wise and pound foolish to forego 
or scrimp on an effective adver- 
tising program, just as it would be 
foolhardy and wasteful to rush 
whole-hog into a campaign that 
might be heavy but ineffective.” 


# Among the promotional short- 
comings Mr. Sayres has encoun- 
tered in new-product introduc- 
tions are: 


e Failure to support locally a na- 
tional advertising effort. “When 
the competition is as keen as it is 
in the grocery products field, and 
with the nation made up of mul- 
titudes of individual marketing 
areas, each with its own complex- 
ities, it becomes necessary for lo- 
cal advertising to support the 
over-all effort,” he said. 


e Failure to appraise objectively 
and completely the market and 
attune the ad theme to its foibles 
and various sales-influencing fac- 
tors. 


e Prematurely breaking the ad- 
vertising program. “It is often 
wise to withhold advertising until 
all preliminary legwork and the 
attainment of distribution has 
been achieved in the stores.” This 
is a flexible guide, Mr. Sayres 
adds. 


e Failure to develop an effective 
merchandising and promotional 
plan to coincide with the advertis- 
ing effort. 

“For all-important identity of 
product, package and message, it 
is axiomatic that the basic adver- 
tising theme be integrated into 
promotional pieces used in the 
stores and at the distributor lev- 
el.” 


e Over-lauding and over-promis- 
ing the product’s virtues. “Exag- 
gerated claims, in the final analy- 
sis, only work against the product, 
not for it,” he said. 


e Directing the ad appeal to a 
single family member rather than 
to the whole family. “This is par- 
ticularly true of so-called non- 
staple or mnon-necessary items, 
where it is necessary to convince 
the shopper that her whole family 
will benefit.” 


e Impatience. “Many new firms, 
in their eagerness to gauge re- 
sults, fail to allow sufficient time 
for repeat business to result or 
for their products to meet and, 
hopefully, overcome the competi- 
tive counter measures that will 
surely follow.” 


s Food brokers, whose numbers 
have increased almost 40% in the 
past ten years, according to Mr. 
Sayres, not only provide complete 
sales service for manufacturers, 
but nowadays they also serve as 
consultants on advertising and 
marketing, working closely with 
the manufacturer and his repre- 
sentatives in sales and marketing. + 


Alcoa Slates Foil Inserts 

Aluminum Co. of America will 
use foil page inserts in November 
and December in dailies in four 
cities. The Albany Times-Union 
and the San Francisco Examiner 
will run the inserts Nov. 16. The 
New York World-Telegram & Sun 
will run the foil Nov. 18 and the 
Kansas City Times will run it Dec. 
3. Alcoa says these inserts will 
bring to 25 the number of newspa- 
pers that have run foil through 
their presses. 


'Cleveland Art Book Out 

“The Creative Mind in Cleve- 
land,” a 380-page annual, has 
been published by the Art Direc- 
tors Club of Cleveland. It con- 
tains all material from the five 
most recent annual exhibitions of 
advertising art sponsored by the 
;club, plus transcripts of all edu- 
|cational series sponsored by the 
' group. 
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outdoor 
says everything 
Ancient Age 

has to sell! 


if you can find better BOURBON... buy it! 


KENTUCKY STRAIGHT BOURBON WHISKEY - 6 YEARS OLD - 86 Proof - «Ancient Age Distilling Co., Frankfort, Ky. 


ibease Bae .. 


Poster designed by Doyle Dane Bernbach Inc. 


OUTDOOR SELLS 


: PRODUCT IN USE Sidney G. Stricker, Jr. 
= 


OUTDOOR SELLS ; 
ENJOYMENT ei : President, I.W. Harper— 


OUTDOOR SELLS Ancient Age Distillers Company, says: 


BRAND NAME “Outdoor has played an ever-increasing and important part 
OUTDOOR SELLS in our nationwide all-out advertising program for Ancient Age 
THE SLOGAN because of its immediate impact and ability to get across 

OUTDOOR SELLS our message and sell our product. We firmly believe in this medium 
QUALITY and shall continue to use it to sell Ancient Age.” 


ou || > 


8 out of 10 people remember OUTDOOR Advertising! * 


Standardized Outdoor Advertising-24 and 30-sheet Posters and Painted Bulletins oO A g 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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© 7 7 | future Mr. Strouse foresaw a four| sophisticated consumer, one who! cynical tongue-in-cheek,” he said. 
Advertisers Missed Golden Selling dimensional personality composed | is less apt to be impressed by the 
of greater (1) numbers, (2) mo-| ‘hard sell’ which has been so char- 8 “In my opinion, tongue-in- 
bility, (3) spending power and| acteristic of much of the drug cheek advertising will fall from ' 


0 ortunit in “BS Strouse Sa S | (4) education. 'brand advertising of the past few | the weight of its own insincerity 
pp y ’ y years,” he said. “You are facing a|in the years just ahead, essen- ¢ 


|s Because of the customer’s last| consumer group that is less sub-/ tially because of the rapid increase 


JWT Head Tells Drug long-term growth. This is not un- | characteristic (college graduates ject to the wiles of the snake oil | in the body of well educated con- ' 
’ | like the man who cut out the use| are reported increasing four times|charmers of older days, although sumers who are widely read, ¥ 
Group 54-Style Ad | of vitamins for a while in order to as fast as the population) Mr.| as I look at many of the tv com- widely informed and widely alert,” ( 
‘Statesmanship’ Absent = balance his monthly budget,” he Strouse predicted significant| mercials today, it’s hard for me to he concluded. ; 
said. | changes in advertising approaches. believe that the commercial writ-| More economical distribution 4 

Bat Harsour, Fia., Nov. 11— Delving into the customer of the “You are facing an increasingly |ers could do these things without methods for drug products, includ- 


The National Wholesale Druggists | — is ee 


Assn. was told today that adver- i 
tisers had muffed some golden op-| i 
portunities this year and they| \ 
faced an increasingly sophisticated 
consumer in the future who is not) 4 
likely to succumb to “hard sell”| 
approaches. 
Norman H. Strouse, president 9 
of J. Walter Thompson Co., told 
the association’s 84th annual meet-_ 


ing here that package goods com-| 
panies have been approaching | 
their advertising budgets from the 
wrong side of the ledger. 

“In many instances, national | 
product advertising and sales pro- 
motion budgets this past year have | 


eo ees ace ae up 750,000 for October_} 


tion, with little recognition of the 
fact of inventory depletion and 
the fact that the basic function of 
advertising is to get the product) 
off the shelf, not to fill pipelines. 


s “Actually, many manufacturers \ 
missed exceptional opportunities p 400 000 fe sy pt mb 

by acting in this fashion,” Mr. u 9 or e€ e€ er_| 
Strouse continued. “Granted that) 
the basic economy was sound and 
secure, and certainly the available 
statistics supported such an as- 
sumption, this could have been 


the year for marketers in mary 
fields to make strategic gains in|} 3 50 000 t 
share of market or relative posi- | up ‘ or u s = 


tion against competitors who were 
sitting on their hands. 

“It would appear almost as if, 
in some cases, management deci- 
sions were being made on the as- 
sumption that the company was to 
be liquidated at the end of the 
year—that therefore there would 
be little purpose of thinking be- 
yond Dec. 31.” 


ee 


Bane eh ee 


he 


® The “business statesmanship” 
which was prevalent during the 
1954 recession—-and helped make 
that one short-lived—was, with 
few exceptions, notably absent this 
year, he said, and much of the| 
1958 sales performance he attrib-| 
uted to “momentum.” 

“I’m not convinced that retail 
salesmen sold any harder this year 
than in the past, in spite of the 
highiy publicized and somewhat 
artificial ‘You Auto Buy Now’) 
weeks or ‘Operation Frantics’ and 
so on. Selling is far more funda-_ 
mental than that,” Mr. Strouse) 
said. 

While the drug business was) 
characterized as representing a| 
very bright spot in this general 
economic picture, he said, “in| 
many fields, preoccupation with | 
maintaining the same rate of profit | 
in a single calendar year caused | 
many companies to lose a valua-| 
ble year, because they allowed | 
short-term expediency to weigh 
too heavily in the scale against | 


1000 IDEAS 
OnLy $10 


Successful ideas from 
successful companies on | 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you are sent 
sales-tested, profitable experiences . .. | 
showing results produced... as reported 

in the nation’s leading business and trade | 
publications. Adapt them to your own 
profitable use. Worth many times the 
$10 you send ! 


BRIEFED 
400 Madison Ave., (Dept. A) N.Y. 17 
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ing the use of automation, were 
discussed during much of the six- 
day convention attended by more 
than 1,400 drug wholesalers and 
manufacturers from North and 
South America. It is the largest 
convention in the history of the 
association. + 


NAB, ANPA Pledge Aid to 
FTC Fair Price Drive 


The National Assn. of Broad-| the West, American Retail Federa- 
casters and American Newspaper | 


Advertising Age, November 17, 1958 


|Publishers Assn. are the most re- 
|cent advertising and trade groups 


pledging support to Federal Trade 
Commission’s drive against ficti- 
tious price advertising. As part of 
the effort, they are mailing copies 
of the commission’s nine-point 


pricing guide to their members. | 
|Others taking similar action in-| 
‘clude the Advertising Federation | Trading Stamp Books Offer 


FTC reported more than 14,000 
letters from citizens and business 
men and a top FTC official com- 
mented: “It is important that busi- 
ness men recognize that this is no 
half-hearted effort that will leave 
the law abiding merchants out on 
a lonely limb.” 


of America, Advertising Assn. of New Advertising Medium 


tion and Better Business Bureau. 


A new advertising medium will 


| be offered national advertisers in 


1959 by Coleman-Morrow Inc., 
New York, publisher of trading 
stamp books, which has formed 
CMI Stamp Book Network. Start- 
ing March 1, it will issue quarterly 
14,305,000 stamp books to retail 
stamp outlets. These will have ads 
in two sizes—full pages, on which 
stamps will not be pasted, with an 
ad rate of $1.42 per 1,000, and} 
2%4x2%”" ads on pages provided | 
for the collection of stamps, for | 
which the rate is 44¢ per 1,009. 
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Either type ad is offered in black 
and one standard color at the same 
price as b&w. 


Cyanamid Names Friedman 
Martin B. Friedman, assistant 

advertising manager of the organic 

chemicals division of American 


| Cyanamid Co., New York, has been 


named to direct advertising and 
sales promotion for the company’s 
dyes department. He will also con- 
tinue to supervise advertising and 


| sales promotion of Cyanamid’s tex- 


tile chemicals department. Robert 
P. Vivian will execute details of 
the dyes department program, re- 


| sales engineer of Bradley Contain- 
|er Corp., a division of American 
*. Can Co., and Samuel F. Melcher 


-and the sky’s the limit! 


Wow. Look what’s happening to Woman’s Day. Look 
at the phenomenal upsurge since the magazine was made 
available to any retailer who wanted to sell it. 

Within the last few months, many thousands have 
joined the A&P in selling Woman’s Day. Including 1500 
supermarkets — independents and chains — who are 
putting it on the cash register at the checkout counter 
just like the A&P! And more stores are coming in 
every day. 

To meet the additional demand created by this new 
distribution policy, our print order for the July issue 
was increased 250,000. For August it was up 350,000 
copies. For September, up 400,000 copies. For October, 
up 750,000 copies. For November, it’s wp 900,000 copies. 
And this is only the beginning! 

Our present advertising rate card will remain in effect 
through the April 1959 issue. Starting with the May 
issue there will be a rate increase based on a circulation 
guarantee of 3,600,000 copies. Advertisers can still make 
several issues under the old rate card if they move 
quickly. It means a fat circulation bonus. 

It’s the same high quality circulation as always, made 
up of 100% single-copy sales. They still have to go out 
to get Woman’s Day. Now they’re going out to get it 
in many more stores, in every single metropolitan 
market area in the United States! 


Woman’s Day A FAWCETT PUBLICATION 


©1958, WOMAN'S DAY, INC. 


porting to Mr. Friedman. 


Two Join Direct Mail House 


Howard K. Gray, formerly a 


Jr., formerly with Forward House, 
a consumer products division of 
Olin Mathieson Chemical Corp., 
/ have joined the sales staff of O. E. 
McIntyre Inc., New York, direct 
mail marketing specialist. 


Only the 


ROTARIAN 


brings your sales message to 
this concentrated 


“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


79% 


ore active in é 
business management! 


90% 


play an active part 
in company buying! 


84% 


are active 
homeowners! 


mt 
i io 


54% a 

i oe 
4 

82% d 


are active travelers! » & 8B 
(more than 12 trips a year) ry 4 ty) 
/ fe4 


actively influence 
civic government 
buying! 


and... this ‘''man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
354,620 ‘‘men-of-action” at 
the low, low cost of only 
$3.72 per thousand! 

SEND FOR YOUR FREE 
COPY OF Market Facts, inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! 


AN INTERNATIONAL PUBLICATION 
1600 RIDGE AVE., EVANSTON, ILLINOIS 
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From the editorial pages of House & Garden—a kitchen made to order for a typical H&G family. 


HousexGarden 
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Means - Taste - Influence, 
leader qualities that make House & Garden 
today’s perfect selling medium. 


There’s a quality air about House & Garden. 
Photographs like this irresistibly attract readers, hold their 
attention, impel them to buy. 


Here, the topic is ‘‘ Kitchen Planning,”’ a subject 

of intense sales interest to prestige advertisers of appliances 
and lighting fixtures, food and housewares, 

cutlery and building materials. 


PERE HCT SETTING FOR SELLING 


Over 600,000 people now buy House & Garden. That’s an 
astonishing number of families, considering the influence they 
wield and the dollar volume they expend. 


These are America’s free-spending families whose lives are centered 
about their homes and gardens. They’re the ones who use 

House & Garden as a buying guide for the best of everything 

in and about the house .. . 59% of them earn $10,000 

or more yearly. Certainly you can reach them with 

other media, but nowhere can you reach and sell them more effectively 
than in this kind of atmosphere. 


As the residential settlements encircling our cities continue 
to expand, so does House & Garden. This last September 
was the greatest ever, nearly 700,000 copies sold. 


Our magazine has never been more exciting to look at and 

read, nor more persuasive. From every point of view— re 
editorial climate, reader interest, buying power, cost-per-thousand— 
House & Garden is a media must for ’59. 


TASTE WITHOUT WASTE IS WHAT YOU BUY IN HOUSE & GARDE? 
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Judd Collins 


LINEUP—The cameraman at the Assn. of National Advertisers Hot Springs meeting 
snapped these ad executives: Allan Judd (from Australia) and W. H. Collins, both of 
Standard-Vacuum Oil Co.; Bill Weimer, Rockwell Mfg. Co.; Gordon Ackland, Royal 


Shulton Sets Heavy Yule 
Drive for Toiletries 
Shulton Inc., New York, has 
scheduled the “heaviest” Christmas 
campaign in its history to promote 
its gift items of Old Spice men’s 
and women's toiletries, using net- 
work tv and radio, spot radio, 
magazines and newspapers. The) 
network tv schedule, all on ABC- 
TV, consists of the “Donna Reed 
Show,” the new “Peter Lind Hayes- 
Mary Healy Show” and “American 
Bandstand.” On radio it will be 
“Arthur Godfrey Time” (CBS-| 
Radio), plus a heavy spot cam-| 
paign on 80 stations in 48 markets. 
Color spreads and full pages will 
appear in December issues of Fam- | 
ily Weekly, Farm Journal, Ladies’ 
Home Journal, Life, Look, McCall’s, 
Redbook, The Saturday Evening 
Post and This Week Magazine as| 
well as a b&w insertion in Chris-| 
tian Science Monitor. In news- 
papers, 1,300-line ads will run in| 
112 newspapers in 94 markets.) 
Wesley Associates is the agency. 


Green Giant Promotes Two 

M. E. Austin, formerly regional 
sales director of Green Giant Co., 
Le Sueur, Minn., has been promo- 
ted to executive assistant to the 
vp of marketing. Robert Gergen 
has been promoted from assistant 
to the government, export and in-| 
stitutional sales director to co-. 
operative advertising manager. 


printing 


buyers! 
brokers! 


here’s a terrific opportunity for 
OFFSET PRINTING | 
plus all the multiple advantages | 


of a fast, prestige mailing 
service from 


new york city 


As a result of recent improve- 

ments and greater efficiency in | 
our complete photo-offset oper- 

ation, we find that we can ac- 
commodate a substantial 
amount of new business dur-| 
ing 1959. To assure the right} 
type—a regular flow of direct | 
mail pieces, booklets, folders, 

sales bulletins, forms, ete.—we | 
are offering an exceptionally 

attractive arrangement. Full 
agency commission, Brokers 

protected. Write Project A. 


P.S. And we can handle the 
mailing too. 


Presses up to 23 x 30. 


Mr. Chas. Roberts, 
Roberts & Leinwander, 
225 Broadway, New York City 


Mail to: 


_ Abbott Labs Names Three 


Ackland Mullowney Fish 


Weimer 


McBee Corp.; Jack Mullowney, Green Giant Co.; Jim Fish, General Mills; Ken Marble 
and Nat Dick, A. B. Dick Co.; G. B. Meynell, American Cyanamid Co.; Ed Hogan, Inter- 
national Silver Co.; Dud Sanderson, Oneida Ltd., and Herb Marston, Kraft Foods. 


Advertising Age, November 17, 1958 


Marble Dick Meynell Hogan Sanderson Marston 


made in the advertising depart-| appointed assistant pr 


ment of Abbott Laboratories, North | Mary Alice Suydam, formerly ad- 


Chicago, Ill. William C. Cray, who| ministrative assistant to 


joined Abbott in April, has been| tor of purchases, has been named 


named public relations manager.! media buyer. 


|Thomas A. Craig, who joined the 
Three appointments have been | company in March, 1957, has been 


Lochrie Joins Rippey Wallace to Zimmer-McClaskey 

Robert C. Lochrie, formerly; Robert K. Wallace, formerly of 
manager of Richard N. Meltzer, J. Walter Thompson Co., Chicago, 
Advertising, Denver, has joined) has joined Zimmer-McClaskey- 
Rippey, Henderson, Bucknum &| Frank, Richmond, Va., as an ac- 
Co., Denver, as an account execu-/| count executive on Reynolds Met- 
tive. jals Co. 


manager. 


the direc- 


a 
NEW YORK CHICAGO DETROIT HOLLYWOOD 
250 Park Avenue Prudential Plaza Penobscot Bidg. 1750 N. Vine St. 
Yukon 6-7900 Franklin 2-6373 Woodward 1-4255 Hollywood 9-1688 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 
Glenn Bidg. 335 Merchandise Mart 406 W. Seventh St. Russ Building 
Murray 8-5667 Riverside 7-2398 Edison 6-3349 Yukon 2-9188 


ETERS, GRIFFIN, | 
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| 732 Years 
| Selling 
| Experience!* 


} 

| by 

Bert Ferguson 
Exec. Vice-President, 


WDIA 


a single loss from one of America’s 
Russell S. Dixon and Roy Par-| Wooley and Henry P. Fauteck,| Herbert W. Hobler, formerly greatest air sales staffs in the last 


cels, both formerly vps in charge | both formerly on the design staff|sales vp of TelePrompTer Corp.,|Stebbins & Cochran Adds! __s§$six years. 

of design at Jim Nash Associates, | of the Nash organization. The new |is going into business for himself}; Old Colony Paint & Chemical $4,396,854.81 IS a lot of money! 

have formed a new design com-| company will specialize in pack-| as a sales specialist and a consult- | Co., Los Angeles, has named Steb- | what's just how much national and 
: pany, Dixon & Parcels, with of-| age, trademark and industrial de-| ant in broadcasting and related| bins & Cochran, Los Angeles, as 


t . local advertisers have invested in 
fices at 485 Fifth Ave., New York. | sign. | fields. His headquarters will be at | its agency. these men and women in ten years 


of WDIA’s Negro Radio history. 
$2,172,827.84 nationally and 
$2,224,026.97 locally to be exact. 


FIRST IN MEMPHIS 


It’s a help to know what local 
advertisers think of a radio station. 
In 9 months of 1958, Memphis’ own 
advertising fraternity has thought 
enough of this 50,000 watt giant of 
selling power to send $204,211.62 
through WDIA in search of a share 
of the $616,294,100 the 1,237,686 
Negroes in WDIA-land spend an- 
nually. Today, WDIA still has 
more local and national advertisers 
than any other station in Memphis! 


ee Ruprecht Mrs. Ruprecht Ollinger Boggs Barlow Greenfield Vogt Niessen Francis 
AT THE HOMESTEAD—Among those attending the Assn. of National Ad- Carbide Corp. (Dakelite Co.); Jack Barlow, Chrysler Corp.; Paul 73% Years IS a long time! But ne 
vertisers meeting were Carl Ruprecht, Underwood Corp., and Mrs. Greenfield, Simoniz Co.; Bob Vogt, Ward Baking Co.; Leonard Nies-| that’s just how long the capable, 
Ruprecht; Charlie Ollinger, National Carbon Co.; Bob Boggs, Union sen, Cutler-Hammer Inc., and Les Francis, Emery Industries. trained and experienced WDIA 
Negro air personalities have .~ 
: working at the art of selling. Not se 
New Design Company Bows | Other staff members are George ,Hobler Forms Company 295 Mercer Rd., Princeton, N. J. ph 


WDIA’s national advertisers in- 
clude: 


GROVE’S BROMO QUININE 
.. . COLGATE-PALMOLIVE 
COMPANY .. . LEVER 
BROTHERS ... MILLER’S 
HIGH LIFE BEER... 
KROGER STORES... 
WRIGLEY’S SPEARMINT 
... TAYSTEE BREAD. 


These—and scores of other ad- 
vertisers—have found: When sell- 
ing the big Memphis Negro mar- 
ket, you’ve got a sure thing with 
WDIA! 


IT’S A LOYAL MARKET! 
WDIA ranks first with these 
advertisers. And WDIA ranks 
first with its audience! Before 
they buy, Memphis Negroes 
listen—to WDIA. In the 
March-April 1958 Nielsen 
Station Index, Sunday through 
Saturday, WDIA totaled up an 
overwhelming 52% more rat- 
ing points than the next-rank- 


ing station! 
Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 


THE CALL LETTERS Midwest Soe “ie ae as oes 
OF THE WHO—Des Moines . . . . . 50,000 a : pes aeas: Sta. E 137.4 


TT WOC—Davenport .... 5,000 atti Sta. F 101. 

SALES GETTERS WDZ—Decatur ...... 1,000 Bem Sta. 6 = 

West WDSM—Duluth-Superior . 5,000 : : ' , 

es WDAY—Fargo .....-. 5,000 

KBOI—Boise ........ 5,000 WOWO—Fort Wayne . . . . 50,000 2 ; ae . oe panes - 

KHOW—Denver....... 5,000 WIRE—Indianapolis .... 5,000 f : - egroes in ississippi increase 

KGMB-KHBC—Honolulu-Hilo 5,000 KMBC-KFRM—Kansas City CS eae from 45% to 46% from 1950 to 
KEX—Portland ...... . 50,000 WISC—Madison, Wisc. . . . WGR—Buffalo ..... 5,000 : ti, EEE 1958. Who’d have thought it! 

KIRO—Seattle ...... - 50,000 WMBD—Peoria....... KYW—Cleveland ... . 50,000 aegis sere You will miss 40% of the Mem- 

WWJ—Detroit ..... 5,000 eigen phis market if you miss WDIA. 

WJiM—Lansing ..... 250 Baga Buy WDIA and you'll get sales .. . 


KDKA—Pittsburgh. . . . 50,000 re produced by air experts with 73% 
(@) (|B) Rp years experience. Top ratings in 
Boe town! 
WA , INC. | 


*Here’s how this impressive record 


By the way, the percentage of 


ee, 


Southeast j totals up: 
D e. = Vat peices NAT D. WILLIAMS 10 years 
WLOS—Asheville .. .. 5,000 | 
' Southwest WCSC—Charleston, S.C. 5,000 | | ROBERT THOMAS — 4% years 
KFDM—Beaumont ... 5,000 WwiST—Charlotte .... 5,000 dia WILLA MONROE 9 years 


a 9: eit Rea 


KRYS—Corpus ott _ auee ae Oe * Cc. : ° py oe es , THEO WADE 5% years 
WBAP—Fort Worth-Dallas 50, —Harrisonburg, Va. 5, : h. - : 
KTRH—Houston ... . 50,000 WPTE Raleigh-Durham . 50,000 Siac , 43 | oe gel 
KENS-—San Antonio. . . 50,000 WDBJ—Roanoke .... 5,000 i “4 ie RUFUS THOMAS Mtl 
A. C. WILLIAMS 9% years 
MARTHA JEAN 3% years 
CORNELL WELLS 7 years 
WDIA is represented nationally 
by John E. Pearson Company. 
EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., Sales Mgr. 
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In the reining - petrochemical 
market, PETROLEUM REFINER 
eonsistenthy offers 7S 


you greater coverage 


through specialization. 
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Advertising Age, November 17, 1958 


‘Digest’ Ends Bleed Premium, 
Raises Rates of Overseas 

The Reader’s Digest has an- 
nounced a number of 1959 chang- 
es for its overseas military edi- 
tion. Effective with the January 
issue, the 10% premium for bleed 
pages will be eliminated. Effective 
with the March issue, ad rates 
will go up to $855 for a bew page 
and $1,160 for a four-color page. 
Also effective with the March is- 
sue, frequency discounts will be 
liberalized, allowing advertisers to 
earn a 10% discount for 36 pages 
in any 12-month period and 
12%% for 48 pages. 


‘Forbes’ Names Two 

W. P. (Pete) Rees, advertising 
director of Forbes Magazine, has 
been elected a vp of Forbes Inc., 
New York. Pete Lassoe, formerly 
with Compton Advertising, New 
York, has joined the advertising 
| staff of Forbes in New York. 


There’s 
a third partner 
in the picture 


The partnership of Don and LeRoy 
Dethmann, Bryant, lowa, produce 4,800 
dozen eggs a year. But like most lowa 
farmers, eggs are not their number one 
business—165 head of beef and 250 
hogs a year are their big sources of in- 
come. What this proves, is that even a 
secondary enterprise is important in lowa 
—can mean a big market for your 
uct. 

The third partner in the picture is 
Wallaces Farmer. The Dethmanns look to 
Wallaces Farmer first for the information 
they must have to keep their business 
growing. Both in the editorial pages and 
in the ads, if it’s in Wallaces , it has a head 
start with the Dethmanns. 


Iowa State College surveys tell us why. 
IOWA FARMERS PREFER WALLACES 


influence is. 


World's Fair 
of Agriculture 


WALLACES FARMER 


Iowa Homestead 


Des Moines, lowa 


ri Elijah Farm 
larence, lowa 
September 23-24, 1959 


IOWA IS BUYING! tis year 


the world’s biggest farmers will take in 
150 million dollars from poultry... 


and the biggest slice of this will be 
spent on products advertised in 
Wallaces Farmer...will you be there? 


Iowa’s 150 million dollar-plus bankroll from poultry is spendable in- 
come to the world’s biggest farmers — part goes for raising more eggs, 
broilers, turkeys — part goes for better living — more is spent on prod- 
ucts advertised in Wallaces than in any other farm publication. 


FARMER BY 4 


TO 1! No other publication comes close. Dealers prefer Wallaces 
by up to 6 to 1. Invest your precious advertising dollars where the 


Next Split-Run Readership Study, January 17th issue 
Next Starch Readership Study, March 3rd issue 


Member of 
MIDWEST FARM PAPERS 
35 E. Wacker Drive, Chicago 3 

CEntral 6-3407 
250 Park Avenue, New York 17 
YUkon 6-6263 
West Coast Representative 
Towsend, Millsap & Co. 
110 Sutter St., San Francisco 4 
159 S. Vermont. Los Angeles 4 


‘Magazine Ad Linage 
Will Pick Up Soon: 
Standard & Poor 


New York, Nov. 11—The ad- 
vertising linage of leading maga- 
zines is expected to increase in 
the coming months as _ general 
economic activity picks up, ac- 
cording to Standard & Poor’s 
survey of the publishing industry. 
| Profits for the industry are ex- 
|pected to be down in 1958 in 
|comparison to 1957, but the out- 
|look for 1959 is favorable, Stand- 
ard & Poor says. Operations of 
makers of printing equipment, 
ink and contract printers are ex- 
pected to improve at the same 
time. 

An exception among publishers 
| which will have lower earnings in 
1958 is McCall Corp., Standard & 
'Poor reports; McCall expects a 
15% gain as a result of operating 
economies. Also, despite a decline 
in advertising revenues in _ its 
| leading magazines, the company 
'had a higher volume of commer- 
cial printing business in its Day- 
|ton plant. (This section of Stand- 
|ard & Poor’s report on McCall was 
|reported in ADVERTISING AGE last 
| week.) 


= Here are some of the recom- 
mendations Standard & Poor 
gives investors interested in pub- 
lishing companies: 


Conde Nast: “While some earn- 
|}ings recovery is possible in 1959, 
|this situation does not have suf- 
| ficient promise to warrant repre- 
sentation in the shares.” 


Curtis: “In view of the improv- 
|ing outlook for advertising rev- 
enues, better earnings are ex- 
|pected over the coming months. 
|'Hence, the common merits specu- 
lative retention. The prior pre- 
ferreds offer yields in line with 
their secondary quality.” 


| McCall: “Cash dividends are se- 
cure at 15¢ quarterly. With furth- 
er earnings gains in prospect for 
early 1959, the shares are worth 
' holding.” 


| McGraw-Hill: “Dividends should 
continue at 35¢ quarterly, but 
| repetition of the 20¢ extra paid in 
1957 is less certain. The shares of- 
fer sound value in relation to long- 
er-term earnings and dividend 
prospects.” 


Time: “The 75¢ quarterly div- 
idend should be maintained but 
the year-end extra ($1.50 in 1957) 
|is less certain. Good earnings re- 
/covery is anticipated in 1959, and 
longer-range prospects remain 
|promising. The stock is well 
/worth retaining.” + 
| 
Hi-Fi Makers Invite Addicts 
to Join New Institute 

The Institute of High Fidelity 
Manufacturers, New York, has 
launched a national direct mail 
program via Schwab & Beatty to 
promote subscriptions to its new 
division, the Institute of High Fi- 
|delity. Annual dues will be $10 
|and charter subscribers are being 
offered the following 12-month 
package: 

Choice of a special test tape or 
disk; six-month subscription to 
/any one of five high fidelity mag- 
azines; a book on h‘gh fidelity; 
monthly issues of the institute’s 
newsletter; 20% discount on any 
book now in print on audio, elec- 
tronics or acoustics; free admis- 
sion to all exhibits sponsored by 
the institute. 


Time Oil Names Baker 

Time Oil Co., with refinery at 
Tacoma, Wash., and petroleum 
marketing throughout Pacific Coast 
states, has appointed Frederick E. 
Baker & Associates, Seattle, its 
|agency in a move to develop the 
| Time brand. The company former- 
ly did not have an agency, 
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THE REASON . . . kesults! 


FOR INSTANCE... 
in total daily advertising 
published thus far this year... | : 


R434 471 Nae MORE Heh... ess. The New York Times 

4,305,253 fines MORE than... sds ee, Be ee The Chicago Daily News 

7,991,678 lines MORE than... ee i re ES . 2.1... The Philadelphia Inquirer a 

3,968,696 fines MORE then... sss..w... ce ss, Pepe ..,.. The Phitedelphia Bulletin ae 

2,735,020 lines MORE then... eco s cc... The Detroit News fe 
416,404 lines MORE than. ..... 2... s. PEE PERO The Washington Post & Times-Herald 

2,731,320 lines MORE than. ........0 00.020. ee te ey ag ee The St. Louis Post-Dispatch Zi, 

TI4O 90) Vines MOORE Gan. ee es The St. Louis SGlobe-Democrat ae 

2.939.582 lines MORE than...... ..... Hee Meroe eer rs The Cleveland Plain Dealer es 

7,050,446 lines MORE than... ce The Minneapolis Tribune 

1,862,467 lines MORE than... vee The Minneapolis Star - &F 

3,668,157 lines MORE than... ....... ... easeines is pas The Cincinnati Enquirer 

2.514.433 lines MORE than... ........ ess, Sag, ‘GEE as The Atlanta Journal 

3,384,405 lines MORE than............... Gee i bess Vee ey eas The Dalles News 

7,009,552 fines MORE than 0 oi cc ss ... The Dallas Times-Herald 

2,776,621 lines MORE than... ...... PEPE eee . is... The Denver Post 


SOURCE: MEDIA RECORDS, 

IST EIGHT MONTHS, 1958 and...in HOUSTON 
2,993,521 Vines MORE than............0....... ees The Houston Post 
12,259,831 lines ae he ee oo. REE EP ee The Houston Press 


JOHN T. JONES, JR., President 


R. W. McCARTHY, Advertising Director ss 
M. J, GIBBONS, General Advertising Manager te, 
THE BRANHAM COMPANY — 

National Representatives yp 
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ADVERTISING LEADERSHIP 


ee Y 


/\_ {= of the BUFFALO EVENING NEws 


ing. 84% of this advertising in Buffalo daily 
newspapers ran in The NEWS in 1957. 


SELL THE NEWS READERS AND 
YOU SELL THE WHOLE BUFFALO 
MARKET OF OVER 1,600,000 PEQPLE 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. — National Representatives 


WESTERN NEW YORK'S GREAT NEWSPAPER 


Advertising Age, November 17, 1958 


WEIX, Raleigh. Sold 

WKIX and WKIX-FM, Raleigh, 
N. C., have been sold by Ted Ober- 
felder Broadcasting Co. to the 
newly-formed WKIX Broadcast- 
ing Co., headed by Ralph Price, of 
Greensboro, N. C. Date for the 
transfer, subject to approval of 
the Federal Communications Com- 
mission, is Jan. 1, 1959. 


O’Brien to Langeler-Stevens 

Charles B. O’Brien has joined 
the staff of Langeler-Stevens, 
Orange, Conn. He formerly was 
advertising and sales promotion 
manager of Sargent & Co., New 
Haven. 


Shattuck Joins Gimbel 

Frances Shattuck, formerly with 
Good Housekeeping, has been 
named creative advertising man- 


ager of Gimbel Bros., New York. 
|She succeeds Elizabeth Flannery, 
|who has resigned. 


Amarillo, Texas has been electrified by the vital new Television Force of K-7 
... KVIL-TV! It began with new ownership and management, progressed to full-time 
ABC interconnection and a programming day that now starts at 8 a.m., backed by 
the most complete and exciting promotional campaign in the city’s history! And 
now, the final touch for national and regional advertisers... 316,000 watts — 
maximum power — from the highest tower in the area. Get full details on the 
NEW Amarillo TV story from the Bolling Company. 


C. R. “DICK” WATTS, V. PRES. & GEN’L MGR. * REPRESENTED NATIONALLY BY 
THE BOLLING COMPANY. 


KVII-TV 


AMARILLO, TEXAS 


SERVING A RICH AND GROWING FOUR-STATE MARKETING AREA 


Coming 
Cenventions 


*Indicates first listing in this column. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17. American Marketing Assn., re- 
gional industrial marketing conference, 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 18-19. Radio Advertising Bureau, 
national radio advertising clinic, Waldorf- 
Astoria, New York. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Advertis- 
ing, annual meeting, Waldorf-Astoria Ho- 
tel, New York. 

Nov. 25. National Business Publications, 
Los Angeles Regional Conference, Hotel 
Statler. 

Nov. 26. National Business Publications, 
San Francisco regional conference, Shera- 
ton-Palace. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

*Jan. 19-21, 1959. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

Jan. 23-25, 1959. Advertising Assn. of the 
West, midwinter conference, San Jose, Cal. 

*March 24-26, 1959. Point-Of-Purchase 
Advertising Institute, 13th annual exhibit, 
Palmer House, Chicago. 

April 5-8, 1959. Sales promotion division, 
National Retail Merchants Assn., Eden 
Roc Hotel, Miami Beach. 

*April 7, 1959. Premium Assn. of Amer- 
ica, 26th national conference, Navy Pier, 
Chicago. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federation 
of America, 4th District annual conven- 
tion, Desert Ranch and Colonial Inn, St. 
Petersburg, Fla. 

*April 30-May 3, 1959. Advertising Fed- 
eration of America, Fourth District, Tides 
Hotel and Bath Club, St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 14-17, 1959. National Industrial Ad- 
vertisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San Fran- 
cisco. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


Van Brunt Joins 15 Agencies 
in New International Network 

Van Brunt & Co., New York, is 
participating in a new internation- 
al advertising agency network, 
European Market Advertising. The 
network, which was organized in 
Paris on Sept. 28, is composed of 
16 agencies from as many coun- 
tries. The members, in addition to 
Van Brunt, are: 

Canadian Advertising Agency, 
Montreal; Wiener Werbegeselli- 
schaft, Vienna; Publicite Dewel- 
hens, Antwerp; Lund & Lommer, 
Copenhagen; Oy Seitsen Mainos, 
Helsinki; PEMA, Paris; Fritz May- 
er & Co., Frankfurt; Rex Publicity, 
London; B. Van Borseum-Waalkes, 
Amsterdam; Omnia Publicitta, Mi- 
lan; Sorfang Reklame, Oslo; Bel- 
arte Ltd., Lisbon; Clarin, Madrid; 
A. B. Steenberg & Wagner, Stock- 
holm, and Max Berger, Basle. 


MOTLOR 


With a Vue-More 
Turntable you can 

tell a MOVING j 
sales story for 

your product. . . 
spotlight It on a 
revolving stage. 


Send for Vue-idore’s factual 
bulletin AA-2 and price list. 


vue-more ...= 


World’s Leading Manufacturer of Turntables 
601 West 26th Street, New York 1 
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RYBODY'S TALKING ABOUT THIS 


BUT ONLY ONE MAGAZINE TALKS TH 


Why is this girl the talk of advertising and marketing circles? Why is she the 
subject of so many articles and advertisements, speeches and surveys? Because 
she represents the market with the Midas touch! Like Midas, she’s always mak- 
ing wishes, always reaching for something. And whatever she reaches for turns 
to gold—for those who deliver the goods. She represents America’s 82 million 
teen-age girls...who spend more than *4 billion a year...not counting the family 
purchases they influence and the costly gifts they receive. 

Is it any wonder the teen-age girl—once pursued only by teen-age boys—now 


A sister publication of SEVENTEEN, and the only magazine of its kind, 
SEVENTEEN.at-School adapts SEVENTEEN’s editorial content into lesson 
plan form...carries your advertising — via SEVENTEEN — into the class- 
rooms of 75% of the nation’s high school Home Economics teachers. In 
addition, your educational materials are made available to the 19,500 Home 
Economies teachers who are its regular subscribers. Ask us about it. 


oe 


= 


has more suitors than she can shake a lipstick at? Manufacturers, retailers, 
advertisers...all are out to win her heart. And naturally they’re doing it in 
SEVENTEEN magazine. ..for SEVENTEEN is the only magazine that talks only 
to the teen-age girl... heart-to-heart and cover-to-cover. Devoted exclusively to 
teen interests, needs—and desires, SEVENTEEN creates a ‘‘Midas mood” that 
produces amazing buying action. (65.2% of SEVENTEEN’s every-issue readers 
have actually bought from its pages!) That’s why advertisers place more linage 
in SEVENTEEN than in any other monthly magazine for women. 


SEVENTEEN-AT-SCHOOL 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22 + PLaza 9-8100 
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“BUSINESS PUBLICATION ADVERTISING 
; SUPPORTS OUR SALES GROWTH" : 


*Emerson-Electric enjoys the profitable results of integrated mar- 
keting practice,” states Edward L. O’Neill, marketing vice presi- 
dent. “Our growth is due to many factors, but the continuing 
success of our multiple lines is the result of co-ordination between 


market analysis, design, production, sales and advertising. We find 
business publications the best medium for capitalizing this co- 
ordinated effort. Month after month, we use business publication 
advertising to express our confidence in the future and support 
our sales growth.” 


IF WHAT YOU MAKE OR SELL is bought by business 
and industry, you can “mechanize”’ your selling by concentrating 


your advertising in the McGraw-Hill publications serving your 
markets. It is the economical means of pinpointing the greatest 


number of prime prospects . . . lets you talk the language of the 
: men-who-buy, while they’re in a mood for business . . . gives your 


salesmen more time to make specific proposals and close sales. 


bi McGRAW-HILL PUBLICATIONS 
4 ARD McGraw-Hill Publishing Company, Incorporated ae. 
330 West 42nd Street, New York 36, N.Y. as 
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During the year 


Y/z of America reads Better Homes ... the family 


Advertising Age, November 17, 1958 


Irving McKesson, 86, 
McKesson & Robbins 
Former Exec, Dies 


New York, Nov. 11—Irving Mc- 
Kesson, 86, retired president of 
New York Quinine & Chemical 
Works and a former treasurer of 


If you want to sell more drugs and toiletries, go where every McKesson & Robbins, founded in 
page is full of ideas that sell: Better Homes & Gardens, the family ccs Net Danial Gh Mabbine 
idea magazine. BH&G ideas are the kind that send people out to buy ow tlnat ag eer ee 


A graduate of the New York 


—and one of their buying destinations is the drug store. In a recent College of Pharmacy, Mr. McKes- 
joined McK & Robbins i 

survey, 70.2%* of the readers of Better Homes & Gardens had oon, sete ab & canteen in 1898 

. and served as treasurer from 1916 

shopped at a drug store in the past two weeks! to 1925, when he and his brother, 


* Source: Look-Politz Study, 1958 the late Donald McKesson, sold the 
company. Irving McKesson then 
became president of New York 
Quinine & Chemical and served in 
that capacity until 1947. 


, 2 CHARLES S. CARTER 
idea magazine New York, Nov. 11—Charles S. 


ws 


KANSAS CITY, MO. 


BUTLER STEEL BUILDINGS 


cost. Quickly and , 
economically erected. 
Weather-tight perma- 
truss-clear construction. Thousands in use for 
farm, commercial and industrial purposes. 
“FOR INFORMATION CALL” 
DISTRICT OFFICE 
urFG co 
18450 Lwrnes ........ UNivesty 2-8877 


BUILDER 
FRIEL-DETROIT CO 5050 Joy. TExas 4-9292 


PITTSBURGH, PA, 


‘DELTA POWER TOOLS 
Low-cost. high-production 
metalworking and wood- 
working tools for industry. 
Drift presses, circular 
Saws, metal lathes, grind- @ © 
ert, abrasive finishing and 

cut-off =, 


radial 
sows . . . home workshop power tools. 


“WHERE TO BUY THEM” 
INDUSTRIAL & HOMECRAFT 
DEALERS 


ae | 


TOOLE WM K Co 
7eEastAy ...,..... PA wtucket 3-9000 
SS 


BARRE, VT. 


& 1 guaranteed by Rech 


“WHERE TO BUY THEM" 


secu \AGES/ 


Direct more business 


Wherever you are, whatever you sell, 
Trade Mark Service in the Yellow Pages 
can help you sell more! 


Direct more prospects to your dealers 
and distributors by listing their names 
and locations under your trade-mark in 
the Yellow Pages. 


Trade Mark Service in the Yellow Pages 


fh 


| “Trade Mark Service sends 
prospects directly to our 
authorized builders.” 


i 


says 
Edward J. Howse, Jr, Adv. Mgr., 
Butler Manufacturing Co., 
Kansas City, Mo. 


_ “Trade Mark Service plays 
an important part in 
Our marketing program.” 


says 

F. P. Maxwell, Vice President, 

Delta Power Tool Division of 
Rockwell Manufacturing Co., f 
Pittsburgh, Pa. 


nook oF ans wonuwenrs a uancers—| “Trade Mark Service in the 
act, Cearet, /@R\ Yellow Pages helps us build 


a strong dealer organization.” 


says 
H. L. Heinzelman, Vice President, 
Rock of Ages Memorials, 
' Barre, Vt. 


to your outlets with | ith 


Direct more prospects to these listings 
by displaying the Yellow Pages emblem 
in all your advertising. 


Direct your attention to a flexible, 
economical Trade Mark Service plan now. 
Phone your Yellow Pages man at your 
telephone business office for full details. 


Carter, 35, commercial artist, who 
originated a Negro history calen- 
dar, died Nov. 9 at the Veterans 
Administration Hospital after a 
long illness. He had been associated 
with the Miller Graphic Arts Stu- 
dio and the former David J. Sulli- 
van Advertising Agency. 


GEORGE S. CLARK 

SEATTLE, Nov. 11—George S. 
Clark, 71, for 35 years Seattle rep- 
resentative for the Cowles publi- 
cations until his retirement in 1952, 
died Nov. 2 after a short illness. 

Mr. Clark attended the Univer- 
sity of Washington, where he was 
a football fullback. Early in his 
career Mr. Clark was with the Mil- 
ler Freeman Publications, which 
then included the Pacific North- 
west Farm Trio, the Washington 
Farmer, Oregon Farmer, and Idaho 
Farmer. 

When these magazines were 
bought by the Cowles Publishing 
Co. just prior to World War I, Mr. 
Clark remained with them in the 
transfer as Seattle advertising rep- 
resentative. Later the Cowles’ 
newspapers, Spokane Spokesman- 
Review and Spokane Chronicle, 
were also added to Mr. Clark’s of- 
fice. 

After retirement, Mr. Clark 
worked for the South Whidby Is- 
land Chamber of Commerce. 


TANNER FLAHERTY 

HARTFORD, Nov. 11—Tanner Fla- 
herty, 54, with the Hartford Times, 
Gannett group afternoon daily 
newspaper, since 1921, died Nov. 4. 
He started as an advertising sales- 
man, later was named a writer in 
the copy display department. At 
the time of his death, he was em- 
ployed in the newspaper’s public 
service department. 


EDWARD A. WESTFALL 

New York, Nov. 11—Edward A. 
Westfall, 81, former assistant gen- 
eral manager of Hearst Newspa- 
pers, died Nov. 9 after a short ill- 
ness at Madison Ave. Hospital. Mr. 
Westfall entered newspaper work 


in 1900 as New York advertising ~ 


representative of the Newark Eve- 
ning News. During his career he 
was successively business manager 
of the old New York Globe, pub- 
lisher of the Boston American & 
Sunday Advertiser, assistant gen- 
eral manager of Hearst Newspapers 
and a partner in the H. G. Craige 
Co., newsprint distributor. Before 
his retirement about 15 years ago, 
Mr. Westfall was a senior execu- 
tive of the Federal Home Owners 
Loan Corp. 


JOHN ARROW 

New York, Nov. 11—John Ar- 
row, 51, public relations director of 
the London office of Erwin Wasey, 
Ruthrauff & Ryan, died Oct. 31, 
apparently of a heart attack. He 
joined the agency in August, 1954, 
and started its public relations de- 
partment. In 1955 he was elected to 
the board of the English company. 

He started his career as a re- 
porter on the London News Chron- 
icle. For some time before World 
War II, he was in the Paris office 
of J. Walter Thompson Co. From 
1942 to 1946, Mr. Arrow was direc- 
tor of the overseas general division 
of the British ministry of informa- 
tion. 


FRED M. BELL 
ATLANTA, Nov. 11—Fred M. Bell, 


retired Atlanta agency executive, . 


died here Oct. 26. A native of 
Birmingham, Mr. Bell lived in At- 
lanta for approximately 35 years, 
retiring about five years ago as 
southern representative of the Katz 


ARTHUR RASMUSSEN 

FREEPORT, ILL., Nov. 11—Arthur 
Rasmussen, 59, vp and sales and 
advertising manager of Furst-Mc- 
Ness Co., manufacturing chemist, 
died here Oct. 28. 
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A CITY LARGER 
THAN MILWAUKEE 
IS HIDDEN INSIDE 


HOW'S THE PAY IN HIDDEN CITY? 


It’s way above average. In fact, 83% of the Hidden City providers 
earn $4,000 or more in the well-paying occupations. They need the 
money, of course, because their wives are young (more than half 
are 39 or under) and love to go buy-buy. And they have lots more 
children than the families who read other Los Angeles metropolitan 
weekday newspapers. But they’re doing quite well with the $1-billion 
they have to spend — on autos, apparel, appliances... and everything 
else you advertise in The Mirror News. 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


Dallas Cleveland 
Baltimore Louisville 
Seattle 


you're still covering 
a market smaller than the 


Hidden City of The Mirror News. 


Los ANGELES EVENING 


MIRROR NEWS 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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Mulle, Breen Agency Opens 

| Mulle, Breen & Waldie, a new 
lagency, has opened offices at 405 
|N. Camden Dr., Beverly Hills, Cal. 
| Principals of the new operation 
j}are Sherman G. Mulle, formerly 
vp of Swafford-Mulle, Beverly 
Hills, president; Richard Breen, 
whose advertising career dates 
back to Lord & Thomas (now 
Foote, Cone & Belding), vp, and 
Melvin Waldie, secretary-treasur- 
er and art director. Jeanne Mc- 
'Farland is media director, and 
Sanford L. Kahn, radio-tv direc- 
| tor. 

| 


EXACTING? 


When there can be 
no compromise 
with top-quality... 


| France to Get Supp-Hose 

| Kayser-Roth has licensed J. P. 
|Saltiel et Fils, French hosiery 
|producer, to make Supp-Hose in 
| France. A high-fashion orthopedic 
| stocking, Supp-Hose will be intro- 
|duced in France with a $500,000 
jadvertising program stretching 
| over two years. Publicis, the Sal- 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY 


Electrotypes ¢ Plastic Piates « R.O.P. Mats 
160 East Illinois Street, Chicago 11 « OElaware 7-1541 


tiel agency, will be handling the 
advertising. 
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Salt Lake... center of scenic America 1s a land abounding with majestic 
mountains, salt deserts, trout-filled streams, and vast distances. But in this land 
of unbelievable contrasts live 1% million Prosperous persons ! When you 
advertise in Salt Lake’s two metropolitan newspapers, you not only reach and 
sell “INNER” Salt Lake with its % million people but you also penetrate 
deeply into “OUTER” Salt Lake and open the door to a million more prospects. 
And 1% million persons is a worthwhile market NO MATTER 

WHERE YOU FIND IT. 


3 


DESERET NEWS ano 
Salt Lake Telegram (eveninc) 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


Represented Nationally by MOLO! 


SCHMITT, Metro Comics Network. 


dvertising Age, November 17, 1958 


Proposed U. S. Fair 
Trade Law Hit as 
Assault on Consumer 


ANN ARBOR, MicuH., Nov. 11— 
A business administration profes- 
sor has lambasted proposed fed- 
eral “fair trade” legislation as “a 
direct assault on the interests of 
the consumer” being advanced by 
means of “subterfuge.” 

Writing in the November-De- 
cember Michigan Business Re- 
view, Prof. Clare E. Griffin of 
the University of Michigan’s busi- 
ness administration school says 
such legislation would “remove 
wholesaling and retailing from 
the area of price competition” 
and “eliminate competition on 
50% of the consumer dollar.” 


s Emphasizing the importance of 
competition both in production 
and distribution, Prof. Griffin as- 
serts, “When you make it pos- 
sible for a manufacturer to re- 
quire all retailers to sell a prod- 
uct at the same price, you have 
to that extent eliminated price 
competition between the retailers. 

“In this area, as in others,” he 
asserts, “sellers should be free 
to offer their goods on any basis 
that they desire. If some of them 
wish to offer the most complete 
service—convenience of location 
and the amenities that some con- 
sumers may want and be willing 
to pay for—they should be free to 
do that. If others wish to sell 
their products with a minimum 
of service and at the lowest pos- 
sible price, they should be able 
to do that and the consumer 
should have free choice between 
these alternatives.” 


s “Supporters of a federal ‘fair 
trade’ law know the public would 
not tolerate price fixing agree- 
ments among retail outlets,” the 


‘| writer charges, “and so they have 


tried to force the manufacturers 


j|to fix prices. The initiative for 


the establishment of such laws 
has not come from manufactur- 
ers. It is very doubtful if most 
|manufacturers desire such a law 
|. . .such lip service as some man- 
|ufacturers have given these 
\laws,” the professor asserted, “re- 
flects pressure from retailers.” 

He terms “subterfuge” efforts 
by proponents of the legislation 
to “make it appear that the law 
would protect the small against 
the big. 

“This is only superficially and 
occasionally true. . The price 
cutter may be small or he may 
be big. That is not the essence 
of the question. It is rather an 
effort to protect the established 
businesses against the newcom- 
a 


‘New York Times’ Editor 
Compiles Book of Boners 

For the past seven years, staff 
members of the New York Times 
have been informed and enter- 
tained by “Winners & Sinners,” a 
once-in-a-while bulletin reporting 
examples of good and bad writing 
gleaned from the pages of the 
Times. 

Theodore M. Bernstein, assistant 
managing editor of the Times, and 
author of “Winners & Sinners,” 
now has used this material as nu- 
cleus of a book on writing. “Watch 
Your Language” (Channel Press, 
Great Neck, N. Y., $3.95) also 
contains a glossary of troublesome 
words and phrases, plus other 
helpful information for anyone be- 
holden to the written word for pay 
or pleasure. 


Industrial Coatings to Copeland 

Industrial Coatings Corp., Chi- 
cago, has named Allan Copeland 
& Garnitz, Chicago, to handle its 
advertising. The company, which 
makes protective finishes for all 
types of metal tools, did not ad- 
vertise previously. 
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Once again, Sports Afield wins the in the 
sportsmen’s field! 


The ABC Publishers’ Statements for the first six 

months of 1958 pin down the facts: 

e Sports Afield delivered the biggest circulation. 

e Sports Afield delivered the lowest rate per page per 
thousand. 


Look at the figures and your choice is easy. Sports 
Afield—winner and still champion. 


SPORTS AFIELD  ..........1,015,052 
a 
Field & Stream............................-. 888,796 


SPORTS AFIELD 


A HEARST KEY MAGAZINE e 959 EIGHTH AVENUE e NEW YORK 19, N. Y. 
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OCTOBER 1958—BIGGEST MONTH IN OUR HISTORY! 
2,811,858 Lines of Paid Advertising—10% Gain 


NO GIMMICKS! NO “SPECIAL SECTIONS’! JUST GOOD SELLING COPY! 
Only papers on media records list showing gains for EVERY month in 1958 


STRIKE WHERE Biotic 
THE IRON IS HOT! 


‘TIMES-HERALD 


| hill, 


Advertising Age, November 17, 1958 


American Can Sets ‘Shock,’ 
Premium Drives for Milk 

American Can Co., New York, 
has initiated a direct mail cam- 
paign designed to shock consumers 
into awareness of their need for 
milk, and provide them with pre- 
mium incentives. A _ four-color, 
eight-page booklet, “Prevent Se- 
rious Family Health Problems,” is 
being mailed to 1,500,000 homes 
in the New York area and 200,000 
homes in the Washington, D. C., 
area. 

The booklet points out the ef- 


| fects of insufficient calcium, then 
|offers premiums in exchange for 
|Canco milk carton caps and cash. 


Compton Advertising is the Canco 


"agency. 


Prest-On Appoints Agency 

Prest-On Hee] Lift Co., Haver- 
Mass., manufacturer of re- 
placeable top-lifts, has appointed 
Advertising & Merchandising As- 
sociates, Boston, to handle its ad- 
vertising. 


achieve 
mutual success. 


43.3 average.* 


z W/7 1D.A_E* 


OH, BROTHER! 
CONGRATULATIONS 
TO US! 


No matter how we try, we can’t 
Cleo’s detachment about our 


Cleo goes with the People’s Choice, 
and in Kansas City that’s Channel IV... 
by Nielsen, and by a healthy margin. 


From our perch on Signal Hill we’re topping the 
market six ways from Sunday, with a whopping 


incidentally, ““The People’s Choice” is one of our 
heaviest winners. That’s why we’re stripping it at 
4:00 p.m., five days a week. There’s plenty more 
where this one comes from... WDAF-TV, Channel 
IV, that is...and Messrs. Harrington, Righter and 
Parsons are the people to see. 


*(See your latest K.C. Nielsen) 
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CHINESE SOUuPS—Chun King Sales 
Inc., Duluth, is advertising its two 
new Chinese frozen soups to the 
grocery trade with page ads in 
_Chain Store Age, Frozen Food Age, 
/Quick Frozen Foods and Super- 
market News. J. Walter Thompson 
Co., Chicago, is the agency. 


Chun King Will 
Market Two Chinese 


Frozen Soup Items 


DuLuTH, Minn., Nov. 11—Chun 
| King Sales Inc., maker of Oriental 
foods, is preparing to market two 
kinds of Chinese soups. The two 
soups—won ton and egg drop— 
| will be frozen and packed in cans. 

The soups are being advertised 
to the grocery trade through page 
ads in Chain Store Age, Frozen 
Food Age, Quick Frozen Foods and 
Supermarket News. As an intro- 
ductory offer, grocers may obtain 
a case of the soup free if they buy 
two cases at regular prices. 

Consumers may buy three cans 
of soup for 79¢ as an introductory 
incentive. The soup normally will 
retail for 39¢ a can. Under the deal, 
consumers may buy the third can 
| for 1¢. 

The soup will be advertised to- 
gether with other Chun King prod- 
|} ucts in consumer media in five or 
six months. J. Walter Thompson 
Co., Chicago, is the agency. 


s Chun King currently has limit- 
ed distribution for its new line of 
wild rice products. The company 
is marketing dry wild rice in 8 oz. 
| paper boxes, which retail for $1.39; 
a 10 oz. can of pre-cooked wild 
rice, which retails for 99¢, and a 
|14 oz. can of wild rice dressing, 
| which sells for 79¢. Consumers are 
‘offered 20¢ off on the latter two 
items. 
| An advertising campaign for the 
| wild rice has not yet been definite- 
| ly set, but ads in class and outdoor 
| magazines are planned for the near 
future. = 


|New Company Buys Three 
Suburban L.A. Newspapers 

The Glendora Press, Azusa 
| Herald and Foothill Advertiser in 
the outer suburban Los Angeles 
area have been sold by Frank Wis- 
ner to a new publishing company 
headed by Bert Stolpe, former 
promotion manager of the Des 
Moines Register & Tribune. 

Associated with Mr. Stolpe are 
Robert Beck, co-publisher of the 
Iowegian & Citizen, Centerville, 
Ia.; Paul Beck, of Palm Springs, 
Cal., and Harold Beck, of Ocean- 
side, Cal. The California Becks 
until recent years were owners of 
the Oceanside Blade-Tribune. 


Morlove Promotes Flint 

Sonia Flint, fashion coordinator 
of Morlove Inc., New York, blouse 
manufacturer, has been appointed 
director of advertising and pub- 
licity. Before joining the company 
in February she was with Maury, 
Lee & Marshall, New York agency. 
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Advertising Age, November 17, 1958 


40% of TV Ads 
Now Are Made in 
Hollywood: Cole 


HOLLyYwoop, Nov. 11—$50,000,- 
000 was spent for the production of 
tv commercials in the U. S. during 
1957, and Hollywood’s share, which 
is still growing, was 40% of that 
total, John Cole, West Coast direc- 
tor of commercial production for 
Sullivan, Stauffer, Colwell & 
Bayles, told members of the Holly- 
wood Advertising Club last week. 

He spoke as moderator of a pan- 
el discussing Hollywood’s expand- 
ing role in tv. 

Reviewing this expansion, Mr. 
Cole attributed it to these reasons: 
The swing from live to filmed 
commercials; the growth of Holly- 
wood as an origination point for 
big programs, with a consequent 
growth of a pool of talent and 
technicians; the entry of the ma- 
jor motion picture studios into tv; 
the great demand for star-spoken 
commercials; the “ephemeral” but 
tremendously important factor of 
craftsmanship, based on more than 
20 years of picture making. 


= Speaking as an _ independent 
film producer, Barney Carr, pres- 
ident of Cascade Pictures of Cal- 
ifornia, credited the swing of tv 
production to Hollywood to the 
mutual recognition of the “mar- 
riage” of the creative efforts of 
producers, agencies and clients. 

He recalled that in the early 
days of tv there were two kinds 
of producers. 


e The first was the producer who 
asserted tv was nothing more than 
motion pictures. His attitude was, 
“Give me the story board and 
leave.” The trouble with this, Mr. 
Carr said, was the producer did 
not understand advertising. 


e The second type of producer was 
the agency representative who 
said tv was only radio with pic- 
tures. His insistence and attention 
were centered on copy and neg- 
lected the impact of the visual. 


® Both of these conditions were 
deterrents to successful commer- 
cials, Mr. Carr said. However, as 
film producers have learned some- 
thing about advertising problems, 
and agencies and clients have rec- 
ognized the creative role of the 
producer, the present coordinated 
team of all three has resulted, he 
said. 


= Al Tennyson, vp in charge of 
radio, tv and commercial produc- 
tion, Kenyon & Eckhardt, said 
that more and more agencies are 
coming to Hollywood for commer- 
cials because regional differences 
in time and expense have become 
minor. 

Discussing the role of the agen- 
cy in the production of a commer- 
cial, he said one big contribution 
is the translation of the personality 
of the client. This background, he 
said, is important in the selection 
of such elements as the choice of 
sets, music and casts. + 


Greenway Heads Lever Ltd. 

H. Greenway will become presi- 
dent of Lever Bros. Ltd., Toronto, 
following retirement of C. A. Mas- 
sey from that position Dec. 31, aft- 
er 32 years with the company. 
Mr. Greenway will continue with 
his duties as marketing vp. 


National Insurance Appoints 

William F. Egan, formerly of the 
merchandising department of Kro- 
ger Co., has been appointed direc- 
tor of advertising, sales promotion 
and public relations of National 
Accident & Health Insurance Co. 
of Philadelphia. 


Ruben Offers Radio Series 

G. A. Ruben Productions, Indi- 
anapolis, is offering a new syndi- 
cated radio series entitled “Stran- 
ger than Science.” The programs 
are released as 15-minute strips 
with each tape incorporating two 
stories. Ruben Advertising Agen- 
cy, Indianapolis, is the agency. 


Promotion Managers Elect 
The Magazine Promotion Man- 
agers Group, New York, has named 


the following as officers for 1959: 
Wes Bailey, Good Housekeeping, 
president; Phil Ewald, The New 
Yorker, vp; Berta MacDonald, Har- 
per’s Bazaar, secretary, and Ray 
Winship, Fortune, treasurer. 


‘Direction’ Bows in January 
Direction, a magazine aimed at 
college students, will bow in Jan- 
uary with a controlled circulation 
of 250,000. Ad rates for the maga- 
zine, to be published five times 


annually, are based on $2,300 per 
b&w page. Publishers are at 336 E. 
43rd St., New York. 


Ted Bates Names Two 

Lucian R. Bloom, formerly me- 
dia manager of Cunningham & 
Walsh, has joined Ted Bates & Co., 
New York, as an assistant media 
supervisor. Shelley Hull, previous- 
ly with Henry Jaffe Enterprises, 
has joined the Hollywood Bates 
office as a production supervisor. 


Published Weekly Since 1886 —70 Continuous Years 


In Canada nearly 

every other one of your 

best customers reads 
Reader’s Digestor 

Sélection du Reader’s Digest 


& Sélection 


Oui! Au Canada presque 


ou Reader’s Digest 


a 


Sieseeses F 


un sur deux de vos 
meilleurs clients lit 
Selection du Reader’s Digest 


IN CANADA, YOU HAVE TO SAY IT BOTH WAYS! 


Selling in Canada is a two-language job. And the one 
publication that speaks both languages is Reader’s 
Digest, with separate editions in English and French. 


Most advertisers use both editions. 


Each month the Digest is read by one out of every 
three Canadian adults—including nearly every other 
person in families earning $7,000 a year or more... 
your best customers. The cost? Less-per-thousand 


English or French! 


230 Park Ave., New York City 
44 King St. W., Toronto 


circulation than any other Canadian publication, 


Canada’s best customers read the 


fReader’s Digest 


Prudential Plaza, Chicago 
1015 Beaver Hall Hill, Montreal 
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Griswold-Eshleman Adds 
Master Builders: Names VP 


Griswold-Eshleman Co., Cleve- fective Dec. 1. 


, mixtures for concrete and a divi-, struction publications, sales pro-| 
| sion of American-Marietta Co., ef-| motion and direct mail. 


Bayless-Kerr Co. Griswold-Eshleman 


land, has been named to handle|currently handles the account, elected David Skylar, senior ac- 


advertising for Master Builders which bills about $600,000 in ar- count executive and a group head, | 


Co., Cleveland, producer of ad- | |chitectural, engineering and con-|a vp. 


TNT Appoints John L. Beers 
John L. Beers, previously sales 
|promotion manager of Chrysler 


| Network Television, closed-circuit 
|tv company, New York. Mr. Beers, 
| whose headquarters will be in De- 
| troit, replaces Fred W. Davis, who 
| resigned. 


| Y&R Boosts Anderson 

Richard C. Anderson has been 

|}Mamed an associate media director 
of Young & Rubicam, Chicago. He 

| has been with the agency six 

| years. 


If you want to sell more household furnishings, go where every 
page is full of ideas that sell: Better Homes & Gardens, the family 
idea magazine. It’s impossible to leaf through any issue without 
finding hundreds of ideas that sell BH&G’s home-centered readers 
on going out to shop and then to buy. Five out of ten BH&G 
average-issue readers live where new furniture was bought during a 


one-year period—nearly 30% better than the nonreader record! 


Source: BH&G-Politz—12 Months’ Study, 1956 


Better Homes 


During the year 
1/3 of America reads 


-and Gardens 


also has| 


Corp., has been appointed manager | 
lof the central division of Theater 


THEN AND NOW—The shift from a scientific to a glamor approach in 
selling cosmetics over the past 50 years is demonstrated in these 
two ads from the Ladies’ Home Journal for Pond’s creams. The 
March 1913 ad (left) quotes a professor of dermatology. The current 
ad in the November issue quotes “exciting women in the world” 
with the new slogan, “She’s busy...yet she’s beautiful. She uses 
Pond’s.” The campaign, which marks the first four-color series for 
Pond’s cold cream, is also running in Life, Photoplay and True Story. 
J. Walter Thompson Co. is the agency. 


Wrisley Names Bertrand 

Eugene F. Bertrand, formerly 
with Owens-Illinois Co., has been 
named president and director of 
sales of Allen B. Wrisley Co., Chi- 
cago. He succeeds Wrisley B. Ole- 
son, now chairman of the board. 
Mr. Bertrand has also been 
elected a vp of Purex Corp., parent 
company of Wrisley. 


Ryle Leaves Transitads 

Joseph D. Ryle, president of Na- 
tional Transitads since 1955, has 
resigned and will join Thomas J. 
Deegan Jr., New York, public re- 
lations consultant, as exec vp. His 
successor at National Transitads 
has not been named. 


‘Aero/Space’ Names Ball 

John Ball Jr. has been appointed 
director of public relations of the 
Institute of the Aeronautical Sci- 
ences and western representative 
of Aero/Space Engineering, the 
institute’s official monthly publi- 
cation. Mr. Ball was formerly re- 
gional advertising manager of 
American Aviation Publications. 


Sears Opens Coast Units 

Sears, Roebuck & Co., Chicago, 
has opened two new department 
stores in Southern California, 
bringing the total number of 
Sears stores in the U.S. to 731. 
The units are located at El Monte 
and Hayward. 
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PLACE | SHOW 


6 AM—6 PM, 


August-September, 1958 24.5 


16.0 10.5 


HOOPER 
7 AM—6 PM, 
August-September, 1958 


49.8 


12.3 8.8 


TRENDEX 
7 AM—6 PM, 
August, 1958 


51.1 


13.1 10.8 


OTHER McLENDON STATIONS 


KLIF-KFJZ, Dallas-Fort Worth; 


Texas Triangle Office -2104 Jackson, Dallas 


IN THE WINNER'S CIRCLE 


KILT, Houston; KAKI, San 
Antonio; KEEL, Shreveport 


represented by John Blair & Co. 
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‘Business Week’ | 
Editors See Good 
Times Ahead in 1959 


CuicaGo, Oct. 11—Industrial ad- 
men who turned out in record 
numbers for a National Industrial 
Advertisers Assn. Chicago chapter 
luncheon yesterday were reward- 
ed with large servings of happy 
prognostication about the 1959 
economy. 

Serving it up was a panel of five 
Business Week editors, each of 
whom took a turn at the crystal 
ball. Four of them pronounced the 
future generally bright, with many 
industry segments equaling or 
surpassing their 1955 records. 

One editor, however, perceiving 
some clouds over the marketing 
quarter and continued turbulence 
over Detroit and its car-size di- 
lemma, was only very cautiously 
optimistic. 


® The market generally should 
start to look really good in the 
second or third quarter of next 
year and look even better as the 
year wears on, as Murray J. Ros- 
sant, senior vp and money and 
credit editor of Business Week, 
saw it. 

Consumer credit, he said, can 
easily sustain a 6,000,000-car year 
in 1959. And business spending 
will increase more sharply than 
might be expected, he prophesied. 

He also forecast 1,200,000 to 1,- 
300,000 housing starts in 1959, 
stemming from a fairly good mort- 
gage market situation. Mr. Ros- 
sant’s one dark feeling was that 
the demand for houses is a bit 
weak. He said he feels it might 
require a good price to sell houses 
next year. 


= Equally optimistic was Clark R. 
Pace, business outlook editor of 
Business Week, who sees dispos- 
able personal income rising to new 
heights next year. He bases this on 
expectations of more overtime 
work, more employment, more 
consumer debt eliminated and an 
emergence of timid savings. 

He foresaw an average gross na- 
tional product next year of $465 
billion and sees a_ 6,000,000-car 
year, excluding foreign cars. 

Mr. Pace doubted that either | 
auto or home sales in 1959 will 
equal their attainments of 1955. 
He also believes machinery will 
move more slowly next year than 
in 1955. 

The biggest single blemish on 
an otherwise bright picture, he 
said, is the uncertainty of the 
money and credit situation. 


= Inflation is the only big appre- 
hension about the immediate fu- 
ture harbored by George B. Bry- 
ant, Business Week’s Washington 
editor, who saw an otherwise pros- 
perous year ahead. He believes in- 
flation will rise sharply in the 
second or third quarter of 1959, 
spurred on in some measure by 
newly elected strongly Democratic 
Congress. 

Because of this Democratic ma- 
jority, Mr. Bryant forecast greater 
government spending, particularly 
for construction, lower interest 
rates, a bigger voice for labor in 
government and some new farm 
legislation. He said the new Con- 
gress won’t “run away” to the left, 
but will “drift” to the left. 

The coalition of southern Demo- 
crats and conservative Republi- 
cans, he believes, is now badly 
weakened and lacks about eight 
Senate votes of being an effective 
block against the Democratic ma- 
jority. 


a The least optimistic of the ed- 
itors was Richard L. Waddell, 
Business Week’s marketing editor, 
who saw continued recovery from 
the recession but at a rate mark- 
edly slower than that foreseen by 
the others, 


He believes car sales will be); territorial status should have any | 


$000,000 and siggeste small cars|, Prognostication summarizer ani| METROPOLITAN CEDAR RAPIDS 


will continue to hurt Detroit to the| panel moderator was Kenneth 8 d (LINN OOUNTY) 


point that further serious consid-| Kramer, managing editor of Busi- 


eration to small car production| ness Week, who declared, “Busi- lowa’s 


will be made. He nominated Chev-| ness is good; it’s getting better. It 
rolet as the car most likely to de-| will be good mext week, next 


velop a small brother first. month and next year.” # Market! 


While 1959 will see a lot of re- lation 
covery, it will still be a selective "Western Marine’ Adds Two ° . Grleantee 
recovery, making that yearatough| Walter J. Masterson Jr., one- @ in 
one for marketing men, Mr. Wad-| time ad manager of Yachting, and . 
dell said. Harry Becker, magazine represent- 


As f keting itself, he pre-| ative in the South, have joined id (5) +t 
aida tat the ee an the Hater Mine baie sate Che Eedur Rupids Gazette 


marketing concept will continue|ad representatives. Mr. Masterson 


to grow and expand. will cover the New York-North Circulation Over 63,000 Daily, 65,000 Sunday 
In answer to a question about/Atlantic area, Mr. Becker the FULL ROP COLOR SEVEN DAYS A WEEK 
Alaska, Mr. Waddell said he saw| Southeast and Gulf area including Represented by THE ALLEN-KLAPP Company 


no reason why the change in its| Texas. 


SOMETHING MISSING 


.. LIKE CALIFORNIA (/7HOUT 


THE BILLION-DOLLAR 
VALLEY OF THE BEES 


/ Actually, total effective buying income of more than $2.9 billion j vd S 


/ More effective buying income than Dallas and Fort Worth 
metropolitan areas combined 


¢ Not covered by San Francisco and Los Angeles newspapers 


ALL THIS AT LOW RATES! In the newspaper field only Mc- 


Clatchy gives national advertisers three types of discounts 
... bulk, frequency and a combined bulk-frequency. Check 


O’Mara & Ormsbee for details. 
Data source: Sales Management’s 1958 Copyrighted Survey 


MCCLATCHY NEWSPAPERS ) 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 
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Put your finger on the 


Fastest'Growing Area 
in the Nation! 


This means the San Jose Metropolitan Area, FIRST in rate of 
growth since 1950... 

Population up 85.2% _ Retail sales up 130% 
Manufacturing employment up 83.2% 

If your sales target includes the West, make full use of the San 
Jose Mercury and News . . . purchased by nearly 3 out of 4 
who buy a major newspaper in the San Jose Metropolitan Area. 


*Sources: U.S. Census, SRDS, ABC, California 
Dept. of Employment & Sales Management. 


TOBAY— send for these two outstanding reports 
on Santa Clara County, California and its major 
newspaper, the San Jose Mercury and News: 
“UP AND COMING BILLION DOLLAR RETAIL SALES MARKET” 
and “WEW INDUSTRY SPEAKS”. 


Greater San Jose Chamber of Commerce 
Department 3, San Jose, California 


Call your Ridder-Johns 
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Retailers Want Displays That Build 
Total Sales, Leigh Tells L.A. Admen 


Los ANGELES, Nov. 11—To- 
day, when there are more good 
displays offered to retailers than 
there are places to put them, the 
company that succeeds in getting 
its displays up in stores must sat- 
isfactorily answer the question: 
“What's in it for me?” 

The intensity of the competition 
for display space for a manufac- 
turer’s point of purchase material 
is indicated by the fact that last 
year Safeway Stores was offered 
more than 1.000 storewide display 
installations. 

So asserted N. J. Leigh, chair- 
man of the board of Einson-Free- 
man Co., speaking before the Ad- 
vertising Club of Los Angeles last 
week. 

As a result, said Mr. Leigh, 
Safeway and other “sophisticated” 


DO THE JOB RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY, YOU NEED 


COURIER-POST 


—_— eas 


puny shovel to shame. 
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One swoop of that mighty scoop would put our friend's 
It's no use knowing what you 
want to do if you haven't the proper tools to do it. 


Want the right tools to unearth a sales-ripe market? 
Take a look, then, at the local newspapers in Camden 
and Trenton, the rich “other half” of industrial Dela- 
ware Valley U.S.A. Over here, smart national adver- 
tisers take BIG sales scoops regularly, advertising in 
two trusted New Jersey newspapers, the TRENTON 
TIMES and the CAMDEN COURIER-POST. 
fine dailies, which you can buy together or independ- 
ently, your advertising will hit (1) a concentrated au- 
dience; (2} a local audience; (3) an audience with 
money (average income per family: over $7500). Buy 
these strong dailies separately or together. 
cally, and you "hit ‘em where they live!" 


In these 


Sell lo- 


IT PAYS TO CROSS THE DELAWARE 


GQ 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


ep t lly by GEORGE A. McDEVITT CO., INCORPORATED 
NEW YORK © CHICAGO © PHILADELPHIA © DETROIT © LOS ANGELES 


retailers now have a basic first 
question when any display mate- 
rial is offered them: “Is it a switch 
sale or a make sale display?” 


@ The switch sale is defined as 
one that attempts to sell the su- 
periority of a single product. In 
effect it does not sell more mer- 
chandise, it merely switches the 
consumer from one product to an- 
other. On the other hand, a make 
sale display helps make extra sales 
by suggesting related items, or it 
trades up a purchase to a better 
quality or to a larger unit of sale. 
Any retailer is interested in the 
latter type of display, Mr. Leigh 
declared. 

Cited as examples of the two 
types were: A breakfast cereal 
display that shows a cutaway box 
revealing an inner wrap of wax 
paper, a box and outer wrap of 
cellophane to prove it stays fresh. 
This is a switch sale display and 
will not be used. 

A breakfast cereal display that 
has appetite appeal and shows 
fresh strawberries on it (sold in 
the produce department) and 
cream pouring over it (sold in the 
dairy department). This is a make 
sale display and may be used. 


s As the number of available dis- 
plays increases, and the resistance 
of retailers to displays which do 
not take their problems into ac- 
count increases, the salesman’s 
job of getting displays up becomes 
tougher unless they have the right 
tools, Mr. Leigh said. One result 
of this is the reluctance of the 
salesman to press for display 
space. This reluctance can be 
overcome, when the salesman is 
given the answer to “What’s in it 
for me?” This calls for displays 
with a built-in answer. 

When the retailer is provided 
with a display that has value to 
him, he will accept it when a prop- 
er presentation is made, Mr. Leigh 
said. # 


Ofters New Unit Rate ° 

Western Construction, San Fran- 
cisco, is offering a new rate struc- 
ture for vertical one-third pages 
for advertisers using full pages 
who want to list their western 
distributors in a second advertise- 
ment. The vertical third column 
opposite the full page will be sub- 
ject to a one-third discount off 
the basic b&w rate. Western Con- 
struction is also offering a catalog 
insert section in its January, 1959, 
equipment directory issue. 


Four Join Norman, Craig 

Four new account executives 
have been named by Norman, 
Craig & Kummel, New York, as 
part of an expansion program. 
They are Thomas F. Swan, former- 
ly with William Esty Co.; Martin 
Rokeach, previously sales manager 
of W.S. Grant Co.; Henry L. Hay- 
den, formerly exec vp of Buchan- 
an & Co., and Donald H. Stone, 
previously a copywriter at Ted 
Bates & Co. 


Walsh to Move Offices 

Walsh Advertising Co. and its 
associated companies will move its 
Toronto offices on Jan. 1 to the 
Carlton Tower Bldg. at Carlton 
and Yonge Sts. The move will co- 
incide with the agency’s 30th an- 
niversary. 


Leech Adds Two Accounts 
Leech Advertising Co., Cleve- 
land, has been appointed to han- 
dle advertising and promotion for 
Jung Products Inc., Cincinnati. 
Crown Rubber Co., Fremont, O., 
also has named Leech its adver- 
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Today it’s no more daring to color your hair than to change your lipstick. 


For happy results, know what to do yourself and what to leave to experts 


hat you want to know about 


The changes you can make with temporary color are 
not drastic changes, but they can do wonderful things for 
your appearance. Temporary rinses, color sprays and 
color shampoos (which coat the hair with a transparent 
sheet of color) do a natural-looking job of brightening 
and adding high lights to “mousy” hair or of toning down 
too brassy locks. They can make hair that’s starting to go 
gray newly flattering and can often be used to touch up 
permanently colored hair between salon visits. 


When you want a complete color change from brown 
to blonde, from blonde to brunette, from gray to light 
brown, permanent coloring or bleaching is called for. To- 
day’s permanent or durable colorings are variously called 
tints, oil tints, color shampoos. Bleaches are often called 
“hair lighteners.” How successful you will be at using these 
products yourself depends on your skill with your hair, 
your patience, your willingness to follow directions to the 
letter. If you’re planning a radical change, it’s best to 
entrust permanent coloring — certainly the first time — 
to a trained beautician who understands exactly how tex- 
ture, porosity and general condition of the hair will affect 
results. Unlike temporary colorings, permanent tints pene- 
trate the hair shaft, and actually deposit pigments in some- 
what the same way as natural color. Bleaches take away 
natural color rapidly or gradually, depending on how 
strong they are and how long they are left on. 


To find the color that is right for you, remember: 

e Color cards at cosmetic counters show the shades as they 
would turn out on absolutely white hair. 

e To intensify natural color, choose a temporary color 
one to two shades deeper than your own hair tone; use 
copper, bronze or auburn shades to add red high lights, 
gold shades for golden high lights, and ash blonde, plati- 
num or steel gray shades to tone down brassy hair. 

e To get the effect you want with permanent tints, choose 
a color that looks two shades lighter on the color card. 

e You can make the most of gray hair with tempcrary 
rinses — light platinum or pearly to add sparkle and tone 
down yellow streaks without adding color, darker to add 
soft, smoky overtones — or you can disguise it with a per- 
manent color. If you tint, don’t try to duplicate your origi- 
nal shade. Complexion tones change with the years and 
lighter, softer hair tones are usually more flattering. 

e Remember that bleaching is a progressive process. To 
go from very dark to platinum blonde, for instance, hair 
goes through successive stages of brown, red and gold. The 
“gradual lighteners” (applications can be repeated up to 
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six times) are a safe and simple do-it-yourself way for nat- 
ural blondes or brownettes to avoid a “faded” look. 

e Remember too that not everyone has the complexion to 
become a successful blonde. If your skin is olive-toned or 
sallow, don’t try to be a silver blonde. You'll need a tint 
with warmer tones — such as auburn or warm brown. 


Must you be a slave to colored hair? Depends on what 
you consider “slavery.” If you take for granted a weekly 
shampoo and set, a weekly manicure, a permanent at regu- 
lar intervals, you won't be alarmed by the grooming ‘needs 
of tinted hair. Temporary colorings ordinarily take only a 
few minutes to apply, but most must be repeated with each 
shampoo. A permanent tint may add as much as an hour 
to the shampooing process and may need to be touched up 
at the roots every three to five weeks. Bleaching can take 
up to two hours per application; a brunette may need to be 
retouched at the roots in ten days to two weeks. 


————— 


Do you care for colored hair differently ? General care 
is the same, but it should be a little more tender. Faithful ' 
brushing with a not-too-stiff brush, regular shampooing 1 
with a mild shampoo are recommended. Don’t overuse hair q 
sprays — too many coatings may dull colored hair. Do pro- 
tect colored hair from sun and salt water. Both can cause 
streaking or fading. 
If you give yourself a permanent, choose one that is 

gentle strength, with a separate neutralizer, and be sure to Bae 
take a test curl and follow directions exactly. The reason: 
Coloring hair makes it more porous and this causes a per- 
manent to take faster. If a test curl seems frizzy, discon- 
tinue the permanent until conditioning treatments have 
made it look and feel more natural. Never try to tint and 
permanent simultaneously. For best results, have your per- 
manent a week or more before you plan to color. 


Will coloring hurt your hair? Properly used, no. In fact, 
women with fine, flyaway hair often find that permanent 
coloring after a time gives their hair more body. This is 
because using permanent tints and bleaches eventually 
causes the hair shaft to swell. Coarse hair, on the other 
hand, may need regular cream rinses to keep it smooth and 
silky. Frizzy, hard-to-manage hair may be improved in 
texture by temporary color rinses in cream-base solu- 
tion, which helps tame it. 


This article is continued on another page in October 
McCall’s. Only part of it is reproduced here. 


What you want to know about hair coloring 
is typical of McCall’s informative and authorita- 
tive approach. Based on a great deal of research, 
the article provides answers to the many ques- 
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tions women ask about the various ways in which 
they can change their hair color. Here, as always, 


the editorial presentation is easy to read, easy to TURN, PLEASE 
understand—and easy to follow. ‘ 
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PONE arin, _ BY STEP =a 
get © qreregiy ao fascinate, comm paren wh 
metas Siren nem toa perfect MAKE-UP 


Peo cand ah cy & ng hatin fale 0 fw math 


Reprinted from March 1958 McCall's 


FROM FIRST STEP TO LAST, mccairs 
Good Looks Editor, Miriam Gibson French, 
spells out the important interrelationship of the various 
products essential to a perfect make-up. 
For Mrs. French has found that when a woman 
knows how to use beauty products, she uses them—and 
when she uses them, she becomes a repeat customer. 


Proof that McCall’s works—drugs and toiletries 
advertisers spent more than $2,500,000 in McCall’s 
during the first six months of 1958. 


Be. 
5 


lupstick 
makes the final fill-in. Be sure 
| you've carried it well in on 


* 
. O 14) dd t lower lip—and even surer that 
U 6) LON (or powder base), there’s none smeared on your teeth. 


S thy 


| on a clean face, is step one and very important. Its purpose: to give skin Then take a final check 
an even glow of color (choose yours one shade darker than skin tone), in the mirror—and behold 
to keep make-up on longer, to veil skin flaws or lines. the perfectly made-up face 


Stipple it sparingly on forehead, lids, nose, cheeks, chin; 
blend it with fingertips. Tricky spot: around eyes. Make sure 
foundation comes up to meet lower lashes, covers entire upper lid. 
For a natural look, carry it right to hairline, fade it off on neck. 
Smooth off any excess with fingers; too much base makes powder cake 


| MeCalls 


The magazine of Togetherness... circulation now more than 5,300,000 
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Advertising Age, November 17, 1958 


Ulcer Gives Adman 
Economic Insight in 


‘Twist of Lemon’ 


New York, Nov. 11—Edward 
Stephens, account executive at 
Dancer - Fitzgerald - Sample, has 
written at least a portion of his 
autobiography into his newly- 
published book, “A Twist of Lem- 
on” (Doubleday & Co., New York, 
$3.95). 

Scott Willoughby, the novel’s 
hero, is an ex-navy man, who 
puts his master’s degree from 
Northwestern into his pocket and 
heads for Madison Ave. and a 
career in advertising; this is es- 
sentially the background of Mr. 
Stephens. 

Mr. Willoughby skyrockets from 
a lowly job in the research de- 
partment at Temple & MacPherson 
to become one of the youngest ac- 
count supervisors on ad row. He 
lives through a dame-infested ca- 
reer, filled with a ruthless struggle 
for advancement in the agency and 
a peptic ulcer which forces him 
to chew stomach mints and aspir- 
ins like peanuts and drink his 
scotch with milk. 


s The novel is a detailed account 
of the life and times of Mr. Wil- 
loughby and of his advertising 
career. The author does not “at- 
tack” the advertising business, 
but he does have a peeve against 
the advertising trade press. 

Mr. Willoughby’s career, it 
seems, is grist for the trade press 
mill, but unfortunately they botch 
it up. “The trade press acquitted 
itself admirably,” Mr. Stephens 
writes, “rising to the full extent 
of its mediocrity, getting lots of 
facts, getting some of them 
straight, and presenting them all 
in the manner of a _ top-flight 
high school newspaper.” 

Scott Willoughby sees advertis- 
ing as an honorable profession 
which rewards the hard workers 
and befuddles those who think 
that having “contacts” is the only 
route to the top. 

“George felt that ambition was 
only good in an abstract sense, 
like altruism and one hundred 
per cent honesty,” the author 
says of the ne’er-do-well in the 
agency. “It was something to be 
talked about, described, read 
about and thought about, but 
never displayed. It had an air of 
indecency about it.” 


s Scott’s work on the Moniter & 
Betts soap account (the author 
is an account executive on the 
Procter & Gamble account) earns 
him rapid advancement, but un- 
fortunately the speedy rise leaves 
him a bit giddy, and his ambi- 
tion begins working overtime. 
His objective: 

“One solid idea with a memor- 
able twist, one that would set 
Madison Ave. on its ear .. . If 
the Avenue liked your campaign 
and the public didn’t then there 
was something wrong with the 
public, but if Madison Ave. didn’t 
like your campaign, the public 
could go broke buying your prod- 
uct and the Avenue would say it 
was because the product was a 
natural anyway or the package 
design was outstanding or may- 
be the moon was just right... .” 

Ignoring the advice of a num- 
ber of level-headed co-workers, 
Scott tries to engineer the ac- 
ceptance of his campaign by the 
client over an admittedly super- 
ior one by a younger account ex- 
ecutive. And ignoring further ad- 
vice from his doctor and his 
current mistress, he drives himself 
even harder. 


= Eventually, Gen. Horace Tem- 
ple, the agency president, and an 
ulcer catch up to him in rapid 
succession. The latter event is 
reported on Page 1 of ADVERTISING 


Ace under the headline, “Wil- 
loughby Perforates!” 

While recovering from his ill- 
ness, Scott sees the error of his 
ways, and realizes that sales fig- 
ures are really the measure of a 
campaign’s success. 

“Sales figures, of course,” 
agrees a former agency vp, who 
had tutored Scott before ambi- 
tion overpowered his good judg- 
ment. “Not talk. Not the trade 
press, which can rarely tell a 
good ad from a bad one inside of 
five years after the fact. 

“Not the gossip along Madison 
Ave. You can create a stir among 
admen and leave the thinking 
public—which we both know is 
most of the real public—unfazed. 
You can make ads that the sec- 
retaries think are cute or your 
wife thinks are great and some 
columnist in ADVERTISING AGE 
thinks are ‘refreshing departures’ 
but that don’t sell soap. . . Only 
when you see the sales figures 
can you estimate the success of 
your campaign.” # 


ADVERTISING 
BLOCKBUSTERS! 


Blockbuster promotions have become the biggest—most 
exciting—news in food and grocery merchandising! 
16,500 food promotions now account for almost 
$500,000,000 in food advertising! 


4x 
Mes 


Here is your biggest year-round source of revenue! And 
here is another reason for using Food Field Reporter. 


Beyond any other it is the one publication that focuses 
its editorial content on advertising and promotions. It 
is the publication that food men quote, reprint, carry 
into plans meetings and use in their field selling! 


FOOD FIELD REPORTER 
708 Third Avenue, New York 17, NeW. 


nt EP 


$ 


men! 


Blazing another Petersen 
Publishing Company success story 
in the big market of outdoor 


There’s something about owning 
a gun that causes a man to spend 
money...important money. 
That’s the kind of sportsman 
Guns and Ammo has dead- 
centered in its sights. He has a 
varied personality — hunter, 
collector, target expert, shell 
reloader. And only Guns & Ammo 
devotes major editorial space to 
all four key categories of gun 
interest. That’s why the reader of 
Guns and Ammo isa clay 

pigeon for your sales message. 
For hair-trigger results... 
unlimber your biggest guns in 
the March-April issue of 

Guns and Ammo. Published 
bi-monthly, closes December 3. 
For rate card and sample copy, 
call or write the nearest office of 
Petersen Publishing Company: 


LOS ANGELES 28, Calif. 
5959 Hollywood Blvd. 

HOllywood 2.3261 

DETROIT 26, Michigan 


738 Book Bldg. 
WOodward 3-8245 


NEW YORK 17, New York 
17 East 48th Street 

PLaza 1-6690 

CHICAGO 1, Illinois 

360 North Michigan Ave. 

FRanklin 2-6067 

CLEVELAND 15, Ohio 


834 Schofield Bldg. 
MAin 1-1139 


AMERICA’S NUMBER 1 GUN MAGAZINE IN NEWSSTAND SALES! 
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If you want to sell more floor coverings, go where every page 
is full of ideas that sell: Better Homes & Gardens, the family idea 
magazine. Issue after issue is crammed with ideas that make readers 
dissatisfied with what they have, eager for what they see in BH&G. 
To wit:—Nearly 3 out of 10 BH&G average-issue readers live in 
households that purchased new floor covering in a one-year period, 
compared with only 2 out of 10 nonreaders. 


During the year 
1/3 of America reads 


Source: BH&G-Politz 12-Months’ Study, 1956 


oe 
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Along the Media Path 


e Life reports that it is closing 
the gap against last year’s pre- 
recession figures in both pages 
and revenue. In August, Life 
says, its ad pages were only 71% 
of 1957 for the same month; in 
September, 76%; in October, 88%, 
and in November about 89%. Life 
expects December this year to 
equal last year’s number of ad 
pages. 


e U. S. News & World Report 
has released its “Research Re- 
port No. 81,” which gives informa- 
tion on the occupations of its 
subscribers. Of its total circula- 
tion, U. S. News finds, 78.5% 
goes to managerial people. Copies 
of the report are available from 
William E. Robertson Jr., direc- 
tor of marketing & research, 


“Hold it, chief, 
the latest figure is...” 


Now for the first time: WJRT brings you 
a single-station TV wrap-up of the mid- 


Michigan market —1,969,200 consumers 


New York 


strong. Complete facilities and services, too, 


including ABC primary affiliation and strong 
local live and film programming. Look into 
the new efficient way to sell the big mid- 
Michigan market, with grade ‘‘A” coverage 


of Flint, Lansing, Saginaw and Bay City. 


SDN aig Mea RA <4, Bp ge — ee 


wy 


“T know, Ponsonby, I know 
..- 1,969,200!” 


Represented by 
HARRINGTON, RIGHTER & PARSONS, INC. 


Chicago « Detroit 
Boston « San Francisco « Atlanta 


cnanneuf ? FLINT 


|U. S. News, 45 Rockefeller Plaza, 
| New York. 


e In celebration of its first birth- 
day, WYDE, Birmingham, Ala., 
delivered birthday cakes to 300 
major Birmingham clients. Models 
accompanied by station salesmen 
delivered the cakes. 


e KMOX, St. Louis, plans to 
build a new building. The 15,500 
sq. ft. contemporary building will 
be located at Hampton and Wise 
Aves. in west central St. Louis. 


e Western Family, in its Novem- 
ber issue, ties in with Southern 
California-Southern Counties Gas 
Companies to promote the Kitch- 
en of the Year. A photo of the 
kitchen is featured on the maga- 
zine’s cover. The kitchen itself is 
open to the public at Los Angeles’ 
Farmers Market. 


e The New York Times has em- 
barked on a campaign to stimu- 
late vacation travel and to pro- 
mote its own resort and travel 
pages. Ads will run in 27 news- 
papers, including 22 in New York 
and suburbs, and in newspapers 
in Boston, Philadelphia and Chica- 
go. Radio spots will also be used. 


e The Atlanta Journal & Con- 
stitution published its largest 
single issue on Oct. 26 with its 
“Face of Georgia” edition. The 
issue ran to 232 pages plus the 
magazine and comics. The issue 
carried 32,000” of advertising. 


e An Italian publisher will pro- 
duce a monthly edition of Missiles 
& Rockets under an arrangement 
with American Aviation Publica- 
tions. The new magazine will be 
published by Dr. Giuseppe Stifani, 
who has been publishing an avia- 
tion publication. Dr. Stifani will 
be allowed to select and trans- 
late articles from Missiles & Rock- 
ets for his monthly, Missili e Razzi. 
It will be published in Milan. 


e Sports Illustrated plans four 
special regional boat show editions 
designed to coincide with major 
boat shows. The regional dates will 
be Jan. 5, West Coast; Jan. 19, East 
Coast; Feb. 9, Midwest, and Feb. 
23, West Coast. The coinciding boat 
show dates are Los Angeles, Jan. 
9-18; New York, Jan. 16-25; Chi- 
cago, Feb. 6-15, and San Francisco, 
Feb. 27-March 8. 


e Hardware World, San Francisco, 
plans a “Welcome Alaskan Market” 
issue for February. 


e The Times of Havana, a twice- 
weekly afternoon English-lan- 
guage newspaper, has added a 
Saturday edition, thus becoming 
a thrice-weekly newspaper. 


e The entire editorial content of 
Newsweek will be recorded week- 
ly by American Printing House for 
the Blind, 1839 Frankfort Ave., 
Louisville 6, beginning Jan. 5. 
The sets of four records will be 
shipped each Thursday to blind 
individuals and to schools and 
circulating libraries. The News- 
week Talking Magazine Fund for 
the Blind is asking for contribu- 
tions to help defray costs, which 
are $3.50 for one set each week 
and $182 a year. Contributions 
should be sent direct to the 
American Printing House, in 
Louisville. 


e On Dec. 5, the New York 
Herald Tribune’s European edi- 
tion will include a special supple- 
ment, for overseas distribution, 
on the Port of Chicago. The sup- 
plement will be designed to help 
Chicago area businesses promote 
their facilities to European ex- 
porters. The Bishop Co. 29 E, 
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Springborn Moore 
PUBLISHER’S AWARD—Everett V. K. Schutt, Central Hudson Gas & 
Electric Corp., receives the Industrial & Commercial Achievement 
Award presented annually by the American Gas Assn. and sponsored 
by Moore Publishing Co. Presenting the award is James H. Moore 
Jr., president of Moore; the others are H. W. Springborn, editorial 
director of Gas Age, and Harold O. Andrew, editor of Industrial Gas. 


Madison St., Chicago, has been 
appointed to represent and pro- 
duce the supplement. 


e The Saturday Evening Post 
presented its new editorial film 
“Showdown at Ulcer Gulch” for 
the first time on Nov. il to ad 
executives in New York. The 
film is described as an “adult 
eastern.” 


e Department of New Laurels 

The November issue of Mecani- 
ca Popular established new rec- 
ords for both linage and revenue. 
Ad linage exceeded the previous 
high for the month by 19%, and 
revenue was up by 32%, the pub- 
lication reports. 

Seventeen’s presentation, “The 
Seventeen Road to Department 
Store Sales,” was awarded first 
prize in the graphics division, 
sales promotion, of the 1958 Na- 
tional Visual Presentation Assn. 
competition. 

Reader’s Digest reports its No- 
vember issue is its largest ever 
published. The issue has 268 
pages, including 774 pages of ad- 
vertising. Ad volume is more than 
$2,640,000, the Digest says. The 
previous record of 68 pages of 
advertising was set in April of 
this year. The Digest for the first 
11 months of the year is 10% 
ahead of last year in pages and 
20% ahead in revenue. 

WRCA-TV, New York, says that 


Schutt Andrew 


the most successful period in the 
station’s history. Billings were up 
14% over the first three quarters 
of this year, compared with the 
same period in 1957. 

The New York Times reports 
that it set mew records for both 
advertising and circulation in 
October—the biggest month in 
the newspaper’s business history. 
5,213,957 lines of advertising 
were carried by the Times in 
October, a gain of 559,352 over 
October of 1957 and of 44,435 
lines over the previous record 
month of November 1956. The 
five-day weekday average circu- 
lation was 681,510, a gain of 33,- 
627 over October 1957. The Sun- 
day average for October was l1,- 
320,984, an increase of 40,473 over 
the same month in 1957. 

KETV, Omaha, achieved the 
best sales record in October in 
its 13-month history, the station 
announces. October sales repre- 
sented a 43% increase over the pre- 
vious high month of March. 

Daily News Record linage hit 
an alltime high in October, Fair- 
child Publications reports, topping 
all other months in the 66 years 
of the publication’s history. About 
670,000 lines of display advertis- 
ing were carried in October, com- 


pared to 645,051 in October, 1956, | 


the previous’ record - breaking 
month. The Record announced 
its “break-through” with a spread 


the first nine months of 1958 were! in its Nov. 3 edition. # 


NOW! 


FORT LAUDERDALE 


ABC City Zone Population 


114,477 


FORT LAUDERDALE NEWS 


REPRESENTED BY: 


Burke, Kuipers & Mahoney Inc. 


Publishers’ 


Representatives 


of Florida 


The Modern 


Hospital 


FIVE ways to be sure this 
is the TOP MAGAZINE for 
TOP MANAGEMENT 


1. Advertising Agencies who know business magazines best prefer THE MODERN HOSPITAL 


Industrial Marketing publishes annually a list of the advertising agencies placing the 
most space in all business and professional magazines. Of the top 25 agencies in 1957, 
20 used space in one or more hospital magazines. Here is the record: 


- Agencies No. of Popes Used Exclusive 
agazine Using Space Accounts n Each Pages 
THE MODERN HOSPITAL 60 390.3 214.0 
Hospitals (24 issues) 26 180.5 22.5 
Hospital Management 16 106.0 6.0 


2. Advertisers who know business magazines best prefer THE MODERN HOSPITAL 


Associated Business Publications publishes annually a list of leading advertisers. Of 
the top 100 in 1957—those who used the most space in all business and professional 
magazines—36 used one or more of the three national magazines of hospital admin- 


istration. Here is the record: 


Magazine 
THE MODERN HOSPITAL 
Hospitals (24 issues) 
Hospital Management 


3. Hospital market advertisers 
prefer THE MODERN HOSPITAL 


For forty-five years The Mopern Hosprra 
has carried far more advertising than any 
comparable magazine — issue by issue and 
year by year. Here is the record of the three 
national magazines of hospital administra- 
tion for the first seven months of 1958: 


No. Pages 

Magazine Advertising 
THE MODERN HOSPITAL 1006 
Hospitals (24 issues) 848 
Hospital Management 490 


4. People who know hospital magazines 
best prefer THE MODERN HOSPITAL 


Classified advertising in hospital magazines 
is used mainly by hospitals in search of ad- 
ministrative and executive personnel, and 
by hospital administrators and executives in 
search of hospital employment. Classified 
advertising is sold, therefore, to the people 
who know hospital magazines best; it is sold 
without personal solicitation; its only value 


The Modern Hospital Publishing Co., Inc. 


919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


Pages Used Exclusive Exclusive 
in Each Advertisers Pages 
325.83 12 91.83 
302.25 2 7.00 
168.00 2 6.00 


is in immediate, direct response. For all the 
years records have been maintained, The 
Mopern Hospirav has carried by far the 
most classified advertising in the field. Here 
is the 1957 record: 


Classified 

Magazine (lines) 
THE MODERN HOSPITAL 14,008 
Hospitals (24 issues) 9,344 
Hospital Management 2,443 


5. More Hospital people want 
THE MODERN HOSPITAL 


Alone among hospital magazines, The Mop- 
ERN HosprTav maintains a wholly voluntary, 
inducement-free paid circulation. Nearly 
25,000 copies of other magazines reach hos- 
pital people each month by virtue of associa- 
tion membership or by special inducement 
circulation methods involving special pre- 
mium offers or drastically reduced prices. 
Despite this, The Mopern Hosprrat main- 
tains the evidence of “wantedness” inherent 
in a totally inducement-free paid circulation 
of more than 15,000—with a wholly induce- 
ment-free subscription renewal in excess of 
80%. 


- publications of 
FW. OODGE f 

_ CORPORATION 

' 

| ily a = Sie 


File your hospital catalog here 


Since 1919 Hosprra Purcuasinc Fitz has served hospitals. 
Here your catalog of products hospitals use will be filed, 
indexed for easy reference, distributed to every hospital of 
twenty beds or more, and retained for reference when prod- 
ucts are being considered and purchases made. Hospitals 
come here to buy —and your catalog filed here makes it 


easy for hospitals to buy from you. 


Exclusive catalog sales representatives, The Modern Hospital Publishing Co., Inc. 
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A ELLE IRI Be Sem 


Wilkey 


Amberg Wheatley 

FRIENDLY—The St. Louis Globe-Democrat and its publisher, Richard 
H. Amberg, were featured in a special program over KMOX-TV in 
honor of the newspaper’s award for outstanding community service 
given by the University of Missouri’s school of journalism to a 
member of the Inland Daily Press Assn. With Mr. Amberg on the 
program were Gene Wilkey, the station’s general manager, and Park- 

er Wheatley, KMOX-TV’s director of public affairs. 


CIRCULATION 
NOW WORE THAW 
5 300 000 


The magazine of Jagetherness 


edited for you and your family 


FLEXIBLE—This 202x106’ McCall’s spectacular in New York has a 

changeable 12240’ copy panel with 17” plastic letters furnished by 

Wagner Sign Service, Chicago. The display was erected by General 
Outdoor Advertising Co. 


Warner 


AT EASE—At the Hot Springs meeting of the Assn. of Oats Co.; Reg Roome, Underwood Corp.; James Bar- 
ton, Paper-Mate Co., and Ray Weber, Swift & Co. 


National Advertisers were Peter Warner, Quaker 


Margules Needham Hall 


EXECUTIVES MEET—Among the admen attending the Assn. of National Advertisers meet- 
ing were Sy Margules, Western Union Telegraph Co.; Bill Needham, Hewitt-Robins Murphy, Shell Oil Co.; Edward Kletter, Pharmaceuticals Inc.; Gene Murphy and 
Inc.; Jim Stitt, Dixie Cup Co.; Tom Hall, Fostoria Glass Co.; John Carr, Owens-Illinois 


Advertising Age, November 17, 1958 


Hills Anderson Susskind 
TOLEDO 4A’s—~Marty Schippers, United Airlines hos- 
tess, settled on the title “Miss Media” rather than 
acceding to individual pleas at the east central re- 
gion convention of the American Assn. of Advertis- 
ing Agencies in Toledo (AA, Nov. 10). The media 


Schippers Scott Newmyer 
advocates are Robert F. Hills, The Saturday Eve- 
ning Post; R. E. Anderson, Batten, Barton, Durstine 
& Osborn, Detroit; David Susskind, Talent Associ- 
ates, New York; Howard Scott, Outdoor Advertising 
Inc., and LeRoy F. Newmyer, Toledo Blade & Times. 


— 


Spruill ieee —* 4 ’ ‘ 
FOUR A’S HEADS—Carvel Nelson, Compton Advertising, Portland, has ’ hikday — eatin i i 
been elected chairman of the board of governors of the Oregon ’ 
council, American Assn. of Advertising Agencies. Other officers are 
Adolph Bloch, Adolph Bloch Advertising Agency, vice-chairman, 
and William A. Montgomery, Richard G. Montgomery & Associates, 
secretary-treasurer. T. Bryce Spruill, Botsford, Constantine & Gard- 

ner, is a board member. 


DEFINITION—“Love Is Giving’”’ is the 

merchandising theme to be promot- 

ed in 1959 by Official Valentine’s i. 

Day Council, New York. Shown s 
here is the 1959 poster. 


wes 


QLD CRAND-DAD WHISKEY 


~Te 


<= ~ eeee 


AD MEDIUM—This photo postcard was popular around the turn of the 

century—and no one objected to advertising on personal corres- 

pondence, according to National Distillers Products Co. This post 
card was mailed by a Kentucky traveler in 1913. 


Barton Weber 


Carr Schmitt KohIman B. Murphy Kletter G. Murphy Karle Bowden 


Glass Co.; Bill Schmitt, Sun Oil Co.; Clem Kohlman, American Cyanamid Co.; Bill 


C. Bowden, Minneapolis-Honeywell Regulator Co.; Pete Karle, W. A. Sheaffer Pen Co. 
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In the choice of advertising media it is important to select a medium that will deliver your sales ammunition to the most profitable sales target with maxi- 
mum consumer impact. Competition for attention to an advertising message is understandably keenest in the nation’s richest markets—New York, Chicago 
and Philadelphia—where the family coverage of General Magazines, Syndicated Sunday Supplements, Radio and TV thins out. In these far-above-average 
markets, which account for 18% of total U. S. Retail Sales, there is no substitute for FIRST 3 MARKETS ' saturating 62% COVERAGE of all families. In addi. 
tion, busy cash registers in the six states adjacent to the 3 markets ring up 29¢ out of every U. S. Retail Sales $1.00. FIRST 3 MARKETS GROUP concen- 
trates the bulk of nearly 6,000,000 circulation within these 6 states to deliver 47% coverage of all families. To make your advertising sell more where more is 
sold . . . it’s FIRST 3 FIRST! _ the group with the Sunday Punch 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


Rotogravure . Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 + Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4,-Calif., 155 Montgomery Street, GArfield 1-7946 +» Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-855? 
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Sell LOUISVILLE* for all it’s worth! 


°75 Million in Bridges to 
Link Louisville Metro Area 


Louisville, Ky.-Two new bridges across the Ohio 
River at Louisville have been approved by the Federal 
Bureau of Public Roads and construction is expected to 
start sometime next year. 

The new spans will further 
integrate the Metropolitan 
Louisville area which consists 
of Jefferson County, Ky., and 
Clark and Floyd Counties in 
Indiana. Both will be six-lane 
toll-free bridges. 

One bridge, linking Louisville 
with New Albany, Indiana, will 
cost an estimated $31,000,000 
and will be built under super- 
vision of Indiana’s Highway 
Department. The Louisville- 
Jeffersonville bridge and its approaches will cost an 
estimated $44,000,000 and built under supervision of 
Kentucky's Highway Department. 

Once completed, the two new bridges will help 
accommodate the swelling tide of traffic — commuter 
and transient—traversing the Ohio River to and from 
Louisville. 


KENTUCKY 


*A major, mid-western industrial market in the Ohio 
River Valley—the Ruhr of America—where one news- 
paper combination reaches 99% of the people. 


Che Courier-Zournal 
THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION ® 313,034 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Supreme Court Won't! 
Revive Reynolds Ad 
‘Death Cause’ Suit 


WASHINGTON, Nov. 11—The Su- 
preme Court has refused to re- 
instate an action by a woman who 
blames cigaret advertising for her 
husband’s death. 

The attack on R. J. Reynolds To- 
bacco Co. had been instituted by 
Mrs. Eva Cooper, a widow, who 
claimed her husband, Joseph, died 
from lung cancer because he be- 
lieved “false” health claims for 
Camels. 

Federal district courts dismissed 
the case for lack of proof after 
Reynolds denied making false 
claims. The suit originally was 
filed in the superior court of Suf- 
folk County, Mass., and reached 
the Supreme Court from the U.S. 


district court in Boston. + Crayter 


RCA Sales, Earnings Dip 


Sales and earnings are down for 
Radio Corp. of America, New 
York. The company and its do- 
mestic subsidiaries have reported 
sales of $834,753,000 for the first 
nine months of this year, com- 
pared with $853,667,000 in the 


Barton, Durstine & Osborn 


P “nr ee et . eae 
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Peterson Irvin VandeVate 


ANTARCTIC PROVED—Ray-Ban sun glasses are perfect for outdoor wear 
whether its in sub-zero weather or summertime is the theme of the 
1959 campaign for Bausch & Lomb Optical Co. Here, with point of 
purchase and advertising materials, are R. L. VandeVate, ad man- 
ager; Bill Irvin, advertising and sales promotion, and Russell Cray- 
tor, Ray-Ban sales manager, of B&L, and I. L. Peterson of Batten, 
, agency for the sun glasses. 


corresponding 1957 period. Net) 
profit for the first nine months of | Munferd Co. Adds Two 

"58 plummeted to $19,798,000, American Trade Magazines, 
against $28,320,000 for the corre-| Chicago, publisher of American 
sponding period of '57. Earnings| Drycleaner and American Laun- 
per share of common stock were| dry Digest, has appointed James 
$1.26 for this year, compared with|E. Munferd Co., South Pasadena 


| Fare for its roller chains, 
|conveyor chains, sprockets, flexi- 
| ble couplings and other products. 
| Kirkgasser-Drew, Chicago, former- 
| ly handled the account. 


$1.87 in °57. Third quarter sales 
picked up somewhat for a total of 
$292,199,000 this year, against 
$288,677,000 last. Third quarter 
earnings were $6,254,000 in 1958 
and $8,009,000 in the same 1957 
period. 


and San Francisco, as its West Wunderman, Ricotta Adds Two 
Coast representative. Wunderman, Ricotta & Kline, 
New York, has been appointed to 

LaGrange & Garrison Adds 1 | handle advertising for Harry N. 
Diamond Chain Co., Indianapo-| Abrams Inc., New York publisher, 
lis, has appointed LaGrange & Gar-| and the new Natural History Book 
rison, Indianapolis, to handle ad-| Club, New York. 


. .. particularly in the field of advertising, when 
close deadlines demand that your instructions be 
quickly understood. The five experienced service 
men at P&A are most efficient in the technique 
of keeping complex orders moving smoothly. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, STEREOTYPES, MATS, R. O. P. 
COLOR MATS, THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 


believe that 


a good product is no better than a good service man 
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Watkins Takes Top 
Honors in Chicago 
Copywriter Awards 


Cuicaco, Nov. 11—Wallace R.| 
Watkins, Foote, Cone & Belding 
was named Copywriter of the 
Year last week at the Chicago 
Copywriters Club’s annual spot- 
light dinner. 

In addition, 20 “Golden 30” 
awards, three gold ribbons and 46 
blue ribbon awards were pre- 
sented in the club’s second annual 
copywriters’ competition. 

The club’s awards are based on 
a total score for five examples of 
copy entered by each competing 
copywriter. Each piece of copy is 
given a score ranging from zero 
(rough translation: “lousy”) to 
nine (“theoretically perfect”) by 
the judges. The scores are aver- 
aged and added, and the copywrit- 
ers receiving a total of 30 or more 
(an average of six-—“excellent” 
—or more for each ad submitted) 
get into the Golden 30 classifica- 
tion. The top scorer is Copywriter 
of the Year. 


s Tatham-Laird copywriters 
copped the most Golden 30 awards, 
with five winning the honor. They 
are Harry Barnhart, Harry Kinzie, 
Nancy Larson, Cyril J. Mullen and 
Fred W. Tamke. Foote, Cone & 
Belding followed with four—Myr- 
na McCauley, William Sandlo, 
Charles B. Shank and Wallace R. 
Watkins. The three winners from 
J. Walter Thompson Co. were 
Arlene Cullen, Rudy Perz and 
Bill Rega. Ed McAuliff and Phil 
Young represented Needham, 
Louis & Brorby. Other winners 
were Jack Baxter, Creative House, 
club president; Jerome M. Cowle, 
Leo Burnett Co.; Frances Ken- 
nedy, Dancer-Fitzgerald-Sample; 
Betty Geiger, Edward H. Weiss & 
Co.; Barbara Sodt, Chicago Trib- 
une (for classified ads), and Tom 
Whitehead, George H. Hartman 
Co. 

Gold ribbons were awarded to 
Myrna McCauley, FC&B, for a 
Kotex booklet, “Now You Are 10,” 
judged the printed piece of the 
year; to Rudy Perz, JWT, for a 
7-Up series judged the tv com- 
mercial of the year, and to Wal- 
lace Watkins, FC&B, for a bank 
ad, “The Man Who Cheated Infla- 
tion,” rated the print ad of the 
year. 

The blue ribbons were awarded 
for individual ads which rated 
excellent or better but with a 
total for the five entries of less 
than 30. # 


Purex Buys Puhl Products, 
Maker of Little Bo-Peep 

Purex Corp. has bought John 
Puhl Products Co., Chicago. Both 
companies are manufacturers of 
household cleaning agents but with 
plants and distribution in different 
parts of the country. A joint an- 
nouncement said that the buy 
“grew out of recognition that na- 
tional distribution is essential .. . 
in the household cleaning field, 
since it is only then that selling 
and local and regional advertising 
ean be supported by national ad- 
vertising.”’ 

Puhl will continue as a separate 
division. Stanley H. Kord, Puhl 
president, has been elected a Pur- 
ex vp. Roche, Rickerd & Cleary, 
Chicago, will continue to handle 
advertising for Puhl, manufacturer 
of Little Bo-Peep household am- 
monia, Little Boy Blue bluing and 
Fleecy White laundry bleach. 
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“Western Family’ Reduces Base 

Western Family, which a year 
| ago went from free distribution 
through grocery stores to a cover 
‘price, has announced it was “over- 
| optimistic” in thinking it could 
|guarantee a 1,350,000 circulation, 
and reduced its base to 1,000,000 
net paid, effective with the Novem- 
ber, 1958, issue. Advertising rates 
will be adjusted accordingly. Net 
paid circulation for the first six 
months of 1958 averaged 1,162,156. 


Engel Gets 3 Accounts 

Albert H. Bromann Jr. Inc., 
Schiller Park, Ill., manufacturer 
of commercial refrigeration equip- 
ment; Quadrangle Mfg. Co., Chi- 
cago, maker of incandescent light- 
ing equipment, and Nepo Mfg. 
Co., Chicago, manufacturer of 
street lighting equipment, have 
named Engel Advertising, Chicago, 
to handle their advertising. The 
companies previously were direct 
advertisers. 
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GREATER MONTREAL c: 3: 

ee 
SALES RATIO ae 1.97 
is Bigger in Canada yee i 
THAN ALL THE FOLLOWING Partiond fre. oe 
_ united stares 43, 79% 
COMBINED RETAIL SALES 


UNITED STATES 


GREATER MONTREAL MARKET = - - -- - - 13 86% 
LA PRESSE 


DAILY AND ROTOGRAVURE 


U.S. REPRESENTATIVES: SHANNON & ASSOCIATES INC. 


Source: Sales Management's 1959 


Cary oF Caps Sous HEAD OFFICE: MONTREAL, CANADA 


Steubenville- 
Wheeling 


Joplin, Mo. 


the goods for you. 


Shaw to Enyart & Rose 

Monroe Shaw, formerly a rep- 
resentative of graphic arts com- 
panies and an advertising-mar- 
keting consultant, has been 
appointed vp in charge of the new 
account development department 
of Enyart & Rose Advertising, Los 
Angeles. 


i honncr-Tompel Multi- : 
Market Merchandising in 170 4 


Select any program or announcements from these 
Friendly Group stations—wstv- 
KODE-TV on a 13-week budget—and our exclusive 
“Shopper-Topper” merchandising service is yours 
at no extra cost in the important Steubenville- 
Wheeling, Central West Virginia and Joplin mar- 
kets. In these three rich markets—with combined 
food sales of $167,562,000—only these stations of- 
fer advertisers this unique merchandising support. 
Find out today how “Shopper-Topper” can move 


WSTV-TV WBOY-TV 


CHANNEL 9 « STEUBENVILLE-WHEELING « CBS-ABC 


Rod Gibson, Nat'l Sis. Mgr. » 52 Vanderbilt Ave., New York * 211 Smithfield St., Pittsburgh. * *Copyright applied for 


additional aj 
cost — 


Be 


The Shopper-Topper* Merchandising Plan guarantees: 

e in-store displays, placement of point-of-sale material, shelf 
stocking, checks on prices, exposure and activity of major 
competitors, obtaining comments from stores—in 170 high- 
volume supermarkets 

e merchandising activity report every 13 weeks to advertis- 
ers and agencies 

© complete direct mail service 

e product highlighting on popular local shows, including live 
demonstration 

For more details ask for our new “Shopper-Topper” brochure 


KODE-TV 


CHANNEL 12 « JOPLIN, MO. « CBS 


TV, WBOY-TV or 


CHANNEL 12 © CLARKSBURG, W. VA. « NBC 
Members of The Friendly Group Represented by Avery-Knodel, Inc. 
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Badillo Gets Rice Account handle advertising of its Spanish, 
The California Rice Growers| brand, Arroz Sello Rojo (Red Seal | 
Assn., Sacramento, has appointed| Rice), to the Spanish-language | 


Publicidad Badillo, New York, to! market in the US. 


; ; SEEING DOUBLE—This double billboard, displayed by Westinghouse 
Nothing So Expensive Broadcasting Co., promotes Westinghouse-owned KDKA-TV, Pitts- 
as an Unread Ad | 


burgh, a CBS affiliate. Featured is the new Fort Pitt Bridge, current- 
Here Type Can iS, Save You | General Mills Names Two | operation with Dr. Gove Laybourn, 


| ly under construction across the Monongahela at the apex of Pitts- 
burgh’s Golden Triangle. 

Fred Frevert, formerly account | new coordinator of marketing re- 

UNDSC research manager of J. Walter search services. At the same time, 

J. M.B HO, INC., Advertising Typographers | Thompson Co., New York, has been | James Bueide, formerly in charge 

180 North Wabash Ave. * RAndolph 6-7292 * Chicago | named coordinator of marketing, of the consumer survey section, 


research surveys of General Mills,| was appointed product research 
| Minneapolis. He will work in co-| manager for cereals and flour. 


A few weeks ago on network television, VIDEOTAPE and NTA’S TELESTUDIOS did it again. Top 
talent Louis Nye came on as only Louis Nye can... came on great for Noxzema Instant Shaving 
Lather. And that’s the way the creative doers at D. C..5. & S. planned it. They called for and got all the 
impact of a live commercial to integrate with a live network program. Just as important, they knew 
they had it days before the commercial ever went on the air. That’s because they got it with VIDEOTAPE 
at TELESTUDIOS. Time saving, dollar saving, live quality — nothing less would do for Doherty, 
Clifford, Steers and Shenfield, Inc. Nothing less can do for you. That’s why TELESTUDIOS’ top manage- 
ment personally supervises every VIDEOTAPE “take”. That’s why so many key producers, such as Robert 
Nathe of D.C.S. &S. look fondly toward tape at TELESTUDIOS for commercials, pilots and programs. 


It’s a clear case of live at first sight with VIDEOTAPE at NT’S TRLE STU DIOS, INC. 


1481 Broadway, New York, N. ¥, LOngacre 3-6333 


Live 
at first 
sight 


Noxzen 


Instant 
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Lorillard Tells 
SEC of Plans for 
Heavy Promotion 


WasHINGTON, Nov. 11—P. Loril- 
lard Co., New York, told the Se- 
curities & Exchange Commission 
last week that it expects to use pro- 
ceeds of a $64,850,000 stock issue 
as a fund to help finance its ex- 
panding role in the cigaret busi- 
ness. 

A prospectus filed under the 

regulations of the commission ex- 
plains that the company has had 
to borrow heavily in the past in 
order to finance purchases of to- 
bacco, which must be aged for at 
least two years before it can be 
used. 
In the past 18 months Loril- 
lard Fas introduced new brands 
and revamped old ones. With 
Kents in particular scoring heavily 
with the smoking public, Loril- 
lard has moved up to the point 
where its brands now account for 
11.1% of all cigaret sales, the 
prospectus reports. “All the com- 
pany’s products are sold in a 
highly competitive market,” Lor- 
illard observes, “so its principal 
brands, particularly Kents, Old 
Golds and Newports, are inten- 
sively advertised and promoted. 
Advertising and sales promotion 
expenses have been substantial,” 
the prospectus says. “And the pol- 
icy of the company is to continue 
substantial expenditures for these 
purposes.” 


@ Statistics printed in the pros- 
pectus point up the spurt that has 
taken place as a result of the 
renovation which Lorillard brands 
have had in the past 18 months. 

From $253,900,000 in 1953, Lor- 
illard’s net sales slumped to $203,- 
300,000 for 1956 and its earnings 
from $7,200,000 to $4,300,000. In 
the same period, sales, advertis- 
ing and administrative expense 
were about $33,000,000 a year. 

For nine months of 1957, net 
sales were only $190,900,000, but 
with the introduction of revamped 
Kents, Old Golds and Newports 
in the late part of the year, sales 
for the year as a whole reached 
$293,400,000. Selling, advertising 
and administrative expense for 
nine months was $28,200,000, with 
an additional $11,500,000 for the 
final quarter. 


= For three quarters of 1958, net 
sales were $353,200,000, up $162,- 
300,000 over the comparable pe- 
riod a year ago. Sales, advertising 
and administrative expense went 
from $28,200,000 in nine months 
of 1957 to $44,500,000 for nine 
months of 1958, but net earnings 
went from $5,100,000 to $44,500,- 
000. 

Where Lorillard products ac- 
counted for 5.1% for the cigarets 
sold in 1956 and 5.7% in the first 
eight months of 1957, they repre- 
sented 11.1% of all cigarets sold 
in the same period this year. Kent 
rocketed from 5.8 billion individ- 
ual cigarets sold in early 1957 to 


,|24 billion this year, and the Kent 


share of the cigaret market ad- 
vanced from 1.9% in eight months 
of 1957 to 7.7% this year. 

The prospectus says Kent, orig- 
inally introduced in 1954, met 
“almost immediate” consumer re- 
sponse when the laboratories came 
up in early 1957 with a version 
with “even less” tar and nicotine. 


'| They made further progress when 


the crushproof box was introduced 
in June, 1957, so that sales for 
nine months of 1958 were three 
and a half times the same period 
of 1957. Despite reduction of the 
list price from $10.80 per thou- 
sand (including $4 federal tax) to 
$9 per thousand, including tax, 
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ity, the prospectus said. 

| 
= Kent, with sales up from 2.7) 
billion individual cigarets in 1955) 
to 24 billion for eight months of 
1958, represented more than two 
thirds of Lorillard’s volume. While 
figures were not supplied for New- 
port and for other smaller brands, 
Old Gold represented about 90% 
of the remainder. 

Old Gold sales had been drop- 
ping from 23.9 billion cigarets in 
1953 to 15.6 billion in 1957 when 
the new line of Old Gold straights 
in regular and long size was in- 
troduced in December, the com- 
pany reported. Old Gold sales 
were 8.8 billion units for eight 
months of 1958 compared with 11 
billion in the same period a year| 
ago, but the prospectus claims Old 
Gold’s sales have been showing 
moderate gains since the addition | 
of the spun filter this year. Old 
Golds are listed at $8.45 per thou-| 
sand (regular), $8.90 per thousand | 
(long) and $9 per thousand (fil-| 
ter), all including the $4 federal | 
tax. 

The report claims Newports have 
become a “substantial volume} 
brand” registering “continuing| 
gains” since it was tested in Cal-| 
ifornia in February, 1957, and in- 
troduced nationally under the! 
“hint of mint” slogan in Septem- 
ber, 1957. But it does not reveal 
figures. Newports, either king-size 
or in crushproof box, were also 
priced at $9 per thousand, includ-} 


there has been no change in qual-| Employes Buy Stock hese are key employes of the|uary, 1957. York, as a radio-tv account execu- 
Maurice Clements has sold his|magazine. Mr. Clements, who tive in the program department. 
49% common stock interest in| founded the publication, made it| Hotchkiss Joins D-F-S Mr. Hotchkiss formerly operated 


ing the $4 federal tax. 


# The report shows total cigaret| 
unit sales have climbed from 401 
billion in 1954 to 442 billion in| 
1957. For the comparable eight- 
month periods in 1957 and 1958, 
industry sales are reported as| 
300.8 billion and 310.9 billion in 
1957 and 1958, respectively. Lor- 
illard brands were reported rang- 
ing from 27.8 billion cigarets in 
1953 downward to 21.6 billion in 
1956. After amounting to only 17.3 
billion for eight months of 1957, 
they surged in the last four 
months to a total of 31.8 billion for 
the year. For eight months of 1958) 
they were reported as 34.3 billion, 
already well ahead of total unit 
sales for 12 months of 1957. + 


Coleman Co. Names Myers; 
Miller to New Ad Posts 

Coleman Co., Wichita, Kan., ap- 
pliance manufacturer, has ap- 
pointed L. Brady Myers advertis- 
ing and sales promotion manager 
of the heating and air condition- 
ing division. He formerly was as- 
sistant under Robert H. Lowe, di- 
rector of advertising, who has 
been named general manager of 
the mobile home heating division. 

James E. Miller, also an assist- 
ant under Mr. Lowe, has been ad- 
vanced to advertising and sales 
promotion manager of the heating 
products division. 


Hallmark Enters Europe 
Hallmark Cards Inc., Kansas 
City, has established a British 
subsidiary to produce and distrib- 
ute greeting cards in Europe and 
the Middle East. Willard D. Kal- 
horn, who has been with Hall- 
mark for 22 years, will be manag- 
ing director of the British company. 


it type 

IN SECONDS!) 
Tens of thousands of artists, | 
ad men, printers, editors and 
students have discovered the | 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct .. . only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN, 
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Electronic Technician, New York, | possible for the employes to obtain! Charles Hotchkiss has joined |his own marketing company in San 
to the publishing company. Stock-/| 51% of the common stock in Jan- Dancer-Fitzgerald-Sample, New| Francisco. 
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* SAN DIEGO: A BIGGER MARKET 


4 
With 1957 food store sales totaling $270,689,000.00 
the San Diego market ranks 20th among the nation’s 280 Metropolitan County Areas... 


bigger than — 
SEATTLE, WASHINGTON ..... $266,075,000 ATLANTA, GEORGIA ....... + $262,234,000 
DALLAS, TEXAS ........... $262,676,000 PORTLAND, OREGON ........- $257,423,000 


Sell San Diego — at lowest cost per sale — through The San Diego Union 
and Evening Tribune. Combined daily circulation: 202,242! 84.4% readership — unduplicated. 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO A.B .C READERSHIP FIGURE: 1957 FACTS CONSOLIDATED, 


he San Diego Union - AVENING /RIBUNE 


‘fe 
The Ring Cp of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — 
and Greater Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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MARC BOMSE 


IT PAYS TO 
CALL IN A 
BUSINESS SUIT 
WHEN YOU 
CALL ON A 
BUSINESSMAN 


When an executive seeks 


counsel, or opens his mind to 
persuasion, he considers the 
source. And he knows that 
Business Week — edited for 
management only, drawing 
on the world’s most extensive 
business-information 
resources — has only one 
editorial purpose: to help the 
management man in his 
business. Your own best 
customers and prospects will 
tell you it is the “most 


useful” of all general-business 
or news magazines. And, 
after all, don’t you usually 
find that the best salesmen 
you know are the most 
helpful salesmen? 


aser 
ae ape OF Nee hel 


YOU ADVERTISE IN 
BUSINESS WEEK 
WHEN YOU 

WANT TO INFLUENCE 
MANAGEMENT MEN 


A McGraw-Hill Magazine 
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SHERATON 


HOTEL RESERVATIONS 
Coast to Coast in the U.S.A. and in Canada 


Call any of these numbers: 
WEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-7171 
CHICAGO —Whitehall 4-4100 SAN FRANCISCO—EXbrook 2-8600 
DETROIT —WOodward 1-8000 PHILADELPHIA—LOcust 8-3300 


4-second electronic RESERVATRON or Direct-Line Teletype 


in these ond other principal cities give you fast free room reserva- 
tions in 38 cities, coast to coast in the U.S.A. and in Canada. 


\ 
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We're giad to see you! 


F 


SHERATON HOTELS 


NEW YORK SPRINGFIELD, Moss. 
BOSTON ALBANY 
WASHINGTON ROCHESTER 
PITTSBURGH BUFFALO 
BALTIMORE SYRACUSE 
PHILADELPHIA BINGHAMTON, N.Y. 
PROVIDENCE (Opens early 1959! 
ATLANTIC CITY MOBILE, Alo 
MIDWESTERN Div. 
CHICAGO AUSTIN 
DETROIT AKRON 
CINCINNATI INDIANAPOLUS 
ST. LOUIS FRENCH LICK, Ind. 
OMAHA RAPID CITY, S. D. 
LOUISVILLE SIOUX CITY, lowe 
DAUAS SIOUX FALLS, S. D. 
(Opens eorly 1959) CEDAR RAPIDS, lowa 
PACIFIC Div. 
SAN FRANCISCO PORTLAND, Oregon 
LOS ANGELES (Opens foli 1959) 
PASADENA 
CANADIAN Div. 
MONTREAL NIAGARA FALLS, Ont, 
TORONTO HAMILTON, Ont. 


Advertising Age, November 17, 1958 


P.0.'s New Plan 


Shaves Foreign 
Mail Rate Boosts 


WASHINGTON, Nov. 11—Postmas- 
ter General Arthur Summerfield 
has settled for new internation- 
al second class mail rates which 
are substantially scaled down from 
the drastic increases which were 
proposed last summer. 

Under the plan circulated last 
July (AA, July 21) the department 
planned to put international mail 
on a “break even” basis, by rais- 
ing rates for newspapers and 
periodicals more than 100% in 
most instances. Total cost to pub- 
lishers would have been about 
$3,500,000. 

The State Department joined 
publishers in protesting the in- 
creases and participated in con- 


=~, ~Aly™. i 
Workers atop the new $342 million BISSELL CARPET SWEEPER 
COMPANY plant . . . built on 42 acres, to be completed in the 
spring. Bissell’s sales for the first half of 1958 are up 250% 
over last year. 


fi ite... = Le , pet ae 
Aerial view of AMERICAN MOTORS’ Grand Rapids Kelvinator 
plant where $1 million expansion program is now underway. All 
Kelvinator, Leonard and ABC appliances will now be manvu- 


factured in Grand Rapids in a giant consolidation program, 


et 


Architect's drawing of the new $2 million facility of LEAR, Inc. . . . 
for the development and manufacture of ultra-precision gyros and 
electronic equipment for aircraft and missiles. Employing 3,000 
workers in Grand Rapids. Lear has a record backlog of orders 
totalling $65 million. 


ROP Color Daily « 


MORNIN 


National Representatives 


Booth Michigan Newspapers 


Business is Expanding 
in Grand Rapids, Michigan 


Bissell . . . Kelvinator . . . Lear, Inc.: Three 
concrete examples of the business and indus- 
trial expansion now taking place in growing 
Grand Rapids. This type of expansion means 
more and better jobs, greater payrolls, more 
purchasing power for Grand Rapids citizens— 
in short, a far more productive market for 


national advertisers. 


But capital improvements in the form of new 
factories are not the whole story of growth in 
Grand Rapids. This is a market where building 
permits for the past two months are up 13% 
over last year. Here bank deposits are up $8 
million over last year . . . postal receipts up 
$85,000 . . . and effective buying income is 
now $6,310 per family, 6.6% above the 


national average. 


Cover this growing market with a campaign 
in both Grand Rapids newspapers—and reach, 
as a bonus, 52% of all families in the 23- 
county West Michigan market. 


Source: SMSBP 1958; G. R. Chamber of Commerce 


SATURATION COVERAGE...ONE LOW RATE 


100% family coverage 
of the Grand Rapids City 
Zone and 63% coverage 
of the Retail Trading Zone 
is now possible through the 
combined circulations of 
The Grand Rapids Morn- 
ing Herald and Evening 
Press. And this coverage is 
available at one low rate 
—50c per line. 


168,538 circulation 


Combined Morning & Evening (ABC 3-31-58) 


Split Run Copy Accepted 


THE GRAND RAPIDS PRESS 
EVENING 


THE GRAND RAPIDS HERALD 


G*> SUNDAY 


SAWYER-FERGUSON-WALKER COMPANY, 


INC. 


| ferences with postal rate-making 
| officials to explain the vital role 


which newspapers and magazines 
play in making friends for the 
U.S. abroad. 


s New international rates now 
announced, effective Jan. 1, repre- 
sent an average increase of 8% to 
destinations other than Latin 
America or Canada. Increases to 
Latin America average 12.5%. 
Revisions to Canada involve little 
or no increase for daily news- 
papers, but increases of as much 
as 57.5% for magazines and 
weekly newspapers. They are ex- 
pected to yield about $1,500,000 
in new revenue for the depart- 
ment. 

Postmaster General Summer- 
field reported last week that the 
department agrees that it should 
avoid rate increases which would 
hinder circulation of U.S. publi- 
cations abroad. Under the rates 
just adopted postal officials esti- 
mate costs of handling second 
class international mail will ex- 
ceed revenue by about $2,000,000, 
but there are reports here that 
the State Department will join 
the Post Office in asking Congress 
to authorize continued handling of 
international second class mail on 
a subsidized basis. 


® Under the plan circulated by 
the department last July, rates to 
countries other than Latin Amer- 
ica or Canada would have gone 
from 12.5¢ per pound (2¢ for the 
first two ounces and 1.5¢ for each 
additional 2 ounces) to 18¢ per 
pound (4¢ for the first two ounces, 
2¢ for each additional two ounces). 
The compromise calls for 13.5¢ 
per pound (3¢ for the first two 
ounces, and 1.5¢ for each addi- 
tional two ounces), an increase of 
1¢. 

To Latin America, where the 
existing rate is the eighth zone 
domestic pound rate plus one 
third, the cost would have gone 
from an average of 7.5¢ per pound 
for publications with 50% adver- 
tising to 13.5¢. The new rate will 
be 9¢ per pound, regardless of 
advertising content (2¢ for the 
first two ounces and 1¢ for each 
additional two ounces). 


= Increases for magazines going 
into Canada were particularly 
sharp because weekly publica- 
tions, including magazines, have 
been going to Canada under a 
special rate of 4¢ per pound (l¢ 
for each four ounces), while daily 
newspapers have been paying the 
domestic eighth zone pound rate, 
averaging 5.5¢ per pound for 
publications with a 50% advertis- 
ing content. Under the new ar- 
rangement all publications will 
pay the domestic sixth zone pound 
rate. 

As these rates are to increase 
in three stages during the next 
three years under the postal rate 
adjustment law passed by Con- 
gress last summer, the net differ- 
ence for magazines with 50% 
advertising content is estimated 
as an increase of 22.5% on Jan. l, 
37.5% by Jan. 1, 1960, and 57.5% 
when the third adjustment goes 
into effect Jan. 1, 1961. 


s Meanwhile, the use of the sixth 
zone rate would represent an 
average reduction of 10.9% for 
daily newspapers with 50% ad- 
vertising content when the new 
rate is effective Jan. 1, 1959, a 
restoration to existing rate levels 
when the second stage adjustment 
goes into effect Jan. 1, 1960, and a 
new increase of 14.5% when the 
third adjustment takes place Jan. 
1, 1961. 

The department’s original plan 
involved increases totaling $8,- 
000,000 for publications, books and 
printed matter. Book increases 
have also been scaled down from 
50% to 8% for nations other than 
Latin American nations and 
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As the bwig 1 is bent... 


“EP he contre & Lionel train today 
he'll cantrol his life tomorrow ' 


TWIG BENDING—Lionel Corp. plugs the psychological value of toy 

trains in this spread in Parents’ Magazine in November, Life, Dec. 1, 

and Look, Nov. 25. Grey Advertising Agency, New York, is the 
agency. 


| “Chicago Daily News’ Sets 
Back Movie Ad Deadline 

In a move to give the newspa-| 
pers better control over the content 
of movie ads, the Chicago Daily 
News has put into effect a new rul- 
ing requiring that movie copy be 
submitted 48 hours before publica- 
tion. This enables the News—a 
“family newspaper”—to straighten 
out or kill objectionable movie ad- 
vertising. 


Clawson to Facts Consolidated 
C. Joseph Clawson has been 


has previously been a marketing 
consultant of Rexall Drug Co. and 


S. R. Leon Adds Account 
American & Efird Mills, Mount 


named director of marketing re-| 
search and consulting services of | 
Facts Consolidated, Los Angeles,| | 
market research organization. He| 


Hixson & Jorgensen, Los Angeles. | 


73 


| Holly, N. C., has appointed S. R. 
| Leon Co., New York, to handle its | 
| advertising. The company pro-| 


NEW YORK - CHICAGO 


A widely respected firm 


of d professional 
duces sewing threads and yarns| ; 
for the knitting and weaving | Magazine Publishers 
trades. A promotion of dyed mer- Representatives 
cerized yarns for cotton knits is 516 Fifth Ave., N.Y.C. 
| planned for early spring. MU 2-5253 


12.5% to Latin America. The 
increase for other printed matter 
is 44%. 


PARCEL RATES SHOULD 
BE BOOSTED: HAMMELL 
New York, Nov. 11—Proposed 
increases in parcel post rates fall 
far short of meeting the require- 
ment of the federal law and 
should be properly increased be- 
fore submission to the Interstate 
Commerce Commission, Alfred L. 
Hammell, president of Railway 
Express Agency, said last week. 
Failure to establish rates that 
will produce revenue adequate to 
cover the full cost of handling 
fourth class mail imposes an un- 
fair burden on the taxpayer and 
constitutes unjust discrimination 
in favor of the mail order concerns 
and other commercial users of the 
parcel post, Mr. Hammell said in 
a statement filed with the Post 
Office Department in Washington. 


Willys Promotes Two 

Louis M. Yocich has_ been 
named advertising and sales pro- 
motion manager of Willys-Over- 
land Export Corp., Toledo, and 
Chris W. Cochrane has _ been 


manager of the company. Mr. Yo- 
cich has been assistant advertis- 
ing and sales promotion manager 
since March, 1957. Mr. Cochrane 
had been in the Latin American 
sales division. 


Seagram's Sales Dip, Net Up 

Joseph E. Seagram & Sons, New 
York, U.S. subsidiary of Distillers 
Corp.—Seagrams Ltd., Montreal, 
reports consolidated sales of 
$645,381,971 and consolidated net 
profit of $14,522,321 for the fiscal 
year ended July 31, 1958. The 
company reported sales of $686,- 
902,087 and net profit of $13,- 
455,325 for the fiscal year ended 
July 31, 1957. 


Fenner to Chesebrough-Pond's 

Robert M. Fenner, formerly a 
group advertising manager of the 
Vick Products division of Vick 
Chemical Co., has joined Chese- 
brough-Pond’s Inc., New York, as 
a brand manager in the domestic 
marketing division. He will be re- 
sponsible for the Pertussin, Val- 
cream, Seaforth and Sofskin 
brands. 


Hayden to Young Associates 

Melvin L. Hayden, formerly na- 
tional advertising and sales pro- 
motion manager of National Co., 
has been appointed vp and head 
of the advertising and sales pro- 
motion division of Kenneth A. 
Young Associates, Brookline, 
Mass., agency. 


Sumit Display Inc. Moves 

Sumit Display Inc., New York 
sales promotion and advertising 
display designer, has moved to 501 
Fifth Ave. 


named assistant merchandising Magic Eye Camera key-play 
sequences put Examiner readers 
right ‘on the field.’ 


OLGUIN Bae 


in The 


any other San Francisco newspaper 


The San Francisco Examiner 


THE EXAMINER 
GIVES YOU MORE 

FOR YOUR 
MONEY! 


more pages of 


Sports News 
and Features 


Examiner than in 


REPRESENTED BY HEARST ADVERTISING SERVICE INC. 
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_Group Seeks Agency Aid jtine & Gardner, Portland, Ore.; 
|in Sponsoring Children |Lando Advertising Agency, Pitts- 
Save the Children Federation|>Ursh; McCann-Erickson, New 
Inc., Norwalk, Conn., is trying to York, and Batten, Barton, Durstine 
get more advertising agencies to| * Osborn, Hollywood. 
sponsor children as gifts to their| , P 
clients in lieu of liquor and other | Young New Yorkers Title : 
more material evidences of grat-| Switched to ‘Young Americans 
itude. | Young New Yorkers, effective 
| The federation, a non-profit or- with its December issue, will 
Ww ARWICK TYPOGRAPHERS | ganization, notes that the follow- change its title to Young Ameri- 
Serving Clients in 43 States if "| ing already are participating in cans. It is published by Strong 
|this program: Botsford, Constan-| Publications, New York. 


11:00 P.M. J fe (11:15 P.M. 


TED SHELL 


alias ‘‘The Professor’’ 
MALE NEWSCASTER 8 YEARS 
Distinguishing Marks: 


Height: Leads at eleven 
Weight: Keeps 1,707,400 listeners informed 
Size: Among Top 10 
Characteristics: Scholarly approach 
Quiet authority 


WBNS RADIO 


CBS - Columbus, Ohio 


Pin this up in a conspicuous place 
Collect the rewards. 
Notify John Blair 


Rank Program - (%) 
1 Lucy-Desi Show (Westinghouse, CBS) 38.0 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............:sssssenenennnnennnnennnes 36.6 
3 Perry Como (Several sponsors, NBC) P 34.6 
4 Danny Thomas (General Foods, CBS) eas ne 
5 Garry Moore (Revlon, CBS) 31.8 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) 31.6 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) 30.4 
8 Loretta Young (Procter & Gamble, NBC) 30.3 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) 30.0 
10 Chevy Show-Dinah Shore (Chevrolet, NBC) ..............ccccceecesenseeneneee 29.8 
Rank Program (000) 
1 Lucy-Desi Show (Westinghouse, CBS) ...........-ccccsssrsseserensnreesersnnenerenrennnense 13,213 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 12,169 
3 Perry Como (Several sp i TEE ictal lierhscdicibignd tiihdnin nthe tnaniineeceniiednenebae 11,969 
4 Danny Thomas (General Foods, CBS) ..........::csssseseessnnsneevenennnennnenennsennes 11,602 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ... 10,617 
6 ee Ta TR CN terkiseseentat etc secstccncsstiithintieninconinaseessccernsiesscseeueat 10,605 
7 Loretta Young (Procter & Gamble, NBC) ..........c.ccccssssesernsneseeeeneernnereneenees 10,449 
8 Wyatt Earp (General Mills, Procter & Gamble, ABC) .............ccceseserseeees 10,134 
9 Chevy Show-Dinch Shore (Chevrolet, NBC) ..........:cccccssscoenssensseereeesterreeenes 10,102 
10 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........:0sseeeerereeee 9,921 


Advertising Age, November 17, 1958 , 


Videodex Network TV“ 
Oct. 4-10, 1958 
Copyright by Videodex Inc. 


* Homes viewing in cities where program is telecast. 


Trendex TV Ratings 
Oct. 1-7, 1958 


Rank Program Rating* 
4 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 35.0 
2 Danny Thomas (General Foods, CBS) ..........-...:ccccssesvrserseereenssersecnreneeserseeeees 29.3 
3 Desilu Playhouse (Westinghouse, CBS) ...............c.ccsccssneeseeseseseenseneesenenareceencnnes 29.0 
4 Perry Como (Several sp IED chinescossasticenidianihtennti 288 
5 ee I RO CGD nn. 5. sccmsapsuencoorcbsnrsocesscnoscssotinteose 28.6 
6 ED oc. sir pen nstpusnenononcnsecennsnecesenonnes 26.2 
7 Wagon Train (Edsel, National Biscuit, NBC) ................cccccccccccccceceseesssereeeeeeenees 26.1 
8 Wyatt Earp (General Mills, Procter & Gamble, ABC) .............c..cccccccceceeeeeeeee 25.9 
9 ee rn CC CDI «1 cc anniarabciiseppntundcnpensbbnibanvesceccsneseots 25.8 

10 Ed Sullivan Show (Mercury, Kodak, CBS) .............c.cccccccsccceseesceseeseseeeeeeseeee 25.7 


* Ratings are based on one “live” broadcast during the week of Oct. 1-7, 1958. 


2 is Hart Anderson, Jr., is Chairmanof the Board, 
active participant on the Strategy and Creative 
Plans Boards, and the first half of Anderson & 
Cairns. Andy has been one of the chief architects 
of that unique A & C product: “The Quality Image 
That Sells”. “Quality” and “sell” aptly charac- 
terize Andy as an advertising man. At age twelve, 
Andy Anderson was already in sales, with an ap- 
propriate item for a future ad man: jigsaw puzzles. 
He continued to hone his sales sense in college 
where, in his sophomore year, he wrapped up a 
5,000-shirt sale in one 3-day period. After college, 
there followed five years of service as Secretary 
of the American Embassies in Rome and Copen- 
hagen. In 1923, Andy returned to the harder sort 
of sell he loves so well as a magazine space sales- 
man and then as head of his own agency. Andy 
likes the ad that excites consumer pride in the 
product and confidence in the company that makes 
it. Then he likes to take that ad and “retailize”’ 
it to a faretheewell, to squeeze out every drop of 
profit at the point of sale. If you'd like to know 
more about Andy Anderson’s knack for making 
big clients out of small ones, give him a ring: 


MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 
130 East 59th Street + New York 22,N.Y. 
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THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


High fashion and history stroll hand-in-hand along Michigan Avenve. It’s the city’s magnificent mile. It shows 


great things happen here. 


Through the picture window of one of the many fine shops along the boulevard—Bonwit Teller—can be seen 
a survivor of the great Chicago fire—the historic water tower. In this mixture of old elegance and new lies 
the charm of Michigan Avenue and of Chicago. More than that, underlying the history and the charm, is this 


city’s surging power as the second greatest city in the nation. 


Chicago, because of Michigan Avenue, State Street and other shopping centers, is a key market in America. 


It serves not only the millions who live here, but other millions who live nearby or visit here. 


The Sun-Times has reason to be aware of Chicago’s importance as a marketplace. It serves, through its 
advertising columns, both seller and buyer. The Sun-Times is a vital medium of our free enterprise exchange 


of goods. In its readers lies the second most important advertising audience in this community. 


Taken together, this city and this newspaper are powerful factors in this nation’s economic vitality. 


THIS IS THE NEW SUN-TIMES—WHERE GREAT THINGS ARE HAPPENI 


Soules ou ying 
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Abrams Sees ‘59 TV 
Spending at $1.5 Billion 


(Continued from Page 3) 
big television event.” 


e The next great technical devel- 
opment in the field will be trans- 
oceanic television, he said. 


e There are about 142,600,000 ra- 
dios in use today—an increase of 
7,500,000 in one year—and there 
isn’t a sign to indicate that radio 
won't continue in popularity. But, 
he said, radio programming is 
headed nowhere. And he pre- 
dicted there won’t be much in 
the way of imaginative or creative 
programming in 1959. 


@ Mr. Abrams added a prediction | 
that advertisers will learn more} 


about broadcasting from a re- 
search standpoint in 1959. “It 
seems strange,” he said, “that 


when we conduct so much of our 
business and make so many of) 
our decisions using research as a 
tool, the expenditure of dollars for | 
both radio and tv have been made | 
on faith rather than fact. But I) 
believe that Miles Wallach’s [pres- 
ident of M. A. Wallach Research] 
projects for Ford, Chrysler and a} 
dozen other corporations indicate 
that advertisers are waking up to) 
the fact that broadcasting dollars 
can be tied to consumer attitudes | 
and consumer usage of advertised | 
brands.” 


s Mr. Wallach in turn told the 
ANA members of a new tv re- 
search technique aimed at over- 
coming advertiser “dissatisfaction” 
with traditional rating services. 

He said these services come up 
with “shaky and questionable” in- 
formation on which advertisers 
must gamble millions. 

Mr. Wallach said the “strong 
fact” in a study made by his com- 
pany was that any rating service | 
that “merely reports a set in use | 
fails to tell the whole story. It re-| 
quires in-home interviewing to 
discover whether a set in use is} 
actually being viewed, partially | 
viewed or not watched at all.” 

Wallach findings for an average | 
weekday evening showed 5% of| 
the homes had a tv set on but with 
no one watching it. In one out of| 
four homes the viewer was doing 
something else (like reading a 
newspaper) while the set was on. 


Therefore an advertiser who 
relies on mechanical measure- 
ments, Mr. Wallach said, and 


whose show has a rating of 10,- 
000,000 homes, “can eliminate 
500,000 where no one is watching 
the program. 

“And,” he added, “the advertiser 
can use his own judgment about 
an additional 2,400,000 homes in 
which at least one person is doing 
other things while, at the same 
time, watching a tv program. 


es “In effect, almost 3,000,000 
viewers—at the least, 30% of the 
audience reported by this type of 
mechanical reporting—are either 
not watching, or only partially 
watching, the sponsor’s program.” 

Mr. Wallach added: “Therefore, 
any cost-per-1,000 figure computed 
on the 10,000,000 homes is not a 
true measurement of the audience 
for that particular tv show.” 

Mr. Wallach has formed TPI 
(Television Personal Interview- 
ing) Ratings as a division of his 
company, which uses the technique 


DO YOU WANT THE ACCOUNT? 
. .. Reach for BRAD-VERN’S! 


Over 10,000 reconstructed ad schedules 
in "58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 


Write: V. H. Van Diver, Sr., Woolford, Md. 


Phone: Cambridge 171 or 2980. 


of the personal coincidental in- 
home interview. He said TPI com- 
pleted 6,000 interviews of this type 
recently with tv viewers in Phila- 
delphia, Chicago and Los Angeles. 
TPI interviewers spend four min- 
utes in each home, putting down 
answers to questions via punch 
cards. 


® The three-city study, sponsored 
by Ford, Chrysler, Revlon and 
Reader’s Digest, he said, “opens a 
whole new area in television re- 
search—the determination of a 
program’s influence in persuading 


| and income, he said. 


|® Advertising budgets will be in- 
|creased an average of 11% next 
| year, according to a survey of 
| ANA members in 33 industry clas- 
| sifications. These ANA members 
spend a combined total of more 


|than $1 billion a year on adver-| 


tising. 
| Boosted budgets will be especi- 
lally noticeable in the package 
goods field, the survey showed. 

Of 134 companies which reported 
| spending up in 1958, 132 offered 
estimates of 1959 expenditures: 89 


expect to increase their advertis-| 


|ing, 19 will continue at ’58 levels, 
and 14 will lower their expendi- 
tures. Seven of those 14 compa- 
|nies, however, will spend more 
|money next year than they did in 
| 1957. 


the consumer to buy, or to influ-| 
|@ 90 companies which spent the) 


ence the consumer to the point of 
intent to buy, the advertised 
brand.” 


It also showed data about view- | 


ing habits as providing a “profile” 
of the type of viewer by age, sex 


Let Our Big Lyn 


| Same amount in 1958 as they did 
in 1957 reported their 1959 plans 
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drop down. 

Another 104 companies—those 
reporting their spending as down 
this year—were divided on ’59 
plans like this: 64 will hike their 
budgets, 31 will stick to 1958 lev- 
els, six again will cut promotional 
outlays. 


porting their expenditures said 


they planned increases for next| 


year. Of 57 industrial companies 
reporting, 41 indicated they will 
boost expenditures in 1959. In the 
combined consumer and industrial 
goods field, 47 of the 83 companies 
reporting said they will add to 


‘their budgets. In consumer non- 
| durables, 65 companies out of 106 


shaping up this way: 41 will in-| 


|crease their investments, 44 will) 


stay at current levels, five will 


reporting indicated increases are 
in the works for next year. 

In the big-spending advertiser 
group ($5,000,000 to $15,000,000) 
44 out of 77 companies boosted 
budgets this year. In the group 
spending between $1,000,000 and 
$5,000,000, 47 out of 118 advertis- 


ers reporting increased their budg- | 


nhaven 


ets in 1958. A third group ($500,- 
000 to $1,000,000) included 42 of 
129 advertisers who added to their 
investments. 

This last group, said the ANA, 
“has the highest proportionate in- 
crease for 1959 and has made sig- 
nificant gains above the 1958 cut- 
| backs.” 


|@ In the consumer durable goods | 
field, 28 to 54 manufacturers re-| 


® According to the survey, ten 
groups among the 33 industry clas- 
sifications showed strong upward 
‘trends in budgets: Soaps and de- 
tergents, clothing, confections, cos- 
|metics, drugs, food, industrial ma- 
| chinery, farm machinery, trans- 
portation and home furnishings. 


a J. O. Peckham, exec vp of A. C. 
| Nielsen Co., made a presentation 
demonstrating that consumers con- 
|tinue to favor advertised brands 
|by about three to one over non- 
|advertised brands. He said the 
|eonsumer’s opinion of advertised 
brands has increased “consider- 
ably” in the past five years, and 
he proposed a number of ways na- 
tional advertisers could stop the 
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trend to non-advertised brands. 
Mr. Peckham came up with a 
“principle of added consumer val- 


ue,” which he defined as the will-| 


ingness of consumers to pay more 
for an advertised brand. The prin- 
ciple, he said, could be expressed 
“as the difference in the unit price 
between the advertised and the 


the price of the non-advertised| use between advertised and non-| added convenience in use. 


product.” 


® For example, consumers one 
year bought 48,000,000 Ibs. of tea 
bags for $125,100,000. Purchases 
of non-advertised brands came to 
10,700,000 lbs., for $24,300,000—or 
an average price of $2.28 per lb. 
Advertised brands sold 37,300,000 
Ibs. for $100,800,000—an average 
price of $2.70 per lb. 

“The difference of 42¢ per lb. 
divided by $2.28, the average price 
for the non-advertised brands, 
gives us 18.4% as the added con- 
sumer value for advertised brands 
of tea bags,” he said. 

Mr. Peckham explained that his 
“added consumer value” is not 
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| synonymous with “value of adver- | 


| tising,” but represents the in- 
brands as a whole. 

“While advertising as such is 
|certainly very important, other 
factors are the quality and uni- 
formity of the advertised brands, 


|past satisfactory consumer expe- 


|}advertised brands and so on,” he 
said. 


® The added consumer value of 
34 typical food store product 
groups, said Mr. Peckham, worked 
| out to a range that went from zero 
| to 41%. The top figure, he added, 
traced to a “very sharp upgrading” 
in product quality and price of 
certain brands in one of the 34 
| groups. The zeros stemmed from 
|instances where product differen- 
|tiation between advertised and 
| non-advertised brands “is virtual- 
ly non-existent.” 

| Mr. Peckham said the median 
figure for added consumer value 
|for all 34 product groups was 13% 


—“‘which can be interpreted 


to spend 13% more for advertised | in this field alone,” he said. 


brands.” 


with higher added consumer value 
for advertised brands “are those 


And the trend between 1953 and | fact 


77 


to| of $940,000,000 for the added con-, from 24.9% in 1953 to 25.6% thus 
;}mean that the consumer is willing|sumer value of advertised brands far in 1958. 
creased value placed on advertised | 


“While we cannot overlook the 
that the  non-advertised 


1958 in added consumer value has| brands are currently showing a 
# He said that product groups | increased in 68% of the food store| greater rate of sales increase, the 


| product categories, he said. 


| 
| 
| 


gain is certainly not yet of major 
proportions in this, one of the 


) where there have been rather| @ “That is, in 68% of the cases the| more vulnerable areas for adver- 
non-advertised brand divided by|rience, recognizable differences in|marked product improvements or;consumer has been willing to/|tised brands,” said Mr. Peckham. 


The 
product groups at the lower end of 


|spend more for an advertised 
|brand than she did in 1953. Cor- 


the list are those canned or pack-|responding to our 1958 median 


aged commodities where brand 
differentiation is, for whatever 
reason, rather slight.” 

In terms of dollars, in the case 
of tea bags, said Mr. Peckham, the 
added consumer value for adver- 
tised brands amounted to $15,- 
666,000. For the 34 typical food 
product groups, the dollar equiva- 
lent of the added consumer value 
varied from a maximum of $86,- 
000,000 for one product class to 
zero for others. 

“Applying this principle to all 
advertised brands in the dry gro- 
cery and household need categor- 
ies results in a dollar equivalent 


value of 13%, we get a 1953 me- 
dian value of 10%, which means 
that the added consumer value of 
advertised brands has actually in- 
creased 30% over the past five 
years.” 


sales trend of advertised brands 
shows consumer sales have in- 
|creased 39.4% between 1953 and 
| 1958 as compared with an increase 
of 446% for  non-advertised 
| brands,” he said. “Since the non- 
|advertised brands have shown a 
| greater sales gain than the adver- 
| tised brands over this period, their 
|relative importance has increased 


Oysters Remind You: 


... that Tidewater, Va., topsall metro county areas in the 
southeast except Atlanta and Miami. 


... and that Tl DE! i is a better way to 


spell it . . . and the best way to sell it. For 


this great and 


WTAR-TV is the greatest marketing force in 


growing market. 


TIDEWATER, VA. is what Virginians 
call the Norfolk-Newport News market. 


Listing by the Government as separate 
metro county areas obscures true size. 
Actually, this is one continuous urban 
area .. . larger than Louisville in popula- 
tion, and richer than Richmond plus 
Roanoke plus Lynchburg in retail sales! 


WTAR-TV CHANNEL 3 » NORFOLK 


Greatest Marketing Force in Virginia’s Greatest Market 


President and General Manager—Campbell Arnoux « Vice President for Sales—Robert M. Lambe « Vice President for Operations—John Peffer 
Represented by Edward Petry & Company, Inc. 


He offered a number of sugges- 
tions to help keep advertisers’ 
trends of added consumer value on 
the upgrade. These included (1) 
maintaining quality and consist- 
ency of brand; (2) adequate pro- 
duction; (3) claiming only what 
the product will deliver; (4) giv- 


| ing customers advance informa- 
“The five-year unit or tonnage | 


tion about package changes; (5) 
using price promotion sparingly, if 
at all; (6) improving the product 
before competition forces such a 
move; (7) sales testing product 
changes before making them; (8) 
competing with one’s own brands 
where necessary; (9) insisting on 
ample advertising budgets before 
launching a new brand; (10) per- 
fecting the product before it is put 
on the market and (11) maintain- 
ing the share of advertising sup- 
port. 

In connection with the last sug- 
gestion, Mr. Peckham said that 
brand advertising support should 
not be allowed to decline “relative 
to that of the product classifica- 
tion in which you compete.” He 
added that advertising should be 
maintained “at levels equal to or 
greater than your share of sales.” 


s The sales promotion workshop 
was told that advertisers make 
“infrequent and incomplete” pre- 
tests and evaluations of their pro- 
motion materials. This was the 
finding of an ANA committee 
study, reported by Horace W. Bar- 
ry, merchandising manager of the 
Nestle Co. 

Other findings of the study, 
based on replies from sales promo- 
tion specialists in 268 member com- 
panies of the ANA, led to the fol- 
lowing conclusions, said Mr. Barry: 

More objective research is 
needed, as is a clearer determina- 
tion of the objectives of the pro- 


|motion item; better advance plan- 


ning would permit more pre-test- 
ing than is now being done; too 
much dependence is placed on the 
opinions of relatively unqualified 
people in appraising promotional 
material; more field checks should 
be made to reduce waste and im- 


prove promotional approaches. # 


IN THE 
PHILIPPINES 


The Manila Times 
has Ni Oo R E 


net paid 
circulation 
than all 
other major 
newspapers 
combined. 


Weekdays 


103,580* 


Sundays 
148,710* 


Home Office: 
Florentino Torres Street 
Manila, Philippines 


U. S. and Foreign 
Representatives 

_ REPRESENTATIVES, 
120 East 56th St., 

New York 22, N. Y. 


K auaitea by the Philippines 
Bureau of Audited Circulations 
for the period of six months 
ending December 31, 1957. 
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78 Advertising Age, November 17, 1958 


November Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages r Lines a, Pages ~ Lines — 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. dan.-Oct. Nov. Nov. dan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. dan.-Nov. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
, Bi- j- ies tober Secrets Romance Group: 
Weekies, Bi-Weeklies, Semi-Monthlies (October) Revealing Romances ....... 229 218 2029 197.4 9,840 9.355 87,055 84,683 
RRR Are 27.2 27.6 145.7 172.5 11,424 11,592 61,194 72,450 *Daring Romances ........ 22.8 21.4 104.1 104.0 9,784 9,292 44,825 44,740 
ll oe ~~ See SS BS MR 8 68S. SD) Genes .......-......... 22.9 227 2061 1999 9838 9,735 88,785 85,775 
Down Beat ......... a5 “9 as aan 419.0 28.112 27,272 169,282 —- 176,008 | true Story Women’s Group: 
Grit ....... pete scenes rap 04 m4 2 33,632 25,827) == -243,232 251,211 | phatoplay ............... 296 415 2896 426.9 12,684 17,815 124,227 183,139 
PRTSHO seca icabices 339.6 384.6 2,749.1 3,504.7 230,912 261,526 1,869,345 2.383.127 | True Experience 141 169 1467 1817 6061 7254 62947  77:957 
ES Pre eT ert ne 136.6 227.0 1,140.5 1,445.3 92,888 154,360 775,540 982,804 eh SEN ee a 13.7 16.7 146.2 180.9 5,872 7,176 62,729 77,592 
A. cha bb viene 558.5 574.6 3,640.7 3,736.1 239,501 246,539 1,561,848 1,602,805 True Romance ............ 12.6 16.3 146.4 178.7 5,386 6,988 62,790 76,654 
ieee AG ML LE BIG §=6101- 208 1Z1R AG SIZ1161.0S | true Story ............--- 594 722 S79 7144 25,476 30,962 245,339 306,475 
Preshyterian Life .......-.-. -— -. —. a oe oe 46.007 602 | T-Radio Mirror .......... 122 145 1201 1532 5,222 6222 51,950 65,728 
eee ge a3? 2089 «25708 29063 19050 170664 LOARES i.0eae: | Tee Crem ............. WHS S051 “O2523 “F931 “SMS “iowa T8405 T3645 
Soterdn gag aa 927 930 #7852 7508 38952 39,071 329.831 315 366 | NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 
Sporti y Me woe 38.1 469 275.4 311.7 41.299 50.879 298 808 338.170 the group as a whole PLUS additional advertising carried by each individual publication. § No January 1958 issue. ¢ No 
Seats hg otc alae ea ; ' ; 1 ? ‘ , May, July, September and November 1958 issues. { Published bi-monthly; alternates with Silver Screen. * Published bi- 
s Mustrated ........... 135.6 1306 10915 949.7 58,169 56,061 468,143 407,286 SS siaemhee atts Gietiamties Contest 
eS Cee aE 250.5 305.3 2,300.7 2,763.3 105,228 128,225 966,302 1,160,611 | ™nthly; alternates with Confidential Confessions. 
Pr ee 75.1 712 4269 4665 13,677 12,958 77,719 84,896 
U.S. News & World Report 250.6 283.6 2,057.4 2,588.4 105,223 119,078 864127 1.087130 | ‘Business (November) 
WOON ois cabesthess 2,658.8 2,890.4 20,807.11 23,8045 1/348.182 1,476,009 10,639,239 12,289,313 | Dun's Review & Modern Industry 78.5 825 824.7 902.1 32,966 34,639 346,378 378,862 
t Two issues in October 1958; three issues in October 1957. { Five issues in October 1958; four issues in October 1957. | Fortune ..............00- 188.8 207.8 1,698.5 2,048.0 119,290 131,298 1,073,452 1,294,336 
aes diets Nation's Business .......... §2.1 63.6 486.1 598.2 21,884 27,297 207,101 257,031 
Nov Nov. eek Jan.-Nov. * Nov. Nov. Jan.-Nov.  Jan.-Nov 2 Se 319.4 ~ 3539 3,009.3 “35483 “174140 “193,234 1626931 1,930,229 
1958 1957 1958 1957 1958 1957 1958 1957 ae oe ray oA ——. —— figures for several publications are not yet available this group is broken into a November 
Women's : 
§Bride & Home ............ — — 24 wos —— 128.648 120,130 | r Pages ~ Lines — 
§Bride’s Magazine ........... —- —=—=— 636 677.1 413,075 427,864 | Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. —_ Jan.-Oct. 
tEverywoman’s Family Circle .. 68.9 54.2 459.5 498.1 29,558 23,252 197,126 213,686 1958 =: 1957 1958 1957 1958 1957 1958 1957 
Good Housekeeping ......... 127.4 146.0 1,151.1 1,394.4 54,637 62,639 493,826 598,181 Oc 
Ladies’ Home Journal ........ 99.6 1084 941.4 11525 67,738 73,694 640164 783,671 . usiness (October) ‘ 
Re 82.5 94.8 719.5 947.5 56.066 64,435 489.298 644,357 hte 58.3 61.6 658.6 771.0 38,261 40,415 432,063 505,778 
a. .,....... | a: ee ae 329.228 362.294 | Business Week ............, 386.2 531.0 3,648.8 5,064.3 162,196 223,016 1,532,500 2.126.989 
Parents’ Magazine .......... 65.4 762 672.2 743.7 28,320 32,962 289,504 320,392 | Financial World ............ 82.6 105.8 452.9 619.5 34,720 44,468 190,224 260,210 
GOMORS Uiinctaisdéys ss. 101.6 * 1019 11,1845 1,273.2 69,055 69,265 805,450 865,716 | Forbes .................... 38.2 678 4813 6728 16,025 28,474 202,156 282,471 
Western Family ............ 219 234 2026 227.9 9,230 9,919 85,127 95,800 | Total Group ............. “$65.3 ~ 766.2 5,241.6 7,127.6 252,202 ~ 336,373 2,356,943 5,175,448 
Women's Dey .......+-..-+. 46.0 46.3 351.0 407.5 19,734 19,863 150,579 174,818 | M 3 
The Workbasket ............ 50.0 532 417.3 4410 9.811 10,439 81,802 86,438 | azin Lin Pie te femen 
WA I ereiccc ss v000s “663.3 704.4 7,477.0 85269 “344149 ~366,468 4.103.827 4,693,327 | ag e age Trend 


§ Published quarterly in January, April, July and October. ¢ Formed by merger in June of Everywoman’s Magazine and | 
Family Circle Magazine. { Includes Shopping Scout Section linage. 


WEEKLIES 
General 1958 
American Artist ............ 30.2 301 2709 #2801 12,669 12,641 (113,776 # # 117,511 OCT./ } 348 a 
American Forests ............ 12.0 16.8 191.4 206.8 5,040 7,070 80,402 86,870 “ 
American Legicn ............ 208 152 1535 1665 8,729 6,361 64,488 69.946 | | cepy [1,166 ] 
NY ihe nk ino se 4 a 646 66.0 667.2 6814 18,963 19,404 198,023 200,250 "ite 
ESE ee 25.2 24.4 244.6 228.2 10,822 10,460 104,926 97,904 1957 
a ee 56.0 893 3611 416.7 23,534 37,475 151,669 175,024 
tChristian Herald ........... 549 85.6 4005 4701 23,560 36,738 172,055 202,723 oct. BEL 
MES, «Fe vaihvockanes 194 162 1151 88.8 8,154 6,810 48,354 37,309 . 
A GRESRSIRENS goers 58.0 43.0 461.5 410.0 10,440 7,740 83,070 73,800 
Cosmopolitan .............-- 23.3 314 216.0 269.5 9,985 13,467 92,659 115.634 
BE RN bays cir ssves 90.4 79.0 760.7 727.4 61,532 53,780 517,333 494,684 WOMEN’S BUSINESS FASHION * 
Ue NINE ol iab ace wens 26.0 264 1495 1611 11,161 11,359 64,247 69,037 | 1958 1958 ie 
S| RRR 818 96.6 7451 7124 £55,670 65,592 506,199 484017 : s 
NE nso as ce kbiip se 22.2 294 1935 198.7 15,236 20,272 133,109 136428 NOV, 258 | : 
1 ities aa cbc tse 37.0 438 485.5 490.5 15,540 18,396 203,914 206,010 | : 
BEE ii wiices dit eke oS i 624 615 3445 347.5 26,791 26,386 147,786 149,033 Oct. = 
Grade Teacher .............. 424 455 346.0 369.2 16719 20,071 152,611 162,826 | : 
Harper's Magazine ........ , 52.7 37.9 338.0 3649 22,163 15940 141,983 153,260 1957 te 
tHi Fi & Music Review ...... 53.9 —— 4142 ae 92,698 173,956 4 
High Fidelity .............. 94.0 1018 793.7 869.8 39,480 42,756 333,354 356,068 i 
OR ss paucttacvereaes co. 120.1 1043 9528 9785 81,679 70,941 647,897 665,396 
MN er ik 36 6 060UCU SSG COCKS COL SD 7.812 119,616 91,007 
Improvement Era ..........- 43.7 49.3 285.6 290.6 18,349 20,685 119,953 122,035 : 
eae 38.1 54.2 315.6 329.7 26,107 37,094 215,926 225,583 r Pages oe Sh Lines aay 
wet ge PSR 938 936 14226 1,194 55,125 55,052 736,592 £834,419 Nov. Nov. = Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. —_Jan.-Nov. 
RRM ee Oo ee, 7 Bee a oe 4,718 4,788 72,720 57,906 1958 1957, 1958-1957 1958 1957 1958 1957 
">. Re ae 18.5 20.2 232.0 216.4 7,756 8,484 96,047 90,881 | Farm Magazines 
National Geographic ......... 40.0 50.0 4321 480.3 9,520 11,900 102,428 114,300 ; 
SU tines 74skaies.....- -s is Gee Cen 2 ee ee oe ee aoe ee hl ee 
SPopular Boating .........- 27.5 27.1 5962 306.5 16,170 «15,995 = 350,099 = «178,908 | Southeastern Edition ..... 33.4 27.8 3951 3984 14346 11914 169,519 170,923 
Popular Photography ........ 75.0 96.1 $23.7 923.1 31,500 40,362 345,983 387,702 Southwestern Edition ..... 30.4 31.1 391.7 428.0 13,036 13,348 168,068 183,650 
Promenade ......+ +++ -euses 3.8 356 219.2 251.4 15,327 15,270 94,028 107,855 Average 2 Editions ......... 32.2 29.1 3938 412.0 13,835 12,473 168,953 176,752 
Reader’s Digest ............ 77.55 59.0 559.0 ses.e 14.108 10,738 101,738 92,456 Pee denned: , 
Syl RR eR 40.3 35.0 355.0 334. 7,269 15,016 152,308 143,38 ” 
Sports Cars Illustrated... — = i. Ss Me fe. wee) cee OCSlUlU ee ee a RE TR 
Rotarian Ter Tre rrrece cree 10.7 11.7 87.5 101.3 4,651 4,948 36,945 42,625 Southern 72 7 70.1 694.8 967.0 31 201 30,074 298,077 414.856 
Today's Health ............. 26.5 254 2625 2308 11,389 10,918 113,206 98,401 ain... 774 774 8281 10519 33202 33220 355276 451.254 
WM oc ace ccctem kaa 17.7 #157 1162 108.6 7,629 6,739 50,101 46,118 iam, 6a........ 713 707 OLA 1Lek2 3320 Sees SeSees © aSeeEs 
Town & Country ............ 87.4 95.6 719.4 731.4 $5,257 60,452 454,668 462.284 ein Penis ck . 
L, 46 8 418 26. 164 «17,974 = 140,208 #Carolina-Va. Edition .... 65.5 76.7 811.0 1,000.7 44553 52 
Yachting... 6... see eee ee ees 898 93.8 1,257.0 12209 52,802 55,154 739,116 717,889 | +Ga-Ala-Fla. Edition .... 67.1 77.5 824.0 1.0083 45,604 32.700 360517 685.650 
Total Group ............. 1899.3 1915.1 17,491.0 16,7210 900,376 918,156 347,000 8,156,821 #Ky.-Tenn.-W. Va. Edition . 63.2 720 763.4 9335 42,952 48,971 519,094 634,756 
t 1957 figures include 32-page catalog insert run in November of that year. { Beginning with December 1958 issue #Miss.-La.-Ark. Edition .... 61.9 71.4 770.3 944.1 42,121 48,556 523,827 641,954 
this publication will change its name tc Hi Fi Review. § January 1958 was a show issue. HTexas Edition .......... 66.9 77.2 796.6 984.5 45,516 52,487 541,689 669,456 
Average 5 Editions ........ 64.9 75.0 793.1 974.2 44,149 50,980 539,285 662,455 
Home Successful Farming ....... .. 80.1 63.4 800.7 913.2 36,031 28,537 360,319 410,957 
American Home ............. 53.9 75.2 540.4 715.3 34,066 47,526 341,568 452,080 Total Group .............. 291.6 296.5 3,317.4 3,991.5 143,100 147,312 1,649,059 1,976,057 
Better Homes & Gardens ..... 103.0 137.0 1,028.0 1,379.0 65,169 86,279 649,468 871,825 | + Not included in totals. 
Flower & Garden ........... 13.6 110 2627 #19210 5,713 4,613 114,516 80,222 { 
Flower Grower ............ 25.8 243 5013 4997 10853 10,214 210,538 209,847 | Youth | 
House & Garden ........... 126.7 1448 738.7 881.7 80,103 91,486 466,828 557,219 | American Girl .............. 248 30.6 293.0 3189 10,627 13,120 125,694 136,822 
House Beautiful ............ 181.2 203.5 1,129.7 1,231.5 114517 128619 713,992 778,305 | Boys’ Life ................. 27.2 28.7 287.2 310.1 18,528 19,509 195,325 210,871 
TM... ck coe ea wks 226 313 2404 393.4 9,706 13,433 103,147 168,764 | fChild Life ............... 4.7 5.4 18.6 16.9 1,998 2,321 7,964 7,298 
Living for Young Homemakers . 925 109.0 7206 820.2 58,465 68,884 455,372 518,364 | §tScholastic Magazines ...... 43.7 43.2 363.2 3583 18,339 18,160 152,515 150.554 
Popular Gardening .......... 28.6 311 4518 4636 12,024 13,049 189,751 194,718 | {Scholastic Roto ........... 8.0 9.3 51.8 54.9 7,023 8,123 45,278 48,143 
Sunset Magazine ........... 142.6 150.0 1,263.8 1,374.5 59,932 63,022 531,047 581,528 te Mee boc. isos... —jeea “Siva “Tose “losol seen —Ciass Sacre ~ sence 
Rn ee 790.5 917.2 6,887.4 7,949.9 450,548 527,125 3,776,227 4,412,862 | +¢.Not published June through August. § Three issues in November 1958: four issues in November 1957. + Not published 
+ Household has been purchased by the Curtis Publishing Co. and will be discontinued after the November 1958 issue. June through September. 
Fashion Mechanics & Science 
OND TET APLC 73.6 804 8041 1,052.9 31,559 34,498 344,930 451,746 | Mechanix Illustrated ........ 845 79.5 7428 755.0 18,934 17,802 166,394 169,112 
i cs os econ ace 68.6 115.2 830.4 1,036.0 29,438 49,400 356,235 444,462 | Popular Electronics ......... 63.8 75.3 666.2 6766 14,291 16,867 149,496 167.910 
Harper's Bazaar ............ 89.8 1086 1,0188 1,115.5 56,765 68,679 643,893 705,028 | Popular Mechanics .......... 127.3 133.5 1,214.9 1,289.2 28,522 29,894 272,146 288.743 
Mademoiselle .............. 67.8 791 937.2 1,071.3 29,105 33,916 402,056 459,536 | Popular Science ............ 110.6 121.6 1,130.1 1,206.9 24,775 27,235 253,145 270,347 
ONE aoxs Me tool a 175.3 195.0 1,540.8 1,742.6 110,798 123,233 973,771 1,101,321 | tScience & Mechanics ....... 946 90.3 528.4 5220 21,193 20,260 118,356 116,961 
ONO iis cisions 475.1 ~ 578.3 “5,131.3 “60183 257,665 ~ 309,726 2,720,885 3,162,093 We BE csi oh Savino “480.8 ~ 500.2 “42824 “9449.7 “107,715 “112,058 ~ 959537 1.013073 
t Published bi-monthly; figures shown are for combined November-December issue. 
Movie-Romance-Radio 
§Dell Modern Group: Outdoor & Sport 
Modern Romances ....... 35.0 35.1 292.6 347.8 14,997 15,057 125,498 149,199 American MS .cctbehoes 61.1 59.7 609.3 592.5 514 25,600 261,401 254,172 
Modern Sereen ......... 15.8 29.6 177.3 284.5 6,765 12.713 76,049 122,061 Field & EE oo tae eh. 67.0 77.4 789.2 797.6 28,740 33,223 338,554 342,158 
Sereen Stories .......... 14.2 23.7 151.0 223.6 6,109 10,157 64,798 95,989 | Fur-Fish-Game ............. 21.5 24.2 207.0 212.8 9,208 10,374 88,812 91,197 
Fawcett Weens’s Greve: a EE ie aay 318 30.3 278.9 295.4 13,339 12,999 119,345 126,727 
Motion Picture ........... 17.2 13.7 152.7 191.9 7,337 5,864 65.481 82,301 Outdoor Life Re ale ng ee 72.3 72.0 744.0 790.5 31,014 30,884 319,184 339,111 
True Confessions .......... 29.3 24.S 230.1 280.3 12,615 10,679 98,746 120,260 | Sports Afield .............. 61.3 63.7 660.6 675.7 26,304 27,345 283,399 289,891 
Hillman Romance Group ...... 22.4 27 109.8 18.7 9,611 1,183 47,165 8,188 Total Group ............. 315.0 ~ 327.3 ~3,289.0 “33645 “135,119 “140,425 1,410,695 1,443,256 
tHillman Women’s Group .... — —— 134.2 203.8 57,609 87,619 De & r 
Ideal Women’s Group: tective iction 
ao ey gal i + a a a i, od) « 7 125 1600 1351 8420 5,376 68,614 57,974 
AO RS eS ae 30.2 269 2188 235.0 12,937 11,522 93,856 100,771 | bell Men's Group 29 109 U4 1070 5529 4660 41.768 45.803 
Movie Star Parade ........ 30.2 26.9 218.7 232.5 12,937 11,536 93,786 99,782 Thrilling Fiction Group cee t > 96 10.3 1117 97.6 2155 2.326 25.149 
Personal Romances ........ 27.6 20.2 1912 1821 11,853 8,674 82,019 ee re a . ; ; : , J 
TV Star Parale .......... 269 217 1816 1801 11531 9,327 77.978 77,311 | ‘Total Group ............. ~ 422 S57 ~ S851 3397 “Teles “iss “Tiss 
fSereenland .......... ai. oe SS 71.5 82.7 5,806 6,675 30,788 35,622 (Continued on Page 80) 
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PHOTO COURTESY THE ANACONDA COMPANY 


The Chemical Engineer washes 300 million dishes a day 


Detergents are only one of the myriad prod- 
ucts made possible by the Chemical Engineer 
and his technology. 


Wherever he is in industry . . . and his ac- 
tivities range from atomic energy and rocket 
fuels to drugs and detergents . . . the chemi- 
cal engineer is your most critical buying 
factor. He creates products, controls proc- 
esses, designs and builds plants. His technol- 
ogy ties the industry together. Naturally, he 
recommends and specifies at every stage in 


the buying procedure. If you sell him first, 
you'll be way up front when the need for 
new equipment and raw materials arises. 
For more than 55 years, the one publica- 
tion completely dedicated to this man has 
been CHEMICAL ENGINEERING .. . the solid 
3 to 1 choice among chemical engineers in 
all functions, in all industry. This year you 
can reach them with more timeliness and 
impact than ever before. CHEmIcAL ENGI- 
NEERING, A McGraw-Hill Publication, 330 
W. 42nd St., New York 36,N. Y. @ @ 


Published every other monday 
for Chemical Engineers inall functions 


, ’ >) ae Se a ied Sy Pee ae 4, x ae gt i. Pye Ae ye RE ae b is! Beas rome | ee: Te een okt va 
: tale ee ine. sti; : - oy oh aes : : o ee ee ~ tn ee aes 
ele ine bie Ov oo Coe Les a ata 3 s itis: ae 4 eiaguey rigs aes = eer B 
: ie 
‘ , 
és ’ 
ji i Ai 
- ie om 
* a wu ic 
oe + v YS ae | | e: a 
cee ae ee ee olf: aaa vale * Z ose? ax* 3 7 Y's 24m 
ie. “Mae. ful .: ae ies Pe ee ae : ; TR ah . , a ae 
EE A es cee “i, ae ; “. = 
- ei —~ =... - iis ees . . a 
es, ce Mare Pee i. _ — ; . 4 ee Eee 
ed = ge hee See ee ed iv. i. ee * ° am ” Ae a ie 
Sa ate Bo te ee eee ses | tee . ry ‘ % @ $ ° a 22: 2 Ber 
: ~ sae er” vale ta ie <3 5 ‘ +s, . a q . ae xan eae 
- a “" i  enegrtlk ; Pt - : ee. yen aie 
> . 7 em 7 | ae ay ¢ ¢ * 3 - “ 8 r ; re “ 
; > La eS Geeta ae ; . Fe 4 Pe 2 a ms 
‘ es ae eee : < F No ae Ol te a 
ie .™ aa Oe ei. : p> ‘. ‘a nf in wer 7 os 
Ce _ nee . Me . ie ‘ J * bs bs bd: 
MGs’ ees. ee 7 See i aly . — . ‘ ta fe, 
3 — oF Pes * ij : * res om ‘ one 3 Psa es ‘ 
ae igs Oe a Rae ae : Me ie Se a a a ae + % cm 
ea. here ta : Sieg —— - _— it ‘ 4 ‘ OO ie nn res 
: a eS he oe . < +. re, re at So ae 
- 1 See : i AS —e %,, a ie “ “4 ae « ° ‘ Bek 4 3 os Sie ese 
3 pe Sa ae iin. * oe  . — ot ee” ae : .: “< ae ti re Pi ek tee 
x Py ey Lge ae a a © » s . a Be ne 
a ee ee ed BD ca ma Ne Gah " ‘ a ee : abierige PTE as 
95. Peis Al ol i a Mig hy ™ 4 os et . te, _ Like & ‘I tg i . haa uae “i 
3 pele. A. * te es eh, sek, & - ee ‘ P , ~ : a ee a $ ie a ‘caeeil 
Ae at Ag ON : i ON . Lae ae ye o ee i ~ oh oe ig een! 7 ‘d ‘ % ‘ Rs Bee co a bs ssa F ’ pia 
ee ee et ee eS “l . a a ae ’ tie nga 
ae: Nm a a, SRNR OR a ioe ” ; “ Ss fa det ee 
Bee ah a Ba a nee ee, ue ae 4 — * Sd My cy ea " . . th { ee iy nae oa 
; a ae, ‘ao . ? Fe. ee Se eee 5, 
a SNS aa NS Re Ee ae ee i 
feet ee " aes aaa ’ : “ Oe CS i hae A ey, 
a0 Vigan PER ——_ a > . <a s ‘ae 7 pea: 
ys «Sn a a Eye *e RX ca & b, es wa 4 " 
bees s “*, aoe : ’ he Pied “ hye 4 - my 4 } 
di _ ie bs . oa t . ‘ . Pa Lee ee 4 a 3S : uy 
ey ee ba 0 . ee , 8 et % Le a, : ra 
i 4 Se + ; » a <<. ay PR "* a eae 
oo. FESS See 4 Ne - 4 rs a 
si lm ey Se ; ‘A bas bok. & , — -~ esis 
oe =, mee, 4 ae Bo ; , site 
.. a pe ph . 2 4g \ ~ eer ie X y % coke 
a / S. ay “ 4 a 
aa ‘ Aw \ ‘ - 1s a en , - - 7% ioe 
: ee ce ‘a ' - hg . * ae a oe - . > = nose 
ane s ee < > A i] Vie 8 Ase jg eS 3 * Fe Ei a $ : $F . 
Rae " ee ae We fe Rls foe ; ai : : 
oe - ch ee pe ie wee me, | ie Ne AS 7 " q aie 
. a fe 4 > i “> ] ™% ~ .. > ae ; ; 5 ae ay ‘ : Sates 
Fy ae x Pe ~ Mey \ ae =) ao * : 5 <. ’ : ses . 
; sl 7 Nets » er + AS sit ANS ; oy \ aes. 3 et 
ae. AWS ; be: ‘ail 2 & Ty Ne " ¥ Keats 
‘ pee wa 2, s eo AWN ‘ ee Sol : a cai 
eae : &N : Yo co P - \\AGS \y cy Pe tea es ; + ail sh 
. ' "sot ae o . . ‘, Pi . by : , 
zs is y at * ¥ 4 vm, he | 5 as : + * ‘ At oY PY - ‘ 
: ‘ ‘ ’ ry & A : ‘ 
R ms as < 2 — & vb > é Ee Pes.) ye ‘ . Fie 
oe » te. ‘ee a | \ « a et : ad 
— ee 5% * ; 
ca FEN a oe ae by ae : : aa . en + F i f fe, ie 
ef apes 7 ig ? a A i, + 7 7 £ y” ts \ a He eg 
ae Tet ‘ . ee % : y é if , ea fae 
Co ' , Sy . 1. *&» Se -§ 4 a ; cineca sad se 
eee ia de : ih, % te ~ " % os * oe ¥ n e rai i BS de eae aaa es 
fs . 3 . c. a > : » ; g as Sd i ¥ » ae : me j babe 
Es a ee a hae he \ : wen ; . oleae : : 
i * : & a Pens a 3 zt be ; ee " ; : a 
¢ 5. Ss hy ty ee — ee sy 
. ae ‘ g = : . : ee ee a 
r a : < ie Sag a aa get ‘ é i ; ay "ae ee ie iat che: 
's = Wy ee oS, Sagi ¥ ‘ 2 a 5 aD bir ; = ee - & P a $a: = 2 oie = at Resa ER = 
. ; he ae a 4+ Se & ae eae nt oe MN, Te ees 
: — Sie Ah, eo eee Le 
; - aig ne Me te eo us ve ‘® : 7 i fe . a ‘ t — Be "isd we : ’ Ba Stee t aut ’ ee cw 3 
: Mig = Ge o> aa -_* * . ) ae a ae : ae 
% i ay oan sagt nae + 2 Me j ; ? ee Mag Js j Be 2 a ee Poo Beg . i 
7 : : i .° : : : 
CC : 
ba 
_ 
‘ 
e i : ie 
pare 
‘ ae 
. q : m4 
° i a 
me 
a ig eke 
# pees 7 ‘ ce Re: > 
r peal e nee 
{ ” ‘i a ae Ney 
: ‘S te "a oer 
: : ei 
‘ eS is 
FS oe 
a 
~ ies ao ; 
a a eet 4 
. ee q he 
eo a = a ’ i - ™ jas : 
| « ee ‘ ' ei 
3 . 4 Vee : Z cis 
a % » igre, 
a ee es ; AS 
; iin. re phere | 
&G 3 
ae 
a 
Pe : 
= ee 
J ae? 
an 
_ 3 
an 
fae 
; cee 
: eae 
sdk 
ak 
i ae 
acs 
i save 
t 7 £3 
: ; 
: fa 
- I ark 
a 4) 
ss erst 
ae si ee 
wie ee Oo ? ee 7 ‘a i B ey ‘ : i ‘ rs Ne 
ee ae ne Og MESS NERE ee erie Ree RRR ee eps tay e! SNe re ean Poem Mtn EL ENE Rk EMU Oe SRG Srnec a) |. Ok eee ean MM Eatcg Sed ease ya reer ANT ROSE TE eee : * spine eee Sy as Vo ayn 3 Oa ea | 
iy ee oe — = Biel: tts | ee ae ee we? mo ene ee Maan. “ASR oe Gre an sed: ase oak y Ree a Fhe a ies Mabe Balhae 
er ee TRS EERE OE sie GAS ie at Reet SS am ay Lee RH eM a acre ira phe attics ted aie he BP rey net tre lien Cee ot At ee a aS ce oe. : 
Sula: ee Bae SOE Ana eS [Oe eee alg Be ee cee ey ciag cA SMa Maree ne oe ee Se ae a, Sarat oi °C 


Intourist, 


York, Alexei E. Erokin, vp of In- 
| tourist, said it will use travel fold- 
ers, posters and more newspaper | 
and magazine space to attract} 
| business. 


Louis. Other 


| Lett Offers Video Facilities 

| A new tv studio providing view- 
ing and production facilities is be- 
| ing offered to advertisers, agencies 
j}and packagers by Leonard Leff, 


ing Co., vp; 


Find the vital trade journal information you need and 
want... with time-saving ease and economy. You spot 
specifics, trends, details, research data easily... with the 
MRB INDEX of Advertising & Marketing Publications. 
The monthly MRB INDEX is a new, complete 

reference service, devoted to over 30 leading 

journals in the advertising, marketing and 
communications fields, exclusively! In a matter of 
moments you know... what's been written... 


what it's about... and where it is! 


Special CHARTER SUBSCRIPTION OFFER 
(effective only through December 31, 1958) ... brings you 
the MRB INDEX for less than $1.60 per month. 


other at 


| option. 


days 


Kelly, 


the Russian travel| vision Center at 120 Madison Ave., | 
agency, said it plans to expand its) New York. The six-story building | ¢ja) Management Group, composed 
U.S. advertising to promote travel|houses studios, theaters, closed) of the financial heads of Chicago 
in the U.S.S.R. Speaking at the circuit facilities, rehearsal halls} prea agencies, has elected Jack H. 
|World Travel Congress in New/and kinescope equipment. 


| 
| Miller Named Club Head 
Edward Miller, production su- 
pervisor of D’Arcy Advertising Co., 
|has been elected president of the 
|Production Managers’ Club of St. | 
new officers 
| Bernie Leopold, Gardner Advertis- 
Henry Hoester, 
|B. J. Teach & Associates, secretary, 
and Madeleine 
Zahrndt & Kelly, treasurer. 


‘Toronto Telegram’ Adds R.O.P. 

The Toronto Telegram will now 
accept full color advertising on a 
firm basis for Mondays and on 
the publisher’s 


Kelly, 


are 


” Advertising Age, November 17, 1958 
7 Pages - Lines — Pages r Lines ‘ 
Nov. Nov. Jan.-Nov. Jan.-Nov Nov. Nov. dan.-Nov. dan.-Nov. Nov. Nov. dan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. dan.-Nov. 
1958 1957 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Newspaper Sections (I) ‘Foreign (November) 
(Nationally distributed with Sunday newspapers. ) CED a bnc dpwewseas chee 15.0 18.5 M415 141.7 12,558 15,498 118,804 119,028 
tThe American Weekly ...... 57.7 65.4 636.3 673.8 49,068 55,617 540,864 572,742 Popular Mechanics: 
tFamily Weekly ‘ 54.3 51.7 590.7 511.8 46,180 43,940 502,206 435,224 Popular Mekanik (Danish) .. 21.0 8.0 110.5 83.7 4,704 1,792 24,752 18,767 
are er 86.7 70.3 807.8 756.1 73,670 59,750 686,591 642,705 | Mecanique Populaire (French) 32.0 31.8 307.1 291.7 7,168 7,112 68,790 65,352 
tThis Week Magazine 92.9 89.8 926.5 944.7 78,961 76,293 787,562 802,962 Populaire Mechanik (German) 6.6 3.6 51.1 22.7 1,478 812 ae P-4 
Total Gr SRR hick n.d 2 M16 2772 “Z56i3s “TeBEA “BAVBIS “B35 600 257.223. 7453.63 Mecanica Popular (Spanish) 30.2 25.5 298.3 306.7 6,768 5,704 . . 
t Five nun November 1958; four issues in November 1957. = . Popular Mekanik (Swedish) 9.5 17.0 90.0 101.3 2,128 3,808 20,160 22,699 
Reader's Digest: 
- Pages . Lines TLE eee 44.0 40.0 384.0 380.0 7,216 6,560 62,976 62,320 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan. -Oct. en 1: BE Sin bawis obsess ae 69.5 79.0 614.0 595.0 12,649 14,378 111,748 105,014 
1958 1957 1958 1957 1958 1957 1958 1957 ee Ore 85.3 ps = oe on ey ny pnp 
Sect Octo EER ig padeeda Ch eted es 80.0 65. -0 0 560 1, . : 
Newspaper Sections (II) (October) MMMM xs caddoactescas: 58.0 $7.0 404.0 420.0 10150 9975 70,700 73,500 
a ae See oe SE. <xcutdiean co. 905 995 7795 777.0 16833 18507 144,987 144,522 
Chicago Tribune Magazine . 170.7 167.7 1,522.8 1,386.1 145,110 142.507 1,294,350 1,178,143 on allllgh diaderte' ¥:': gadaiedhdi 815 84.5 703.0 796.0 14833 15.379 127 946 144.872 
First 3 Markets Group ...... 35.0 47.9 4783 490.0 29,708 40,715 406, 416,500 | = whi did tee see 535 533 S148 5080 Py 9.052 87 508 86.360 
New York Times Magazine .... 222.8 $247.1 2,385.1 2,355.5 189,365 210,015 2,027,367 2,002,183 ~~ Se en ¢ ’ > ¢ f ¢ . , 
=< 7 -— > a <i SE  <iby cbiwesesks’ > 55.0 33.0 396.0 71.0 10,010 12,922 72,072 6,006 
Total Group .........-... 257.8 295.0 2,863.4 2,845.5 219,073 ~ 250.730 2,433,922 72,418,683 i oe en 28.0 27.0 312.0 183.0 5,208 5,022 39,618 34,038 
% Not included in totals as it is a member of the First 3 Markets Group. ets iccadb adese 1375 1330 1.1485 1,080.5 24,063 23,275 200,988 189,088 
, 9 Ter 38.0 35.5 287.0 254.0 6,650 6,213 50,225 44,450 
ae Pages pe Lines ES ee 170.0 144.0 1,213.0 979.0 30,940 26,208 220,766 178,178 
= = ee em Cm Nov. = dan.-Nov. — dan-NO¥. | German Swiss 410 6060385 «320.0 «2935 = 7,462 =Ss«7,007«Ss«58.240 «= 53,417 
1957 1958 1957 1958 1957 1958 1957 ay SES Ua ’ ; Y , ‘ , 
wes EL ohxeess otleiecaudkie 85.0 84.0 763.5 761.0 15,470 15,288 138,957 138,502 
Comics Magazines BE ons 54ke bs cckat ek he 51.0 59.0 552.0 600.0 9,282 10,738 100,464 109,200 
American Comics Group ...... 7.0 7.0 77.0 77.0 2,646 2,646 29,106 29,106 ARR re ae 109.0 116.0 943.0 928.5 28,030 19,952 162,196 159,702 
tArchie Comic Group ........ 7.5 6.0 42.5 43.3 2,835 2,268 16,065 16,367 CEE ows soos votubeee tp 44.0 46.5 409.0 432.5 7,392 7,812 68,712 72,660 
tHarvey Comics Group ....... 10.0 8.3 96.6 95.7 3,780 3,150 36,540 36,095 PE ha eee vrcctseunee 71.5 73.5 597.5 557.0 13,013 13,377 108,745 101,374 
National Comics Group: SO 24.5 42.0 326.0 355.0 4,459 7,644 59,332 64,610 
Sit Se. . v0 sa cpeanens 6.0 4.0 57.0 67.1 2.268 1,512 21,384 25,524 EP Ee 53.3 49.0 430.0 422.5 9,053 8,330 73,101 71,825 
ee eee oe 5.0 5.0 60.0 73.1 1,890 1,890 22,695 27,662 Overseas Military .......... 49.0 oe ane —- Bc. — By tae 
Tete Grane .----cecroeee SS 33 ~Fs5i ~—35EF “IMS ~Wiaee 125700 ~ isa 754 | Portuouese 0... 107.0 5 -0 
j i- : fi shown i . South African ............ 88.5 106.0 894.0 936.5 15,842 18,974 160,026 167,634 
. et eae a ee Southern Hemisphere ....... 32.5 395 3145 354.0 5,915 7,189 57,239 64,428 
Canadian National Weekend Newspapers (Rotogravure Linage) Beare stErehs Ho eesa> ae ee ee eo a Cee, ee 
Se PUNE cc o5sisdeon naka’ 813 69.3 6323 700.2 73,191 69,336 569,076 700,158 | _ Total Group ........... ++ 28414 1,901.2 16.2638 15,4506 367,534 363.098 3,074,298 = 2,877,114 
ee Oi Uc eae. eee 98.9 80.7 721.4 657.2 89,009 80,727 649,341 657.230 | § Because current month linage figures for several publications are not yet available this group is broken into a November 
ET eRe Re 1238 117.9 1,049.9 976.0 108,304 103,191 918,690 854,007 | section and an October section. + Five issues in November 1958; four issues in November 1957. { 1957 cumulative totals 
Weekend Magazine .......... 135.6 117.2 1,168.9 1,144.2 132,195 114,263 1,139,734 1,115,669 | shown are for two months. 
Total Group ..........455- 539.6 385.1 3,572.5 3,477.6 402,699 367,517 3,276,841 3,327,064 
+ Due to a strike one issue was not published in October 1958 and two other issues (one in October and the other in No- en LS ‘ Lines 
vember) carried but a few lines of advertising. ¢ Five issues in November 1958; four issues in November 1957. Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan. -Oct. Jan.-Oct. 
1958 1957 1958 1957 1958 1957 1958 1957 
Canadian 
Canadian Homes & Gardens .. 50.1 49.3 458.7 491.1 34,082 33,504 311,914 333,916 
SE «cn <ah.aceuenay. 618 360 4563 4538 42013 24459 310.273 + 308.609 | Foreign (October) 
SE eco yv ces cxaetehers 42.5 34.9 331.1 353.4 18,232 14,982 140,576 150,222 | Life International: 
NE is cc oe wk ba nah Ole 105.7 1143 879.7 1,039.5 71,883 77,690 598,207 706,853 International Edition ...... 80.0 85.7 726.5 711.2 54,400 58,395 494,105 483,650 
SS Seok ee rere 43.3 44.2 357.4 404.3 29,437 30,041 242,412 274,618 Spanish Edition ........... 59.4 67.4 563.3 650.4 40,460 45,900 383,095 442,340 
Reader's Digest: Newsweek: 
English Edition .......... 152.8 95.5 1,003.0 904.3 27,801 17,381 182,546 164,574 ED EOD. be scoeveces 68.9 71.5 622.4 675.7 28.945 30,030 261,415 283,780 
French Edition ........... 160.5 103.3 1,054.3 958.0 29,211 18,792 191,874 174,356 | European Edition ........ : 72.6 711 666.0 643.8 30,520 29,855 279,743 270,410 
Rewwe Moderne ............. 30.7 20.6 225.1 256.4 20,896 14,000 153,051 174,344 | Time International: 
Revue Populaire ............ 15.5 18.6 1748 211.9 10,894 13,047 122,576 148,515 | Time-Atlantic ............. 117.2 128.0 1,050.0 1,102.6 49,210 53,760 441,000 463,050 
Perr err: 24.2 34.5 162.5 298.5 16,943 24,135 113,791 209,073 Time-Latin American ....... 100.4 121.2 1,016.8 1,098.5 42,140 50,890 427,000 461,335 
HSaturday Night ........... 49.8 28.1 371.6 270.8 20,900 11,775 153,162 113,859 re 92.4 101.2 799.6 869.1 38,780 42,490 335,790 365,330 
#Time-Canadian ............ 209.3 217.1 1,458.9 1,652.4 87,885 91,490 612,675 693,980 | Vision: : 
Total Group ............. 6871 ~ 5512 “54029 “5,371.2 301.392 ~ 268,031 2.367.220 2,645,080 Wisao (Portuguese Edition) .. 2085 164.2 1,514.8 1,213.0 87,570 68,950 636,230 509,460 
t Effective February 1, 1958, Samedi carried advertising in two of its four issues; two issues in October 1958 and five Wenees Canes ......-.-- 9.006163 «(1585 (156.0 7,980 a enue 65,520 
issues in October 1957. 3 Not included in totals as figures for the November issues were unavailable as this issue went to Spams Ediiien ........... aS Lal 708.7 587.7 36,715 31.360 15.215 _246,820 
press and October figures are shown. Ae eS ae 895.8 901.3 6,918.4 7,707.0 416,720 418,490 3,638,093 3,591,695 
Soviet Ads Seek Tourists |president of the Seven Arts Tele-| Financial Admen Elect 


The Advertising Agency Finan- 


| Terry, MacFarland, Aveyard & 
| Co., chairman, and Albert J. Plat- 
|ta, Klau-Van Pietersom-Dunlap, 
Milwaukee, vice-chairman. Mem- 
bers of the executive committee 
are Charles W. Billingsley, Fuller 
& Smith & Ross; Norman M. 
Finke, Aubrey, Finlay, Marley & 
Hodgson, and Robert J. Runtz, 
Grant Advertising. 


NL&B Publishes Booklet 

Needham, Louis & Brorby, Chi- 
cago, has published a new promo- 
tional booklet, giving information 
about the agency. Titled “They’re 
Right About NL&B,” the illustrated 
booklet also outlines the agency’s 
history. 


write: MARKETING REFERENCE BUREAU, INC. 
1616 Pacific Avenue, San Francisco 9 


vertisements 


ming dur- 


| 
| You don’t have to be an EINSTEIN... 


to understand why INTERNATIONAL OILMAN was one of the two 
petroleum periodicals to show an increase in advertising space sales for 
the first three quarters of budget-cutting 1958 (oil journal group down 
1,944 pages) with its 9.2% gain over 1957! 


The oil equipment and services mar- 
ket overseas has been 
ing the recession in the U.S.A.—and 
at 7,688 VAC-audited export circu- 
lation and $375 page rate INTER- 
NATIONAL OILMAN provides the 
deepest and cheapest market pene- 
tration (competitor WP offers 6,822 
at $475, and alternative PI has 4,067 
at $240). So, your cost per reader is 
at least one-third less in INTER- 
NATIONAL OILMAN. Ask for 
“Trends” series of market studies, 
or see our market data-packed ad- 
in SRDS and IM's 
Market Data & Directory Issue. 


Internati 


your SPECIALIZED magazine 
for this SPECIALIZED market 


'NO EXTRA CHARGE FOR BLEED OR OVERSIZE 


; is oo ae dois ae: 4 es A oy pepe Gea Te te eal Ze iis ae A peip Pay ai: Be Salm gh Lk a ghee er ia ae 
iS . ' eae 
ari 
= : y 
ea * 
t S 
i 
sie o 
oe 
a 
ey : 
aes P 
aie ar 
mee 
ae 
ae tee 
ae 
ae ae * 
ae 
vhs | 
Ee, 
nies + 
Eile 
on ae 
=. 
Lass ty 
2 ey 
heen ; 
* r 4 ‘ 
rae 
ere a 
5 —y 
a 
a 
‘ae 
ee 
cia! 
hia saris ? 
mad sie e 7 
i 4 
va 
Reet 
pata 
ee 
aren 4 . 4 u 
; qj 
boa aM q 
pete ‘ 
aa ; 
ee . 
a 
: P 4 4 
dee — 
et ee ey 
Pagid 
hort ta 
eae i 4 
ay 
aig |—h6©#e 
earl a sete pee ‘ See s | " 
: PRM StS ce Lee Se gh, SR BS Ie daa sc pe * 
Shs ; Tect!' Ww tne Ucto * T3296 | i@_ ; 
i = So So oss aoc ee ; i 
i : Sas ; Ce eee orn ors x ee eT eee — 
= EN = Oia is i : : vce eb rae tess ale 5 ‘ 
side nee sage eae rs i te 9 hts Si he Ree een eae he ‘ ; 
i : ee Ite Ba a se i Saat ins de ee 
seas os . . -@ . sere J 
- - Material Handling Engineering q 
tee nah ee i 
' . . # 
FRY EN Bc. eas RAMS! | tyes BRE “al ESN eR = Baas =" en RES LBs ae rt ‘ 
' 
pare 
i 4 a \ 
' f a ee 
‘ = - : mn ~~ J i 
ies ko j : | —\ 4 — ee ; 
ie = i ‘: 5 ’ i h | 
| — 2 peas | 
; E — 3 \\ 8 
Ae a v " Y 
= . ae | C (A A 
: : ~ i ~\ »* 
my — —— pm at ~N . yy * 
ges 2 Se . = . x | — \ A Hi Q 
ct _ t | 
aie : ’ | s Xb 
_/ 
4 2 J RR i? i ‘ 
4 + ee | 
ay 5 + e. 
rs 
fa ee e i _< 
e ee ce | 
gue : Bes 
an oes 5is ae 
* ee ¥ ¥ > ait 0) e a 
ey as g j 
» gine ; i a 
‘ " a ilmen 
is 3 : , 
rag a 
a. U: “ | 
- : 
z : 
“i Hy et 
E i 
, ae : eg : 
ecient ae Aeobae  S Cehi . oat can. eda Ee Eee a Rh BT STG ge oe en a eM a Rr ls a le Em Eg eee: owe NN eS a ye 
5 OS aa iia to Sup tes ae ge oe, * a> fh aeoreminnnecerat a CP Ao tear 5 ‘ a a ee, : ess eh aM Be RT 2 Le DEES, Ponce ee OREO En ot let 
i a ns aioe an ‘ = vin ae yee aie ee ete =o sea a 
a Fe penaaey 0) ote 


ot 
A 
a} 


F 
‘ 


on First Wisconsin Time-Credit Terms 
at savings of 50 to 150 


| 


mmcceor FIRST WISCONSIN 
NATIONAL BANK 


OF milwauKte 


TIE-IN—Newspaper ads, such as this 
one featuring Ford, were timed to 
appear on the day the 1959 models 
were introduced by each manu- 
facturer, and pointed up the value 
of auto financing by the First Wis- 
consin National Bank of Milwau- 
kee. Cramer-Krasselt Co. is the 

agency. 


How to Finance Them 
New Cars, Suggest 
Bank Ads Display 


MILWAUKEE, Nov. 11—The First 
Wisconsin National Bank of Mil- 


waukee is running a unique pre- 
view ad campaign timed to coin-| 
cide with the public showing of | 
1959 model cars and designed to) 
boost the bank’s auto finance sales. | 

Focal point of the new promotion | 
is a series of 17 time-credit adver-| 
tisements featuring just-released | 
photographs of new model cars. | 

On the day a particular 1959) 
model makes its debut at dealer | 
showrooms, a First Wisconsin ad | 
appears in the afternoon editions of 
the Milwaukee Journal and the} 
following morning in the Milwau- 
kee Sentinel. 

Brief copy points up the lower 
interest rates, individualized serv- | 
ices and extra advantages of per-| 
sonal bank credit. 

The campaign originated through 
First Wisconsin vp Carl M. Flora; 
Robert A. Brown, the bank’s ad- 
vertising manager, and Marvin 
Lemkuhl, account executive for 
The Cramer-Krasselt Co. 


s First Wisconsin time-credit of- | 
ficials felt there would be greatly 
increased buyer interest in 1959 
models, according to Mr. Flora. 

“Accordingly, maximum impact 
could be assured by advertising our 
finance plan with actual pictures 
of new cars at the time they are 
still news,” he said. 

To provide news format, the 
bank obtained photographs of the 
ears and received clearance from 
the local zone manager for the 
auto company or the factory. 

“To date, dealer response in the 
greater Milwaukee area has been 
exceptionally favorable,” Mr. Flora 
said. = 


Hugh Graham Adds Stanley 
Hugh H. Graham & Associates, 
New Britain, Conn., has been ap- 
pointed to handle advertising, 
sales promotion and merchandis- 
ing for Stanley Works’ builders 
hardware. The agency, which has 
been the agency for other Stan- 
ley products, now is serving the 
entire Stanley hardware division. 
Wilson, Haight, Welch & Grover, | 
Hartford, is the previous agency | 
for the division. | 


Variety Chains Push Brands | 

Variety chains have set aside| 
Feb. 6-22 to give special emphasis 
to the promotion of nationally ad- 
vertised brands. Coordinator of) 
this 11th annual event is Chain, 
Store Age. 


Advertising Age, November 17, 1958 


Freeman Heads Dunhill Unit 

Arthur Freeman, formerly gen-| 
eral sales manager of the promo- 
tion division of Kirby Block & Co., 
department store buying organi-| 
zation, has become managing di- 
rector of the Dunhill Communica- 
tions Center, 444 Fourth Ave., 
New York. The center, a division) 
of Dunhill International List Co.., | 
will provide sales representation | 
and sales promotion for manufac- | 
turers in New York. 


Donovan Joins Lippincott 

C. P. Donovan, formerly ene 
tor of advertising and sales promo- | 
tion of the Ansco division of Gen- | 
eral Aniline & Film Corp., has) 
joined Lippincott & Margulies, | 
New York designer, as an account 
executive. 


ere 


| Niehott to Waldie & Briggs 


81 


hydraulic brake system parts for|count, reportedly billing around 

C. E. Niehoff & Co., Chicago, the automotive’ industry, has| $100,000, was formerly handled by 
manufacturer of ignition parts,)named Waldie & Briggs, Chicago,| Henri, Hurst & McDonald, Chi- 
electrical testing equipment and to handle its advertising. The ac-| cago. 


stig . 
a ect eon 


- +» proven periodical readership among 
engineering and technical administrative 

officials who specify, recommend or direct 
purchases—a sure method of having your 

complete sales presentations available at 

buying time, plus market research to pinpoint 
immediate sales opportunities. Got the facts on eg 
readership among buyers of your product? 


PUBLIC WORKS Publications, : 
Ridgewood, New Jersey ad 


ANNOUNCING ....ABP’S 17th AWARDS COMPETITION FOR 


OUTSTANDING BUSINESS CAMPAIGNS OF THE 


Two groups of awards: 


Mma Oe 


For advertising that 
appeared during 1958 in 
merchandising publications— 
7 First Awards 
21 Certificates of Merit 


ae 


YEAR 
7 oe 


There’s no doubt: advertising in businesspapers means business. 
That’s why again this year, ABP will give due recognition 
to those companies that have done an outstanding job of 
business advertising. 


As always, the competition is designed, not as a “contest” 
among advertisers, but as a means of pointing up the factors 
that make businesspaper advertising work! These are: clearly 
defined objectives ...and creative use of copy, layout, art 
and media strategy. 


The panel of judges is a cross-section of business: the men your 


For advertising that 
appeared during 1958 in 
industrial, institutional and 
professional publications— 

6 First Awards 

18 Certificates of Merit 


campaigns are trying to sell—with a few advertising men 
mixed in. Their point of view is simply, what is this campaign 
trying to do? .. . how well does it do it? . . . what were the results? 
To the judges, the best advertising is advertising that sells 
them... because it has sold best for you. 

If your campaign has done a big job this year—one you're 
proud of—why not enter it? An award is signal recognition 
of leadership in the use of business advertising! 


Closing date for entries is 
January 31,1959, 
so don’t delay. 


Announcement folders containing com- 
plete rules and entry instructions have 
been mailed to agencies and advertisers. 


If you haven’t received 
fill in the coupon and 


ASSOCIATED BUSINESS PUBLICATIONS 
205 East 42nd Street, N. Y. 17, N. Y. 


Yes, sir! Count my campaign in. Please send me the “rules’’ 
folder by return mail. 


your copy, just 
mail it today. adit idicebatiinianiasta tiie ibid : . 
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Beech-Nut Sets Coffee Drive 


Beech-Nut Life Savers Inc., 
New York, launched a new cam- 
paign for Beech-Nut coffee with 
1,000-line ads in 50 daily news- 
papers “north of Washington and 
east of Detroit,” to run through 
the remainder of the year. Chas. 
W. Hoyt & Co. is the agency. 


Canned oods According to the findings of the 
F Month panel, sales of half of the product: 
Went ° ver Like Tin the previous September, when 
there was no industrywide pro- 

New York, Nov. 11—The “Sep- | product classes, the percentage of 
tember Is Canned Foods Month” | families buying was smaller this 


it studied were below the level of 
Balloon. Study Shows motion. In three-quarters of the 
promotion went over like a tin year than in September, 1957. 


_| balloon. 


a WESTERN HORSEMAN 


Equestrian Field 


104,516—June 30, 1958 
ABC 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS 


| ca reports. 


The buying public kept its| = However, the panel cautions, 
hands in its pockets and its can/this doesn’t necessarily mean the 
opener in its kitchen drawer promotion was a failure. “Con- 
while the month-long nationwide | ceivably, the record might have 
promotion, supported by many) been worse if there had been no 
food canners, was going on, the| promotion. This is a_ possibility 
National Consumer Panel of the| because September was relatively 
Market Research Corp. of Ameri-| better, compared with a year ago, 
| than August. In addition, the drop 


GENTLEMEN, WE 
SIMPLY MUST FIND 
A SUPERIOR CLAIM 
FOR THORNTON'S Hf 
PICKLED THISTLES ¢! 


ah 
iF iN 
Mype. Ue 
Ai yf lf 

Ae HAL th 


WE’VE FOUND 


WELL 4 GENTLEMEN... 


«WE SEE BY OUR NEW 


OF AD AGE OUR RALSTON 


COOKIES, MARY ELLEN’S 


KEEPING OUR EYES PEELED... 


THAT G.B.anoB NOW HAS OFFICES IN CHICAGO. 
-.. AND WE SEE IN THE OCT. 27TH ISSUE 


LEE GOODMAN LISTED AMONG \958°S Top TEN. 


.»» AND DAILY WE SEE WHAT WE CAN DO FOR 
OUR CLIENTS: SKIPPY PEANUT BUTTER, NUCOA 
MARGARINE, RALSTON RICE CHEX AND WHEAT 
CHEX, RY-KRISP AND INSTANT RALSTON, 
FARMER JOHN’S HAM ano BACON, HARRY and 
DAVID’S FRUIT-OF-THE -MONTH, MOTHER’S 


HEIDELBERG BEER, BREAST-O-CHICKEN TUNA® RIVAL DOG FOOD, 


AGENCY MASTHEAD 


COMMERCIALS By 


JAM® ano JELLIES, 


: = 


Advertising Age, November 17, 1958 


30 WEEKS 


TOUPEE! 


NO MONEY DOWN 


| LONGHAIR COPY—An imaginative 
|printer returned this proof to 
| Holtzman-Kain Advertising, Chi- 


were reached many, many more 
times with the interesting story of 
how canned foods are contributing 
to the health, welfare and conveni- 
ence of this nation, as a result of 
the SICFM promotion. 

“Because of the very successful 
September program, more canned 
|foods will be sold by canners 
through the balance of the market- 
ing year,” he said. 


| cago, after copy for a quick type-| 


setting job had been phoned in. 


| 
| 


|in physical volume was smaller 
| than the decline in the number of 
buying families. The remaining 
buyers, therefore, purchased larg- 
| er amounts this September.” 

| Nevertheless, the panel con- 
|cludes, “The buying public ap- 
|parently shrugged off ‘September 
'Is Canned Foods Month.’ In most 
|of the products we measured, 
|September sales were just about 
|'what was to be expected on the 
basis of prevailing supplies and 
prices.” 


GROUP SAYS CANNED 
FOOD MONTH WORKED 
| San Francisco, Nov. 11—Dis- 
|}agreement may very well be the 
'spice of merchandising. 

At any rate, one group—the mer- 
|chandising committee for Septem- 
ber Is Canned Foods Month—sees 
| the entire promotion in a different 
light than does the National Con- 
sumer Panel in its report. 
| Warde Cousins Jr., chairman of 
the merchandising committee, 
|says: “Many, many. more people 


records. 


ment Frankenstein — 


IT TAKES — handling and training of personnel . . . 
purchase and maintenance of machines . . . prepara- 
tion and checking of an ever increasing number of 


There’s one sure way of getting rid of this manage- 


R & S high-speed, electronic 

PAYROLL ACCOUNTING 
. . . one, low cost for the entire job — in direct pro- 
portion to number of employees — 75 or 2,500! 


“Meeting A Payroll Takes More Than Money” is the title 
of our booklet giving full details of this time and money- 
saving service. A request to Dept. A will bring a copy 
without cost or obligation — it’s worth your study! 


NATION-WIDE SERVICE 


|# His remarks followed a meeting 
'of the committee held to analyze 
the results of the campaign. 

The committee was told by How- 
ard Eaton, executive director of the 
promotion, that more than $5,000,- 
000 in advertising support was 
given the program in newspapers, 
magazines, radio, television and 
outdoor media and in merchan- 
dising and special events. + 


Toedtman Becomes Publisher 

James C. Toedtman, vp in the 
Cleveland office of D’Arcy Adver- 
tising Co., has resigned from the 
agency to become publisher of the 
|News, Berea, O., recently sold to 
|Berea Publishing Co., which Mr. 
|/Toedtman heads. Carl E. Winter, 
| who sold the News, will give his 
|time to Winter Publishing Co., 
|Liberty, Mo., and two weekly 
| newspapers in Liberty. 


| 
| 


Rossi Names Anthony 

' Robert F. Anthony has been 
named marketing director of Ros- 
si & Co., Detroit. He formerly was 
with WJR, Detroit, and Briggs 
Mfg. Co. 


NEW YORK: 
BOSTON: 

| CHICAGO: 
SAN FRANCISCO: 
TORONTO: 


RECORDING & STATISTICAL 
CORPORATION 


Executive Offices: 176 Broadway, New York 38, N. Y. 

100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 

566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 

223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 
560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 
407 McGILL STREET, MONTREAL, CANADA. Piateau 3831 

439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-495! 
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TASTY—This car card is part of a 
three-month campaign on the East 
Coast for College Inn Food Prod- 
ucts, Chicago. Outdoor and radio 
also will be used. Edward H. Weiss 
& Co., Chicago, is the agency. 


Dialog in TV Ads 
Needs More Realistic 
Words, Authors Say 


New York, Nov. 11—‘“People in 
real life do not say, ‘See this amaz- 
ing new  product—sensationally 
better in five ways’,” warn the 
authors of “Television Advertis- 
ing,” a new book by Clark M. Ag- 
new and Neil O’Brien. 

In a section about the writing 
of tv commercials, the authors 
stress the need of realism. 

“Enthusiasm, within bounds, is 
of course expected in television 
advertising, just as it is in other 
kinds. But the words used to ex- 
press the enthusiasm are expected 
to be closer to the words used natu- 
rally in real life,” according to 
Messrs. Agnew and O’Brien. 

In their introduction the authors 
point out that their book is intend- 
ed for practically everybody. They 
see it as a refresher course for the 
experienced tv professional, a 
source of information for advertis- 
ers and agency men who haven't 
had a chance to educate themselves 
on television, a how-to-do-it book 
for beginners in the tv profession, a 
doorway to a whole fascinating 
new world for the general reader 
and a tool for educators. 


# This well-illustrated book be- 
gins with a comparison of tv with 
other mass media and a general 
treatment of its nature and pur- 
poses. There are chapters dealing 
with the role of the sponsor, the 
advertising agency, research, the 
step-by-step process of the prepa- 
ration of commercials, production 
basics and particulars and the vari- 
ous ways of scheduling tv. There 
is also a chapter devoted to the fu- 
ture, with sub headings for tech- 
nical improvements, color tv, sub- 
scription tv and world tv adver- 
tising. 

No doubt the tv advertising dic- 
tionary in the back of the book will 
be of most interest to the non- 
technical minded agency men and 
sponsors. Now they can feel know- 
ing when the tv experts throw such 
phrases at them as barn doors 
(“shades which fit over lights and 
can be adjusted to narrow the beam 
of light’); blizzard head (“a 
blonde’’); cherry pie (“extra mon- 
ey earned by someone in tv for do- 
ing something other than his reg- 
ular work”); dishpan (“slang 
term for large circular object used 
in microwave relay of tv transmis- 
sion’’); gaffer (“head electrician’’) ; 
limbo (“any area apart from the 
main set where limited action can 
take place, usually against dark 
drapery”); pop-in (“to appear on 
the screen suddenly, without fading 
in”); whiz pan (“camera swung 
very rapidly left to right or right to 
left, blurring the scene’) and wow 
(“the noise any recording makes 
when it is rapidly speeded up”). 


s The volume gets a fine sendoff 
in a foreword by the pioneer agen- 
cy man, John Orr Young, who sug- 


™\gests that it will be extremely| Hill Publishing Co., has joined; Constantine & Gardner, Seattle; 


as ee 


helpful for all those who deal with| Relyea as a member of the Chi-| Carson/Roberts, Los Angeles; Cole 
tv or advertising. # cago sales staff. & Weber, Seattle; Carvel Nelson &| 


Powell, Portland; BC&G, Seattle, 
a second time, and now Calkins & 
Holden with Baker. 


Relyea Boosts 4, Adds ! Skyway Travels to 2 Agencies; 
Relyea Publishing Corp. has| Calkins in N.Y., Baker in Seattle 


Thayer, vp in charge of midwest-| the “travelingest” national adver- 
ern operations, has been named /tiser in Seattle, has set its bags| essasseeeeeseesesane 
sales manager of Industrial Lab-| down in the office of Calkins & 


oratories; Paul Weidenschilling, | Holden, New York, which will han- LUBBOCK is rich and ready 


VP, — appointed sales - 4 dle the account on a joint-venture 
ager of Industrial Science & En-|basis with Frederick E. Baker & growing and growin 
gineering; Richard W. Nielson,| Associates, Seattle. to spend... a g g 


wouldn't advertising be wonderful 
made five appointments: Gilbert) Skyway Luggage Co., perhaps _.. if all markets were like 


(TEXAS) 


Population’s up 
27.8% ... and buying 
income’s up 29.2% 


LUBBOCK: 


(SM, May 10, 1954-1958) 


oe 


New York district manager, sales} Since 1947 the Skyway account| 4nd easy to reach through advertising AVALANCHE- 


manager of Research & Engineer-|has moved to agencies in the fol- inthe... LUBBOCK 


ing; and Hamilton S. Styron, ad-| lowing sequence: from J. Walter 
vertising salesman, West Coast} Thompson Co. to Spencer W. Cur- 
manager for Relyea. Charles! tis Co., both Seattle; Don Allen & 
Wardner, formerly with McGraw-| Associates, Portland; Botsford,| 


WAYNE HENLY, ADV. Director + LESTER M. HORNER, Gen. Adv. Mgr 
R ted Nationally by TEXAS DAILY PRESS LEAGUE, INC. Representing Daily Newspapers Only 


JOURNAL 


CIRCULATION OVER 66,000 


takes plenty of know-how 


Here’s perfect coordination between man and mount. Makes the roping job seem simple, 
although it takes plenty of Know-How. And in any major market, it’s the perfect coor- 
dination of many complex program elements that keeps a big percentage of radio sets 
virtually roped-and-tied by habit to one leading station. Local Radio Programming, 
the vibrant force behind Spot Radio’s spectacular growth, demands great creative skill 
on the part of station-management — skill in developing an overall program structure 
that consistently builds maximum audience for the stations — and sales for its advertisers. 
It is a difficult exacting job, but in most areas at least one station operator has mastered 
it. In a substantial number of the top 100 markets, that station is represented by 


THIS NEW BOOK is helping advertisers 
intensify sales results from Spot Radio, 
through clearer understanding of the 
complex program elements that give cer- 
tain stations their tremendous selling 
power. Price $1 postpaid. Order from 
John Blair & Company, 415 Madison Ave., 
New York 17, N. Y. 


JOHN BLAIR & COMPANY 


Exclusive National Representative for: 
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Where extra 
women are a 
dime a dozen 


Every dollar 

spent for 

advertising in 

Parade brings you 

a hundred more 
women readers 

than a dollar 

spent in any of 

the leading 

women's service 
magazines. (PS. You 
get them Sunday, too, 
when they're 


easier to se//.) 


Parade 


The Sunday Magazine section 

of more than 60 fine newspapers 
covering some 3000 markets. . . 
with more than 17 million 
readers every week. 
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Tyler Cites His Ten 


Feature Section 


Advertising Age i 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Advice for Young TV Hopefuls 


Ro 


Paying an Advancing AE 


Tyler Picks Ten for October... 


New Ads Talk ‘To’ Consumer, Not 
‘Af’ Him, Copy Clinic Finds 


By William D. Tyler 


The great lesson of the 50s seems to be 
that people are “on” to advertising. Now 
you have to talk to them instead of at 
them. Once an advertiser recognizes this, 
he no longer tries to hit 
people over the head, 
trusting in weight and 
repetition to secure 
blind acceptance of 
claims that are ra- 
tionally unacceptable. 
Some of the ads shown 
here, selected from last 
month’s prints, illus- 
trate this new realiz- 
ation. 


‘The’ Car Really Is 

For one reason and another, the trade 
was all set to greet the new Buick cam- 
paign with doleful clucking. The dire fore- 
bodings were never realized. The new 
Buick ads are as spectacular as the car. 
What’s so wonderful? The McCann-Erick- 
son theme: “The Car.” This is brilliantly 
right. The car itself lives up to this brash 
assumptiveness. Together they provide 
Buick with the basis for a great comeback. 
The idea is a combination of Tommy 
Thompson’s, Jay Socin’s and Bernie 
Lubar’s. 


EL-AL Does It Again 

EL-AL ads make most other airline 
advertisers look like dull fellows indeed. 
Every time out, these people do the un- 
expected. Unhampered by a theme, their 
advertising takes fulladvantage of this 
otherwise debatable freedom. How better 
can you compete with jets than to shoot 
down on Big Ben from the air and say, 
“The 2 hours you save are the last 2 
hours, the ones that seem longest on any 
trip.” Written by Doyle Dane Bernbach’s 
Dave Rider and laid out by Bill Taubin. 


The Oversize Beautyrest 

Far from the choice assignment of the 
year was that of introducing oversize 
mattresses for Simmons. Norm Robbins of 
Young & Rubicam changed this otherwise 
prosaic announcement into a magazine 
spread that was not only a stopper, but 
told its story with great speed and clarity. 
Fred Halpert’s layout utilized down shots 
of fully-dressed models supine on a mat- 
tress. The effect is not only unexpected, 
but illustrates both the relative sizes and 
advantages, all in good taste. Can’t beat 
that. 


Cigar Ad for Men 

Ad that pleases us is the one Jim Egan 
of Doherty, Clifford et al., thought up for 
the Cigar Institute. Instead of trying to 
make cigar-smoking seem elegant and 
genteel, which it damn well isn’t, this ad 
takes the path of least resistance and says, 
in effect, “What the hell, men. At least, 
this is for men only.” I even think Dr. 


ON DISPLAY TODAY, BUIGK’S° 


THE 


A NEW CLASS OF FINE CARS WITHIN REACH OF 2 OUT OF 3 NEW CAR BUYER: 


ESABRE INVICTA ELECTRA 


Me eo tara 


Dichter might approve. Bob Shaw made 
the layout, and Howard Zeiff the wonder- 
ful color photo. 


Elevating the Swanson Pie 

The problem the Swanson people face 
is, people think their pies are about as 
homemade and individual as Mrs. Wag- 
ner’s, which isn’t very. That’s why this 
ad does such a wonderful job of helping to 
re-position Swanson’s favorably. The 
sampler is a ten-strike for saying home- 
made and old-timey. The motto says just 
what Swanson wants women to believe a- 


You’ re over ‘London 


“os lermencanabaenn has 2 hrs. 10 min. to go! 


Sees Pei he Nr ee 


Se ee = 


bat Wk " ‘ Re * F 
a ates ma - - . ” . - . 
More people prefer Swanson pies than any other kind 
The gront comh gheersh Oem be empwee eemene Meet Phen oY 
Taos a am cite Save’ 6 Sealed tee fey 
sretann, be ' Wey mee Ray conn h 
The as ots old fine - 
“ via Ye, te rileepoae” te 


CD) Frozen wear mes 
"FROZEN OESSERT PIES 


bout their pies. Nancy Larson, group copy 
supervisor, and Kay Chase, group crea- 
tive director, of Tatham-Laird, Chicago, 
are responsible, with Robert Dunn, art 
director. 


Good Line for Sanforized 

One of the great selling lines for San- 
forized (which has had more than its 
share) may be the current one. It trains 
its sights on the new man-made fabrics: 
“Wash and wear ... or wash and be- 


BNS MEWS! Now you can have 


SPECIAL OCTOBER OFFER! Choose one of these 3 
ct we'll Duy you @ year’s supply of matching 


wet, Newt ee 


...Wash and Beware? 


For poem ceme wath natn cesta oo te Meatertaet test LANFORIZED+ 


EE RE CSTE ARNE RI rN eS OO Ra 


ware?” This fits the traditional Sanforized 
contrasting-photo format perfectly. There 
is copy, also written by Y&R’s Pat Steel, 
but who needs it? Carl Harris’ layout, 
plus the headline, makes the sale. 


The ABC Rabbit 


The internecine struggles of media, 
when translated into ads, usually make 


ietite 


ot? 


anne 


BEAUTVREST.. SUPER-SIZE 


super 
Cannon extra-size sheets! 


size Beautyrest sets 
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“ALL THAT IS NECESSARY 
FOR THE FORCES OF EVIL 
TO WIN IN THE WORLD IS 
FOR ENOUGH GOOD MEN 
TO DO NOTHING”... 


VOTE TUESDAY NOV.4 


t— Net ee eae Me Ber 
Bie ne geownaan re nna 


ieee... 


more interesting reading for the respec- 
tive combatants than for the audience at 
which they are aimed. That’s why ABC’s 
newspaper series featuring an overgrown 
rabbit is so good. It is competitive, but 
good-humoredly so. Thus it gets its point 
ever to more people, and without leaving 
a bad taste. Idea and copy jointly done by 
John Bergin and Jim Jordan of BBDO. 
Excellent art direction by Bill Petti. 


Young & Rubicam House Ad 

What started, the footnote copy reads, 
as a bulletin board poster for office con- 
sumption only, “to remind our people 


that voting is not a right... but a re- 
sponsibility ...in ... these words of 
Edmund Burke,” became a_ full-page 


newspaper contribution by Y&R just be- 
fore election day. Donald Vaughn's layout 
of Charles Maguire’s idea, employing 
black and white chessmen to illustrate the 
famous words, is in itself a brilliant ex- 
ample of creativity. How would you have 
illustrated them? 


The One and Only Spam 

The least adventurous category is that 
ef food advertising in magazines. This has 
been so ever since the high reader inter- 
est of the recipe was discovered. The mo- 
notony of food ads built around such ser- 
vice is even higher. That’s why this Spam 
ad stands out. The writer, Rebekah Coop- 
er, of BBDO in Minneapolis, went recipes 
one better by adding the interest of a quiz 
game to that of multiple recipes. Good, 
say we, for her. Art director is Roland 
Rustad. 


New Vicks Double-Buflered Cold Tablets act te 
relieve colds, sinus pain 53% faster 
than other leading antihistomue cold tablets 
LER seeceaee pon mer, emns Son 
peace RE <= 


for oe Noone Neath wate WRENS omathers of weil Indie ends smedlinntioms 


Vick’s Moderate Cold Tablets 

The campaign for Vick’s new cold tab- 
lets is, like most advertising from this 
maker, more hard-working than award- 
winning. What I like is the addition of a 
reasonable, human touch right smack in 
the middle of a typical, combative, claim- 
bristling ad. Could be this is better than 
all that “53% faster” table-thumping. It 
consists of a typist, looking up from her 
work and saying, in moderately amazed 
fashion, “Would you believe it .. . I have 
a cold.” It was the work of Morse Inter- 
national’s Rolt Smith, and art-directed 
by Warren Boge. + 


Looking at Radio and Television ... 


Advice for Young Hopefuls 


By the Eye and Ear Man 


Perhaps the most frequently asked 
question in the advertising business is 
when the pathetic, bright young man 
hoves into your office and asks, “How 
do I get started in television?” After 
talking to the fellow for a while, you 
soon will know whether he is going to 
make it. 

In the first place it must be assumed 
that the kid is well-groomed with clean 
fingernails, brushed hair, shined shoes, 
conservative dress, and a good educa- 
tion. He must speak well, be polite, not 
expect the world to owe him a living 
and be ambitious without being pushy. 

If he passes the first muster and you 
feel he will make one of the officers in 
the group that lives on its nimble wits, 
you might well address yourself to his 
original question. Now remember, Dad, 
this is not the time to take to tell him 


about what a whiz kid you were, how 
you walked two miles to school, worked 
your way through college shoveling coal, 
and got a job in the middle of the de- 
pression. The kid doesn’t care, Dad. All 
he wants to know is how he does it. 


= The young man today who wants to 
get in television must first examine his 
talents and find the broad category in 


which he fits. If he has been a hot num- 
ber in drama in college or shows evi- 
dence of highly creative leanings, he 
must place himself in production. 

If the young man is somewhat crea- 
tive but was the college politician or 
fund raiser or manager of the team, he 
belongs in the management end of tele- 
vision and should look for a staff job. 

The next step is to determine where 
the jobs exist: 

1. Production jobs: (a) agency—there 
are only a handful of agency production 
jobs and these are almost exclusively in 
commercial production. The nature is 
generally supervisory and they require 
studio experience and a close acquaint- 
ance with the technical aspects of either 
film or live production. 

The beginner joining an agency could 
get a job as assistant to a producer in 
the agency and work his way up to head 
of the commercial production depart- 
ment. He needs some live, some tape 
and some film experience; (b) network 
—most network jobs are sharply sought 
in New York since only a handful of 
jobs remain—most of them in daytime 
television. In Hollywood there is a little 
more live production, but not enough to 
keep experienced personnel busy; (c) 
film studios—skilled personnel men have 
most of the highly specialized jobs, but 
there is always a place for a bright 
young man who can keep his eyes open 
and make himself generally useful. 


a 2. Staff jobs: (a) agency—aside from 
media buying and commercial produc- 
tion, the agency requires a bright young 
man to monitor shows, read scripts for 
policy, work out openings and closings, 
keep rating data, coordinate network 
sales and publicity, and keep the account 


Agencies Ask Us... 


Advertising Age, November 17, 1958 


executives informed about his shows. 
This job can lead right to the top in an 
agency and with perseverance it can be 
had; (b) network—lots of jobs here from 
sales to programming to operations. 
There are plenty of ways to work up to 
good jobs starting as page or in a 
training program; (c) film studios—staff 
jobs somewhat parallel agency jobs and 
network jobs. Here again there is always 
room for a bright young man. 

The secret of getting a job without any 
real experience is to project yourself in- 
to the other fellow’s problem. The worst 
way is to whine or think that the fellow 
giving out the job owes you anything. 
There is no substitute for making the 
guy with the job think that half of his 
work will be taken off his back and that 
he will get a lot of credit for your best 
efforts. 


® The second skill of getting a job is per- 
severance without pride. Once the right 
contact is made, don’t give up until you 
get the job. Write at regular intervals. 
Let the fellow know you're still in- 
terested. Tease him with suggestions of 
how you can help him in specific in- 
cidents. 

Nobody ever starts being an expert, 
and with exactly the right experience. 
All this is acquired. Every guy in the 
top job had to start exactly the way the 
kid out of college has to start. The real 
basic thing is to know exactly where you 
want to end up next year, in five years, 
in ten years and aim for it in proper 
steps. 

The first step in job hunting is to 
have enough money stashed away to 
live for a long while. The second step 
is to make calls. The more calls you 
make the better your odds. # 


Paying an Advancing Account Executive 


By Kenneth Groesbeck 
Advertising Agency Consultant 


“How do we handle a man who was 
hired to understudy the boss on contact 
and copy, and who suddenly latches on to 
a new account?” asks a California agency 
head. “We were paying this man $8,000, 
and now he is bring- 
ing in a new account 
which will probably 
bill $100,000 a year. 
How much should we 
pay him now?” 

This is one of the 
natural growth changes 
which occur in the 
agency business, and it 
is obviously one to be 
encouraged. It means 
more billing, and a happier and more ef- 
ficient account man. What usually hap- 
pens in such cases is that the agency 
underestimates the importance of the 
development, and pays the individual in 
question too little. They figure, “He is 
part of the organization, he owes the 
business his loyalty, and we certainly 
will take care of him in due time.” May- 
be they raise the ante a bit, and let it go 
at that. This means immediate dissatis- 
faction on the part of the account execu- 
tive, who, when he gets the chance, 
takes his new business where he, and it, 
will be properly treated. 


Kenneth Groesbeck 


@ In the specific case raised by our 
California friend, the agency should real- 
ize two things. One, that the account 
man is now going to devote a consider- 
able part of his time to his new busi- 
ness, giving less to his job of helping the 
agency head on contact and copy. Two, 
that the individual in question should be 
adequately compensated for what is left 


of his old work, and what he takes on 
with the new. 

Chances are that the account execu- 
tive will be able to devote half his time 
to his old job. So, for that, he gets $4,000 
a year—half his previous salary. This 
doesn’t seem to be an unlikely division of 
time; he ought to be able to contact 
and handle a hundred thousand dollars 
in billing on half time without difficulty. 

For this half of his time, devoted to 
this new business, he gets 2/15 of the 
gross agency receipts for landing the 
business. This should be paid him as 
and when the billing takes place. That 
will approximate an additional $2,000. 


= If he does all the contact and copy 
on this new job, he rates an additional 
3/15 for copy and 2/15 for contact. That 
totals approximately $5,000 additional. 
So our $8,000 man jumps to $11,000 
total. That’s what he is worth, and that 
is what he should get, in spite of the 
agency head’s reluctance to jump a sal- 
ary so fast. Note, however, that all these 
percentage payments are for actual bill- 
ing, and not an advance on what may 
or may not eventuate. Accounts have a 
way of turning out smaller than we 
anticipated, you know. 

Now there is a growing feeling in our 
business that account executives should 
be on salary-plus-profit-sharing, rather 
than on splits of the commission, and 
there are many arguments to prove this 
contention. So the agency head may use 
the commission split as a basis on which 
to figure the account man’s salary, and 
present the remuneration change as a 
salary raise due to increased value on 
the part of the account man. All the 
agency must look out for is to raise fast 
enough and far enough, because you 
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Counting its morning and evening 
circulation The Kansas City Star 
prints and distributes more papers 
per day than any other newspaper 
in America excepting only the New 
York News, Chicago Tribune, New 
York Mirror and Philadelphia 
Bulletin. 


When population is taken into ac- 
count The Kansas City Star’s cov- 
erage per thousand families is vast- 
ly greater than that of the four 
papers just named and, of course, 
greater than that of any other 
newspaper in any market in the 


nation. 
Daily Paid 
Circulation 
UR SRRE-NEWS (DB) icc ocens ccs cc. 0 c00ceueeecss 2,014,542 
> CHECARIO TRIBUNE (04) oc cccred... 000. ccncecnerses 900,895 
3. NEW YORK MIRROR (M) .............eeceeeeeeeeeees 834,066 
4. PHILADELPHIA BULLETIN (B)............00.0000: 713,228 
5. THE KANSAS CITY STAR (ME) 671,959 
. « Sy 2) elie rnorne 633,106 
7. PHILADELPHIA INQUIRER (M) ...........0..000005 604,977 
8. NEW YORK JOURNAL-AMERICAN (EB)..........-.. 580,006 
CCS (0). 556. co005 00 cre cs cenedbo ence deed 565,674 
10. CHICAGO SUN.-TIMES (M)............scceccesseeeees 539,090 
ll. BOSTON RECORD AMERICAN (MB).............-- 536,076 
12. WALL STREET JOURNAL (M)..............cee00e: 520,713 
13. MINNEAPOLIS STAR TRIBUNE (MB)............+- 499,196 
M4. ER ADIEERS TIMERS: (Boiss. 00s cnvsceses coneees 484,450 
g 1S. CHICAGO AMERICAN (E)............s.cseceeeeeeee: 477,250 
" 16. NEW YORK WORLD-TELEGRAM (EB)............+-- 473,732 
i  POIWS (OY 6. 50 Ais 472,191 
18. DETROIT FREE PRESS (M)...............0ceeceeeeees 453,598 
19. ATLANTA JOURNAL CONSTITUTION (ME)....... 451,618 
20. BAL TIRODRIE SUN (MB) .iicc.c..cc.0cccscctceovevses 410,932 
SR; MUU TIMS (BY ooo oe cece sneccsngrecccacecsdare 400,874 
22, LOUISVILLE COURIER JOURNAL (MB)............ 393,614 
23. ST. LOUIS POST-DISPATCH (E)................00e. 392,212 
24. WASHINGTON, D. C. POST & TIMES HERALD (M) 390,365 
25. INDIANAPOLIS STAR NEWS (MB)...............-. 379,265 
26. NEW YORK HERALD TRIBUNE (M) .............. 377,400 
27. BOSTON HERALD TRAVELER (ME) ............... 367,100 
28. MILWAUKEE JOURNAL (EB) ................0ce000: 362,417 
FAMOUS AS CAPE CANAVERAL! 29. MEMPHIS COMMERCIAL APPEAL (ME) .......... 356,433 
eae: aa 30. LOS ANGELES EXAMINER (M) .................05. 356,000 
page ot a ena tig jae BORER POST (1B). ee ies. 351,439 
8 . 8 oe 32. DES MOINES REGISTER TRIBUNE (ME) .......... 349,045 
market, is one of the nation’s 33. BOSTON GLOBE (ME) 346,361 
most popular test launching 34. LOS ANGELES HERALD EXPRESS (E) ............. 342,055 
pads for consumer goods. SAEED PRESS (Yio 60s 66sec cei s vcovcrscscens 320,721 


Source: Standard Rate & Data Service, October, 1958 


THE KANSAS CITY STAR. 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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may be sure the account man is going 
to do some figuring himself, aided by 
offers received from the agency around 
the corner. 

Finally, any individual of this demon- 
strated usefulness rates not only a share 
in the agency profits, but also considera- 
tion as an eventual part owner of the 
shop. Good as profit-sharing may be in 
holding on to desirable people, part own- 
ership is the only sure way to tie them up 
to you for life. Too many agency heads 
wait too long to see this handwriting on 
the wall, with consequent loss of billing 
and personnel. This splitting off is almost 
never necessary, and it is practically 
always the fault of the agency head. 


Those Padded Expense Accounts 


“We have an account executive,” writes 
a Michigan agency, “Who, we strongly 
suspect, consistently pads his expense ac- 
counts. We pass them, because he is a good 
man, and we don’t want to antagonize 
him, What, in your opinion, should be done 
with such a person?” 

I think you have to face it, and bring 
it out into the open, as tactfully as pos- 
sible. Some encouragement has been 
given such procedures to avoid paying 
higher salaries. This, however, definitely 
abets tax evasion. And the individual 
who finds he is getting away with this, 
inevitably tends to seek other and even 


less desirable 
“take.” 

Perhaps the situation is best met by a 
frank personal talk which starts with a 
review of the individual’s financial sit- 
uation, and seeks to uncover any dif- 
ficulties the man in question may be en- 
countering in making ends meet. Some- 
times this will reveal a situation in 
which the agency head should be vitally 
interested, and to which he should give 
most careful attention in order to help 
the account man out of a hole. We all 
get into ’em! 

One of two situations may show up: 
either the executive is being underpaid, 
or, owing to home troubles, he is spend- 
ing beyond his income. Either conting- 
ency can make trouble, and plenty of 
it. A worried and harassed individual 
cannot do his best work; he is easily 
swayed to taking on a job with another 
agency which may temporarily seem to 
solve his problems. Much personnel and 
account turnover may be traced to these 
hidden difficulties. It is part of the job 
of the agency manager to know as much 
as possible about the personal problems 
of his people, and help solve them in 
time. 

Shutting your eyes to this situation is 
unwise. If the expense account padding 
reveals a sore spot in your operation 
which you can cure, it may well turn 
out to have been a blessing in disguise. + 


ways of fattening his 


On the Merchandising Front... 


Are Food Supers Moving Away 
from Self-Service? 


By E. B. Weiss 


The food super led the great move to- 
ward self-service. 

Is the food super now about to lead a 
move back to service? 

Yes, I think it is. 

One straw: Kroger 
has installed no less 
than 16 clerks behind 
a “Continental Count- 
er” in one of its large 
new units. This 130- 
foot-long section stocks 
a variety of special 
foods coming from oth- 
er countries. 

Another straw: A 
number of food supers 
are putting “hostesses” or “floor attend- 
ants” out on the floor to help guide be- 
wildered shoppers over their giant store 
units. These floor people will even take 
an occasional item off the shelf and put 
it into the cart of the shopper who has 
become immobilized by the immensity of 
the store area. 

Still another straw: food supers are 
finding that some of the big-ticket hard 
and soft goods items, which they put out 
on open “law library” display with a to- 
tal absence of informative silent selling, 
do not move in satisfactory volume. They 
are, therefore, arranging to have sales- 
people in this section—particularly dur- 
ing peak hours. 


E. B. Weiss 


= I am certain that a national survey 
would bring to light an amazing number 
of examples of a partial return to person- 
al service on the floor of the food super. 
And I am equally certain that within the 
next two years these examples will have 
multiplied. 

This trend is made inevitable by: 

1. The addition of many services by 
the food super; one service leads to an- 
other. Thus, when a food super opens a 
unit offering a telephone and charge- 
account service—which has happened— 
and when food supers add other service 
frills, as many are doing—it is a logical 


next step to add salespeople because 
salespeople constitute a form of service 
(presumably!). 

2. The trend is made inevitable by the 
enormous size of the new food super 
units and the bewildering display of mer- 
chandise on open (warehouse-type) dis- 
play. The hypnotic trance induced among 
car drivers on some of our newest high- 
ways is duplicated in these outlets by 
acres and acres of merchandise displayed 
with total uniformity. 


= 3. The trend is made inevitable by the 
food super’s addition of big-ticket mer- 
chandise which the food super has not 
learned how to move in big volume by its 
traditional food techniques. (Some of the 
new discount-type department chains, 
several of which now do an annual vol- 
ume in the $50,000,000 area entirely by 
self-service techniques, could—and do— 
give the food supers cards and spades 
in moving hard and soft goods by self- 
service. ) 

4. The trend is made inevitable by the 
fact that giant food super units are open- 
ing faster than new shoppers are being 
created. The number of potential shoppers 
per food super unit has decreased start- 
lingly over the last few years, and the 
number of shoppers per square foot of 
food super has decreased even faster as 
these store units become larger and larg- 
er. 

5. The trend is made inevitable by the 
fact that in its big-ticket hard goods the 
food super is imitating the discount 
chain, and the discount chain uses sales- 
people for these classifications. (Grand 
Union calls its new Grand-Way Stores 
“the fastest-growing discount chain.”) 


= I presume other reasons could be ad- 
duced to support my conviction that the 
food super is now—and will continue to— 
move away from self-service. For exam- 
ple, the addition of food by some of its 
major competitors—the variety and drug 
chains, for example (Woolworth is open- 
ing small food super units “experimen- 
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in their being bought in volume. 


solely in digits. 


This is an Olivetti ad. It contains a single line of copy against a field of num- 
bers. That line says, “Figures are the language of business. Olivetti office ma- 
chines speak it fluently, clearly and economically.” 

It is an arresting ad. Few people who come upon it will fail to turn the page 
sufficiently to enable them to read the message. But then... ? 

What are “Olivetti office machines?” What do they look like? Are they as 
sturdy and dependable as American-made equipment and, if so, in what re- 
spects? How do they compare in price? If service is required on them, is it 
readily obtainable? Are there Olivetti offices in all principal cities? 

We doubt that Olivetti “office machines” are bought in such volume—at 
least here in the U. S.—that the parent company can really afford this Tiffany- 
like advertising. We also strongly doubt that such advertising as this will result 


And may we challenge that statement, “Figures are the language of busi- 
ness?” So far as we know, it takes considerably more than figures to make a 
marketing plan and we have yet to see a public relations program expressed 


Maybe something went wrong in translation. + 


tally” in England)—is clearly tempting 
the food super to imitate some of the pro- 
cedures of these rivals. And, while the 
variety and drug chains have clearly gone 
self-service in a big way, it is to be noted 
that many of their departments are 
clerk-staffed. The addition of exotic 
foods, higher price lines in non-foods, 
also lead in this same direction. 

But I had no thought in this column of 
attempting to nail down with chapter 
and verse my reasons for concluding that 
the food super has begun a long-term 
move away from self-service. I simply 
want, at this moment, to direct attention 
to this incipient trend and to remark 
that, in my opinion, it marks the end of 
the food super as a low-cost, low-margin 
mass retailer. As a matter of fact, when 
the food super’s margin requirement on 
food jumped from 12 or 14% way up to 
20%, as it has, and when the food super 
found it could not sell its newer non- 
foods profitably except at traditional 
markups, its claim of being a low-margin 
outlet had been more than merely 
dimmed. 


As the food super goes into more and 
more service, including salespeople on its 
retail floors, it will find that it will sim- 
ply be inviting all of the problems of 
floor selling personnel (and all of the 
costs) from which it originally (and 
smartly) ran away. 


= A retail business built originally on 
low-margin requirements does not main- 
tain a dynamic growth pace by piling 
more expensive services on a marginal 
level that is already too high. As I have 
stated in too many columns, the food su- 
per must learn how to merchandise food 
profitably at low margins (probably in 
tiny food outlets) by new techniques of 
self-service that get away almost entirely 
from manual labor. Until that lesson is 
learned, the profits of the giant food su- 
per chains will increasingly be earned by 
corporate maneuvers (such as mergers), 
by real estate ventures (such as the pro- 
motion of a shopping center), by allow- 
ances from manufacturers, by landlord- 
ism instead of merchandising. + 
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ONE CARD 


for all these services 


V Hotels and motels 

V All forms of transportation purchased at 
American Express offices and from travel 
agents displaying this emblem 

V Car rentals ,/ Restaurants ,/ Night clubs 

V Auto service and repairs 

V Florists and gift shops 

V Plus many other services 


SIGN OF WELCOME—THE WORLD AROUND 


This handsome gold-and-black emblem, displayed 
at fine places the world over, says: “Your signature, with your 
American Express Credit Card, is as good as gold here!” 


THE CARD THAT BRINGS UNIVERSAL RECOGNITION — 
BECAUSE IT OFFERS THE MOST OF ALL! 


Wherever you go, you'll notice this handsome gold- 
and-black American Express Credit Card emblem. 
And you'll notice more of them every day. For every 
day, new facilities are added to the American Express 
Credit Card. 

Among them are restaurants, hotels, motels, resorts, 
night clubs, car rentals, auto service and repairs, gift 
shops, florists, telegrams and cables, theater tickets, 
stenographic services, parking facilities — and trans- 
portation, cruises, tours, sightseeing at American 


Express offices and at travel agents displaying the 
emblem — plus many other services. 

For this is the credit card backed by the American 
Express Company, with 108 years of financial sta- 
bility and integrity —and an established reputation 
in world-wide travel, financial and other personal and 
business services. 

If you appreciate the practical value and prestige 
of credit, as a modern way of life, you will certainly 
want American Express Credit Cards for yourself and 
your staff. 

The coupon at the right is for your convenience. 


American Express Company 230 
Credit Card Department 
Box 1885, Church Street Station 
New York 8, N. Y. 
Please send me an application for an American Express 
Credit Card. 


Name. 


Address 


City Zone. 


State. 


Business or Firm 


Fee, $6.00 a year. Additional cards 
billed to the same account, $3.00 each. 


AMERICAN EXPRESS COMPANY 


Headquarters: 65 Broadway, New York 6, N.Y. * 400 offices in principal cities of the world 


TRAVELERS CHEQUES * TRAVEL SERVICE * MONEY ORDERS * FIELD WAREHOUSING * OVERSEAS COMMERCIAL BANKING * FOREIGN REMITTANCES * FOREIGN TRAFFIC 
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What's Doing on the Legal Front... 


Francis, the Talking Mule, Plays 
Leading Part in Tax Case 


By Sidney A. Diamond 
Member of the New York Bar 

Francis, the talking mule, currently is 
appearing in an unfamiliar role as the 
central figure in a lawsuit. David Stern 
III, the author who originated the char- 
acter of the talking mule, sold Francis to 
Universal Pictures Co. 
and claimed the pro- 
ceeds were a capital 
gain. The Bureau of 
Internal Revenue re- 
fused to go along with 
this and collected addi- 
tional taxes from Stern 
and his wife (they filed 
joint returns). As a re- 
sult, the Sterns now 
are suing the United 
States government for a refund. 

Judge Wright, of the federal district 
court in New Orleans, sets the stage in 
the opening paragraph of his opinion, 
which, incidentally, is remarkably spright- 
ly, no doubt because of the influence of 
the literary material involved in the case. 
Let the judge give the introduction in 
his own words: 

“This case concerns ‘Francis,’ the talk- 
ing mule. Francis is a product of World 
War II. It was created by a lonely 
second lieutenant in the Pacific theater 
of operations who sometimes wondered 
whether there was anything in the Army 
lower than a second lieutenant. Francis 
convinced him there was. Now, seven 
motion pictures later, that second lieu- 
tenant, the taxpayer here, is claiming 
that the income from ‘Francis’ is entitled 
to capital gains treatment under the In- 
ternal Revenue laws.” 


Sidney Diamond 


® The history of David Stern III is 
hardly less interesting than the history of 
Francis. Stern went to work for his 
father’s Philadelphia Record immediately 
after graduating from college in 1933. He 
spent five years in Philadelphia learning 
the business and then became publisher 
of the Courier-Post newspapers in Cam- 
den, N. J. During this period, he wrote a 
number of articles and stories, but he 
was unable to market any of them. 

In 1943, Stern enlisted in the Army as 
a private. He earned his commission as 
second lieutenant and eventually was 
placed in charge of the Central Pacific 
edition of Stars and Stripes. While he 
was serving in the Pacific, he wrote 
several short stories that he succeeded in 
selling to magazines. He also wrote some 
imaginary dialog between a second lieu- 
tenant and an old Army mule, and 
Esquire bought a portion of this material 
for around $200. 

From 1947 to 1949, Stern was back in 
civilian life and negotiating to buy a 
newspaper. While this was going on, he 
re-wrote the talking mule episodes as a 
full-length book at the suggestion of a 
publisher, and this was issued under the 
title of “Francis.” The book, in turn, be- 
came a motion picture, for which Stern 
was engaged to write the screen play, 
and that led to a second book, “Francis 
Goes to Washington.” In the summer of 
1949, he purchased the New Orleans 
Item. 

The Item was bought by the Times- 
Picayune Publishing Co., (AA, Sept. 15) 
and published as the States-Item. 

All of the financial rewards derived 
from Francis thus far had been ordinary 
income for tax purposes. There was no 
possibility of capital gains treatment for 
royalties on the books, the proceeds of 
the sale of the motion picture rights in 
the books, or Stern’s salary for writing 
sereen plays. The situation changed in 
1950 when Universal Pictures Co. signed 


an unusual contract with Stern. This was 
the deal that led eventually to the law- 
suit and to Judge Wright’s decision eight 
years afterward. 


® The contract was a sale of “that cer- 
tain character known as ‘Francis’” for a 
price of 5% of the net profits from motion 
pictures based on the character plus 75% 
of all sums received by Universal from 
licensing commercial rights. In addition, 
Universal paid an outright sum of $50,- 
000 as a commitment fee for a two-year 
period within which to produce a picture, 
with the right to renew on similar terms 
every time it made a picture under the 
contract. The first Francis picture had 
been produced in 1949; Universal made 
six more movies about Francis under the 
1950 contract just described. The pro- 
ceeds of this contract were declared on 
Sterns’ income tax returns for the years 
1950 through 1953 as capital gains, and 
that is what the government disallowed. 

So far as the year 1950 was concerned, 
the legal problem turned out to be fairly 
simple. The government claimed that 
there was no “sale” involved because of 
the contingent payments, largely on a 
percentage basis, like ordinary royalties. 
The court ruled against the government 
on this point. Judge Wright decided that 
the concept of “sale” for tax purposes 
was broad enough to cover even this 
unusual transaction, because Stern un- 
questionably did dispose of his entire 
rights in “Francis.” 

In 1950, however, the so-called “Eisen- 
hower amendment” to the Internal 
Revenue Code was passed, to take effect 
beginning in 1951. President Eisenhower 
had sold his own memoirs outright in a 
widely publicized capital gains trans- 
action that the Treasury Department 
approved under the prior law. The 1950 
amendment was passed deliberately to 
make it impossible for an author to get 
the benefit of capital gains tax treatment 
for “a copyright, a literary, musical, or 
artistic composition; or similar property” 
created by his own “personal efforts.” 


® To get around this, Stern advanced an 
ingenious argument. He pointed out that 
Francis, considered as a character, was 
not copyrightable, even though books and 
movies about him could be copyrighted. 
Stern took the position that the character 
Francis was an “intellectual conception,” 
but not a literary or artistic composition 
or similar property. He asked, in effect, 
for a ruling that an “intellectual con- 
ception” too vague and indefinite to 
qualify for a copyright could be sold in a 
capital gains transaction because it was 
not covered by the language of the Eisen- 
hower amendment. 

Judge Wright analyzed this argument 
and found that it put Stern on the horns 
of a dilemma. In order to claim capital 
gains treatment at all, the starting point 
of the sale must be some “property held 
by the taxpayer.” If Francis is so lacking 
in form and substance that he cannot 
be considered a literary or artistic com- 
position, then he is simply an idea. In 
law, a mere idea traditionally is an 
amorphous thing that exists only in the 
mind and is incapable of ownership in 
the conventional sense. The logical con- 
clusion is that something which cannot 
be owned certainly does not qualify as 
property. Stern therefore had no capital 
asset to sell and, accordingly, was not 
entitled to the benefits of the capital 
gains tax. ; 


= On the other hand, if Francis is suffi- 
ciently definite and distinct to be proper- 
ty capable of being held for sale by a 
taxpayer, then it becomes difficult to 


maintain the position that he is not a 
literary composition. The novel entitled 
“Francis,” in which the character is the 
leading figure, unquestionably is a liter- 
ary work. Judge Wright thought it was 
rather obvious that the character Francis 
got its existence from the literary de- 
scription in the book, which was the only 
way in which Francis could be defined. 
The judge asked, rhetorically, “How 
can it be said that the book is a literary 
composition, yet the main character de- 
lineated therein is not?” He expressed 
his conclusion in an aphorism: “A slice of 


The Peeled Eye Department... 


a 
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the loaf is still bread.” 

So, Francis was caught in the meshes 
of the Eisenhower amendment, and Mr. 
and Mrs. Stern were denied their refund 
claims for 1951 and subsequent years. As 
usual, it must be explained that the 
decision is not yet final because it may 
be taken to higher courts on appeal. It 
stands, nevertheless, as an excellent il- 
lustration of the complex forms that are 
given to many transactions in the literary 
and entertainment fields today because 
of the hope of securing favorable tax 
treatment. + 


For Those Below 


By Dick Neff 


May take a real boarding-house reach 
“Here, in this headline,” writes Robert 
Savage, of Buchanan- 
Thomas Advertising 
Co. Omaha, “is a 
promise to those now 
below ground who 
would like to reach up 
—that is, if they’re in 
Allegheny Cemetery.” 
The headline: 
NOW—ABOVE- 
GROUND BURIAL 
WITHIN THE REACH 
OF ALL—at Allegheny 
Cemetery—Temple of Memories. 


Ah, nuts! 

“What other city would salute fall with 
flowers and flags and lights?” gurgles 
Macy’s in a recent ad. 

“New York has never looked lovelier 
...Streets and squares banked with 
chrysanthemums, our beautiful buildings 
bathed in lights...and banners flutter- 
ing. 
“Macy’s has seen a lot of wonderful 
things happen in New York during our 
100 years. .. but few more delightful 
than New York’s Salute to Fall.” 


= Headline for this pulse-quickening 
paean to a salute which we had never 
heard of, much less seen: 

What a wonderful city to live in... 

Our eyes, damp with emotion, turned 
to the next page and glanced idly at the 
local news nestled there: 

Hovusinc GRAFT 
Wrrness AskS SPECIAL PROBE 


MISSPELLING BLAMED FOR 
3 Yourus’ DEATHS 
PROTESTANT GROUP 
Buiasts BEt PLAN 


Dick Neff 


al 
# 


the eriury ‘convicd, “ya ves Sips ¥ gg se. Ip 


PROFESSOR ROBBED 
ON BROADWAY 
ScHOOL GUARDED IN 
GancG FIGHTING 


Ah, Autumn! Ah, Macy’s! Ah, New York! 
Wall Signs Dept. 


Keep SMILING 


It makes everyone wonder what you’ve 
been up to. 


Non-wall signs Dept. 

Now here’s a little sign designed for 
sticking under other people’s windshield 
wipers. We don’t recommend it unless 
you know the size and weight of the 
driver. 


THANKS FOR TAKING TWO PARKING 
SPACES 

I HAD TO PARK FIVE BLOCKS AWAY, YOU 
SELFISH (CENSORED) . 


Free Idea Dept. 

Maybe it’s an old gag, but it sounded 
original to us. 

Wife of a conservative Ivy Leaguer we 
know claims her husband said after a 
recent fishing trip: “My idea of roughing 
it is to go one day without dental floss.” 

No charge for this campaign idea, 
Johnson & Johnson. Just one of the 
Peeled Eye’s friendly little services. 


Snoring, maybe? 

“More complete overnight freedom 
from pain of stiff, aching joints,” prom- 
ises a well-known pain reliever. 

“Brings 3 to 4 hours of fast, temporary 
relief ...hours later, (it rushes) 3 to 4 
hours additional relief .. . more complete 
overnight freedom from ...stiff, aching 
joints. You should be able to do the 
things pain may have been preventing.” 

Hmm, What kind of things? + 
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Macy’s jas seen a lot of 


wonderful things happen in New York 
during our 100 years... but few 
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EVEN BLACK-AND- YVYA7/71S HAS MORE “COLOR”... 
when you specify papers treated with CALGORLYOR?* uvhbhees 


You can’t begin to appreciate how much CALCOFLUOR-treated paper adds to 
printed material without seeing an actual sample. Notice the extra whiteness 
of this insert! It’s an eye-opening experience, isn’t it! 

From greeting cards to annual reports, CALCOFLUOR White adds amazing 
“drawing power.” Papers with CALCOFLUOR offer the kind of brilliance and 
contrast that make color work really ‘‘sing.”’ 

If you want lifelike reproduction and greatly enhanced visual appeal in 
catalogs, letterheads, posters, magazines and other printed matter, make 
sure you specify ‘““CALCOFLUOR-treated”’ papers. They’re available in a broad 
range of grades and types—including coated stock, offset, vellum and bond— 
from America’s leading papermakers! Ask your supplier for samples—today ! 


*Trademark 
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CALCORLYOG 


-treated papers 
put 
brilliant extra whiteness 
in everything 
from 


printing to 


It’s not only the printed page that benefits from CALCOFLUOR White! 
Art directors, package designers and smart merchandisers are all dis- 
covering that people just naturally respond to the more beautiful, more — SraNnamiv => 
brilliant CALCOFLUOR White papers at the point of sale. This added white- 
ness is truly like another dimension—a marketing dimension! AMERICAN CYANAMID COMPANY 
In paper plates, cups, napkins and tablecloths. ..in food wrappers. . . DYES DEPARTMENT 
the super-whiteness of CALCOFLUOR-treated papers suggests super-cleanli- Bound Brook, New Jersey 
ness. CALCOFLUOR White makes paper handkerchiefs look cleaner, more New York + Chicago - Boston - Philadelphia 
attractive, too. And these are just a few of the uses for CALCOFLUOR White! Charlotte » Providence + Atlanta - Los Angeles 
If printing papers or paper products are important to your business— —, _ 
you owe it to yourself to find out just how CALCOFLUOR-treated papers can Cyanamid of os rm . 
improve your sales! It’s easy to discover. Just write us. Gyes Deparment > Menvesl ene venaate 


® 
Symbol for Quality Dyes 
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From an Art Director's Viewpoint . . . 


A Bargain at $1.75 


By Andy Armstrong 


One charming thing about Mexico is the 
way they name some of their streets. The 
tourist’s whole being gets a new charge, 
his heart lightens, his pace quickens, the 
first time he turns a corner and discovers 
the Avenue of the 15th 
of September. 

Now here might be 
the solution of what to 
do about Madison Ave. 

You and I know that 
Madison Ave. is only a 
street. If it were only a 
street to everybody 
else, there would be no 
reason for re-naming 
it. But Madison Ave. 
has become the convenient string for 
anyone who feels like tying a can in 
print to this business of ours. In a large 
segment of the public mind Madison 
Ave. has come to mean Advertising as 
much as Saville Row means Custom 
Tailoring or Basin St. means Blues, but 
not as happily. To millions it is too much 
more than a street. It is the home of the 
huckster in the gray flannel suit. 


Andy Armstrong 


® Various suggestions for changing this 
have been offered, only to evaporate for 
one reason or another. Claude Hopkins 
Blvd. was a popular notion for a while. 
And then the idea of moving everybody 
to some other avenue, like Third, or 
Eleventh, or even Flatbush, stirred some 
interest. But this soon subsided because 
we never had enough of a quorum in 
town at one time to do anything. 

When the issue comes up again, how 
about the Mexican idea? Madison Ave. 
could get a fresh start as the Avenue of 
the 16th of July, 1951. 

That date is the birthday of lots of 
people who immediately would become 
our friends. Many more would remember 


it as the day they got married or paid off 
the car or had a baby. For others, a not 
very demanding bit of mental figuring 
would place that day as the one after 
payday, giving it all kinds of pleasant 
overtones. 


= Best of all, scores of advertising people 
would recognize it as the day all their 
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creative problems were solved at one 
swoop by a benevolent and thoughtful 
government. On the 16th day of July, 
1951, the 82nd Congress, through Public 
Law No. 79, removed the restriction on 
pictures of metal money in advertising. 

Since then, all you have to do to make 
an ad is mention a dollar, or a quarter, or 
a dime, or a nickel, or a penny. Or just 
money. And show a picture of it. 

Viva, oh viva, la 16 de julio, + 


What They Were Saying 25 Years Ago... 


Dr. Melvin T. Copeland of Harvard Uni- 
versity, speaking at the ANA meeting (AA, 
Nov. 18, 1933): 

“That defects and wasteful practices ex- 
ist in advertising, any fairminded person 
must recognize. But defects and weak- 
nesses are common to all our human ac- 
tivities and institutions, not least by any 
means to the government itself.” 


G. D. Crain Jr., publisher of Advertising 
Age, in an address to the Milwaukee Ad- 
vertising Club (Nov. 25, 1933): 

“The owners of media should voluntar- 
ily assume a greater degree of responsi- 
bility for the advertising they publish. 
The publisher is in a highly confidential 
relationship with his readers. He sponsors 
the advertising which he publishes. In ef- 
fect, he introduces and endorses the ad- 
vertiser. It should be part of his responsi- 
bility, moral if not legal, to see that no 
reader comes to hurt because of believing 
the advertising which he reads in his 
newspaper or magazine, sees on the post- 
ers, or hears over the radio.” 


Copy from a General Motors ad, an- 
nouncing “knee-action” wheels in the new 
line of cars (AA, Nov. 25, 1933): 

“Your present car is stiff-legged. Stiff 
front springs are rigidly joined by an I- 
beam front axle. So when you hit a bump 
the front of the car bounces, the rear 
pitches, and you are jarred. 

“Now, 1934—no more I-beam axle, no 
stiff springs. The wheel, flexibly mounted 
on its own soft spring, rises and falls like 


a knee to soak up the shocks, while the 
car glides on.” 

[Copy was prepared by Batten, Barton, 
Durstine & Osborn, Detroit.] 


Willard M. Kiplinger of the Kiplinger 
Washington Agency, addressing the ANA 
meeting (AA, Nov. 18, 1933): 

“Some of the administration’s bright 
young men think advertising is an eco- 
nomic waste and that laws curtailing it 
should be gradually sought. The govern- 
ment itself will do nothing to curtail ad- 
vertising. If it is to be curtailed, it will be 
because of new conditions and natural 
forces.” 


Dr. George Gallup of Young & Rubicam, 
addressing the same meeting: 

“Many advertisers assume the mind of 
the typical reader turns a complete flip- 
flop when his eye strikes an advertise- 
ment. They believe that, while the reader 
probably takes time to read only the most 
interesting news articles and features, he 
is so intensely interested in advertising 
that he reads all of the dull and hackneyed 
stories which advertisers frequently tell. 

“Readers are inclined to read about the 
same type of material in advertising col- 
umns that they read in editorial columns, 
because their choice of reading material 
is governed by certain basic interests. It 
might be illuminating if some day a 
drunken editor were to print all news 
stories and features in the form of adver- 
tisements and all advertisements in the 
form of news stories and features.” 


The Admen and the Housewife 


“So low! So long! So smart! 
“Your old car’s on the shelf.” 
But has this new car found a way 
To drive kids by itself? 


yp 


they say, 


—Doris Herold Lund 


Salesense in Advertising ... 


Gospel, Maybe, but Hard to Believe 


By James D. Woolf 
Creative Consultant 


The newspaper advertisement you see 
reproduced herewith appeared in the Oct. 
23 issue of the Chicago Tribune. 

I am neither a physician nor a biologi- 
cal chemist, and I do not pretend to say 
that Tirend isn’t every- 
thing it is cracked up 
to be. But I have it on 
the word of three rep- 
utable physicians that 
pick-me-up pills (no 
matter who makes 
them) can under cer- 
tain conditions be 
harmful. Personally, I 
wouldn’t touch the 
things unless my doc- 
tor prescribed them. 

In addition to the fact that this ad rec- 
ommends self-medication, I dislike it for 
several other reasons: 


James D. Woolf 


s 1. “New ‘Happy’ Pills.” How unprofes- 
sional can you get? Can you imagine 
any ethical drug manufacturer labeling 
his product “Happy Pills’? 

2. “Laboratory makes available Tirend.” 
What laboratory? The copy isn’t telling. 

3. “Money-back guarantee of perfect 
safety and satisfaction.”” How and when 
does the patient discover he is or is not 
safe? And what must he do to get his 
money back? From a readily acquiescent 
druggist, from the maker, or how? The 
copy is mum on this matter. 


a 4. The incredibility of the copy, at least 
to me. Here’s a sample: “Imagine what 
this means to an exhausted, depressed 
public . . . office workers can now end 
their tiredness .. . feel new zip and ‘pep’ 
within minutes to breeze through tedious 
work ... laborers may now work with 
new, refreshed vigor, and be ready to take 
the wife out dancing . . . executives, stu- 
dents, even college professors will have 
keener minds . . . be able to concentrate 
better and be more alert for meetings 


. . ete.” Perhaps all this is gospel truth, 
but it’s hard to believe. 

5. The fact that nowhere in the ad is 
the reader told the name and address of 
the maker. 

This ad appears on the Tribune’s page 
of funnies. Just where it belongs, seems 
to me. # 


New “Happy” Pills” 
Released to Public 


Laboratory makes availabe TIREND, safe 
new invigorator to give physical and men- 
tal "Lift" in minutes. Safe and effective! 


NEW YORK, N. Y. (Special) | TIRFND was’ developed in a 
— Tired; worn-out, depressed? | research institute. Their scien- 
ws» cheer up! ... now, thanks | tists combined military research 
to TIREND a dramatic devel- during the war with more recent 
opment by a h research | ®4vances in medicine and the 
institute, you can help feel hap- | result was the wonder-working 
py* and cheerful again. . . feel TIREND formula ,, ..a com 
a wonderful physical and men-4 Pound so safe and so wonderfully 
tal “lift” And the miracle of it | Cifective that it is as close as 
all! It works in minutes, lasts | YOUT corner drugstore for you 
; down or purchase without prescription 
after-effects. Noe need a physical or mental 
Chimica tests and actual ex “itt”... If you are worn-out 
in thousands of cases oe from temporary exhaustion ... 
pn "TIREND, this exciting f your work, nervous strain, 
medical release works almost in- ey emotional distréss, 
mease or other factors are temporari- 
wee Se ee oo eee ly draining er energy or your 
ous happy glow of hew-found enthusiasm . , . obtain TIREND 
ekhileration and is so safe | '04) 
and so effective that it may be| Within minutes after taking 
sold wi "s prescrip- | TIREND you-will be glad you 
tion. did... you'll feel that warm 
Imagine what this means to an glow wa startin ° work on ys 
essed Iping you 
pe mapa ba pe ~T Fee better... work better . . . play 
feel mew snd | eter - and you can be 
“pep” within minutes to sured that this safe, wonderful 
through tedious work . “—. formula is good for you... 
orers may now work with new, on is no ey ° oe - po 
refreshed read) effects... no hagnful effect 
take the Lt 1) on the body, Your mind, your 
executives, students, even col-|Pérves, capillaries . . , your 
lege professors will have| “hole body - will feel the 
keener minds . . . be able to| healthful lift that will carry you 
concentrate better and be more through the activities of the day 
alert for meetings . anyone, |- «OF night... with “happy”* 
as @ matter of fact, can jake leasure. The makers of 
this perfectly safe tablet ‘and | TIREND offer this with all the 
help feel a rapid, renewed feel. | confidence that it will help you 
., | feel better... help you enjoy 
dispel mental and |* ane OF . and sell it on a 
c magic. c guarantee of per- 
we - hy ag ph behind | {¢*t safety and satisfaction. 
TREND, the discovery = (Note: Tirend is available in 
is making the American public limited quantity, sells for ned 
feel “happy.”* ‘Scientists for Also available are 
years have striven to find safe | 1#¢s for $1.95.) Available at fall 
invigoraters to aid physical and | 7d counters. 
mental activity. During World | *Based on well being created by 
War II German scientists dis- wae yh id tem mental 
covered the amphetamines, | and physical fatigue, ond does 
which supposedly help stimu-| not imply that there are ony 
late theur race to be “Super- | habit-forming or harmful drugs 
uman” these have been | in Tirend. Contains caffeine — 
used since then in this country thould not taken by persons 
but they are restricted to doc-| who have been advised not to 
tor's prescription. Then| use stimulants. 
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ence, Sample bits: 


(Continued from Page 1) |Young & Rubicam, described cli-|e On being asked to supply a 
some ANA people will want the ent situations which reflected en-| critique of clients and contact 
project pushed.” |couragement of agencies to do|men and advise them on how to 

He said Ben Donaldson, adver-|good creative work. Among his| make their advertising more ef- 
tising consultant to the Ford Mo- | examples—Charles Mortimer, of| fective—“It’s like a lion being 
tor Co., will head a subcommittee |General Foods, with Sanka cof-!| thrown to the martyrs.” 
of the ANA’s magazine commit-/|fee; Johnson & Johnson for will-| 
tee which will come up with “a ingness to encourage , 
working idea” of how the study| commercials; Bristol-Myers for|™ake a dictum or dogma for cli- 
will be accomplished. 'recognizing George Gribbin’s no-|¢Mts and contact men who want to 

‘tion that Bufferin’s basic story aid creativity in advertising. They 

® According to Mr. Van Nostrand, | was the fact that it moved into the|™ust get up off their knees and 

ANA “will not bypass the Adver-| blood stream twice as fast as as-|StoP worshipping detail. In ad- 

tising Research Foundation” on | pirin; the Piel management for the | Vertising, detail breeds confusion.” 

this Project, since jt “will want) courage to put up $50,000 for! , “products would sell better if 
guidance from . commercials for test markets on) q}; 

An ; |clients and contact men would 

However, ANA “does not want the Bert & Harry commercials, | : , . Winni 

“ig ag On »|realize one simple fact: Winning 
ARF sponsorship” of the study,| sq General Foods’ willingness to customers is a romantic not a 
“or it will fall flat again.” This , : See a ge 
. . go along on a campaign for Birds) logistic situation. 
was a reference to the discontin- | : 

2 (AA, April 7) of an ARF Eye in the early days, when the) 

—— » AP |advertising chief and the agency|®# On rush work—“If they want 


—— une geteee veal were for the campaign, and the | good ads, gimme time. Not as 


94 
sales manager and the president 
ANA to Seek Stud i dion wee cope 
Mr. Brockway was equipped/shoot it. That’s asking too much 


with a memorandum from a Y&R| for little old me, who’s only got to 


" . : . . . 
Of Magazine Audiences tices isis: im ve ss much time even'as Gallup takes 


creative | @ On first things first—“Let me) 


| 


much as it takes to print it, or as 
much as the film studio takes to 


to check it, let alone how much 
Nielsen takes to count it. But the 
time it takes to create a good ad 
or commercial isn’t limited to how 
long it takes to type the idea 
when I’ve got it, or to make the 
layout that’s presented. There’s 
got to be a mulling period, a time 
to juggle ideas in the mind or 
draw roughs on empty air.” 


e And drastic advice—“Don’t just 
ask for creative work, insist on it. 
Demand originality. Don’t think 


|just because a copywriter wrote 


it, it must be creative ... You 
have the right to expect original, 
creative advertising. That’s most 
of what this business has to sell. 
If you don’t get it, change agen- 
cies.” 


# Henry Schachte, advertising vp 
of Lever Bros., was elected chair- 
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man of the ANA, succeeding 
Ralph Winslow, of the Koppers 
Co. Named to follow Mr. Schachte 
as vice-chairman was Donald S. 
Frost, vp of Bristol-Myers. Paul 
West was reelected president; he 
has headed ANA since 1932. A 
new treasurer to succeed Mr. 
Frost will be elected later. 

New directors of the ANA are 
John Veckly, director of the ad- 
vertising division, U. S. Steel 
Corp.; Stanley W. Koenig, direc- 
tor of advertising, Olin Mathieson 
Chemical Corp.; Max Banzhaf, di- 
rector of advertising, promotion 
and public relations, Armstrong 
Cork Co., and John T. Morris, vp 
and marketing director, F&M 
Schaefer Brewing Co. Melvin S. 
Hattwick, director of advertising, 
Continental Oil Co., was reelected 
to the board. 


# With major advertisers gath- 
ered in one place, a leading agen- 
cy man today detailed for them 
the current “terrific squeeze on 
agency profits.” 

J. Davis Danforth, exec vp of 


ments” of the magazine industry. | 
At that time $560,000 of a goal 
of $790,000 had been pledged by 
publishers, agencies and advertis- 
ers to finance the project (AA, 
Aug. 19, '57 et seq.). 

Mr. Van Nostrand said ANA 
would “act as a catalyst” in the 
new effort, which he said has al- 
ready interested four publishers. 
He said that small magazines are 
pushing for the study. As for fi- 
nances, “advertisers and publish- 
ers” will pay for the job, and 
“money is still available” from 
publishers who were interested in 
the ARF project, he said. 


s Alfred Politz, president of Al- 
fred Politz Research, told a cre- 
ativity meeting that the creative 
problem is frequently to keep 
techniques from getting in the 
way of a product message. He said 
that creative people often are di- 
verted from the product story to 
techniques—‘“confusing the end 
with the means.” 


a E. W. Ebel, vp for advertising, 
General Foods Corp., showed ANA 
a sparkling motion picture aimed 
at illustrating the difficulty of 
reaching women customers and 
stressing the multiplicity of ad- 
vertising impressions to which she 
is subjected. 


es L. N. Brockway, exec vp of 


JUsT LIKE ANDROCLES 
AND THE LION 


to the 

voice and vision 

of NBC in 

South Bend - Elkhart 


call Petry today! 


| 


BERNIE BARTH & TOM HAMILTON 


Master Reap 2” 


On the football field, nothing gains so much ground so fast 
as a smooth-working aerial offensive. 


On the far bigger field of today’s retailing — whether local, 
regional or national — the direct route to selling that scores 
is also via the air. Well-aimed Radio campaigns are carry- 
ing more and more advertisers’ messages over the competi- 
tion’s line, into profitable backfields where sales are made. 


The renaissance of Radio in the face of dour prophecies 
from the sidelines is a matter of record. Last year, Radio 
scored a gain of approximately 10% in dollar volume — 
proportionately more than any other major medium — and 
also upped its share of total advertising appropriations by 
over 5%. In short, the once-mourned ghost has never 
been so solid and substantial as it is today. 


If you haven't lately examined the bulging dimensions of 
the Radio medium at the kick-off of its 1958-59 season, the 
following facts belong in your program: 


@ there are now 3,823 broadcasting stations (3,271 AM; 
552 FM) on the air. 


@ 48,900,000 U.S. homes have one or more Radio sets — 
representing almost 97% national coverage. 


@ last year, 15,427,738 more sets were sold to an esti- 
mated 30.6% of all U.S. families. 


@ 37,200,000 automobiles now have Radio receivers. 


e excluding out-of-home listening, the average home 
spends nearly two hours a day tuned in to Radio. 


e@ 1957 was Radio’s biggest year yet, with $622,500,000 
of advertisers’ money invested in this medium. 


e during the first half of 1958, 85.4% of the top 100 
advertisers (excluding liquor) used Radio—and more 
than 1,300 national and regional brands were being 
sold by Radio. 


Just as on the gridiron, statistics don’t necessarily tell the 
whole story about a team or the kind of game it plays. For 
in its three-and-a-half decades of existence, the character 
of Radio as a medium has changed drastically — and, most 
of all, in the past few years. So omnipresent and all-perva- 
sive is its force that millions (including advertisers) often 
take it for granted. 


Yet Radio is the only true “24-hour medium”. It has moved 
out of the parlor into every part of the home. The multiple- 
set household has become the rule rather than the excep- 
tion. Radio awakens people in the morning, joins them at 
breakfast, rides with them to work or shopping, helps 
lighten housekeeping tasks, fills the final moments before 
bedtime. Radio travels to beaches and takes and picnics; 
its voice is heard in shops and factories and business places. 
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Advertising Age, November 17, 1958 


Batten, Barton, Durstine & Os-)ing.” As a percentage of gross in- 


born and board chairman of the|come, agency profits were at the! 


Four A’s, told the national adver-| 4.1% mark, as compared with 
tisers that an agency not making a/5.6% for the top 500 U.S. corpor- 
reasonable profit “is in a very| ations and 4.8% for all manufac- 


poor position to deliver the cli-| turing companies. The last two fig- | 


ent’s money’s worth in the main| ures are profits as percentages of 
package—creative thinking.” sales. 

He said that in any year in| “Total earnings of agency prin- 
which total national advertising | 
“need to make a special effort | postwar period, and even down 
to guard their profits, and when | about 6% from the depressed ’30s,”’ 
an individual agency’s billing is|he said. 
increasing at a rate below 10%,| Mr. Danforth said the decline in 
that agency undoubtedly makes | the percentage of net profits dur- 
such an effort.” |ing a period of growing ad volume 

He went on to say that adver-|“has uot been due to client pres- 
tising volume would have to im-| sure to reduce agency income in 
prove strongly between Septem-| relation to billing.” Rather, it has 
ber and Dec. 31 this year “if|been “primarily due to the indi- 
agencies are to avoid further in-| rect pressure on agencies to com- 
roads on profits—unless agency) pete for people and in service,” he 
managements have already moved) said. 
to meet the situation, as we know | 
many have.” |= It used to be that an agency 


|could hold good people by spread- | 


= According to Mr. Danforth, | 
agency profits after taxes in 1957) 
“averaged just over 0.6% of bill- 


ing ownership, but now, he said, 
if net profits keep going down, 
“I’m afraid even stock owner- 


| Cipals are actually down almost} 
fails to increase by 10%, agencies|14% from the nine-year war and/| 


|ship is not going to be much of 
an incentive. Nor will profit shar- 


other employe incentive benefit 
plan if the earnings are not there 
to support the plan.” 


“with large 


executives enjoy generous stock 


plans.” 


caliber of personne! needed to do 
successful advertising” for clients, 
but he appealed for advertiser help 
“in understanding our personnel 
and compensation problems.” 


= In a press conference following 
the session on compensation, 
Messrs. Frost, West and Schachte 
discussed trends in compensation. 

Mr. Frost summarized the years 
since the consent decree as result- 
|ing in a better understanding be- 
|/tween advertisers and agencies; a 
'more businesslike relationship be- 


ing mean anything, nor will any| 


Mr. Danforth added that agen-|the 15% 
cies find themselves competing | evolution, with fees growing more 
industrial concerns, | 
many of whose major marketing | 


|option or other long-term benefit! 


tween advertisers and agencies, | 
as each put its house in order;| 
and a realization of what respon- 
sibility advertising executives and 
agency men owe management. 

The prevailing view was that 
commission is still in| 
important. 

Mr. Schachte noted that in his 
opinion there would be no new 
system, but that an evolutionary 


|period had begun, with clients} 
He said that agencies are de-| 
termined “to maintain the highest | 


setting up systems of evaluation. 
He noted that there is a notice-| 
able trend to changes among in-| 
dustrial advertisers. + 


The Associated Business Publi- 
cations, New York, is accepting | 
entries in its 17th annual adver- 
tising awards competition. Sep- 
arate awards are offered for 1958) 
business paper ad campaigns which 
ran in merchandising papers and | 
for those which ran in industrial | 
publications. Entry deadline is Jan. | 
31, and presentations will be made 
in April. 


ABP Opens Competition | 


Compacted into tiny transistorized “personal radios”, it 
becomes standard equipment in purses and pockets. It 
beguiles teen-agers and octogenarians alike. It supplies the 
nation’s major source of hour-by-hour news, * the latest 
scores, the newest tunes. Radio has something for everyone 
— and virtually everyone is a Radio listener ! 


WE BELIEVE IN RADIO 


That’s why we are publishing this advertisement in its 
behalf. Since 1931, BroapcasTiING Magazine has been THE 
authoritative reporter of everything new and significant in 


the field of electronic media and broadcast advertising. 


Despite its quiet power and universally-proven influence, 
the medium of Radio won only six cents out of every adver- 
tising dollar spent during 1957. This year, the share prom- 
ises to be greater. But itis still less than the selling potential 
of America’s most all-embracing instrument of communi- 
cation truly deserves. 


With the largest (by far ) editorial and news-gathering staff 
in its field. ..the most extensive background of knowl- 
edge about every phase of broadcasting ... and the prestige 
of having literally “grown up” with this multi-million dollar 
business — it is only logical for BROADCASTING to be recog- 


nized as the most authentic, most widely-read journal in 


Have you looked at Radio’s advertising merits lately ? Have 
you evaluated its renewed vigor ...its remarkable econ- 
omy...its realistic ability to sell and keep sold more 
people at less cost than any other medium in the whole 
roster of advertising methods? 


Maybe you're missing something. Maybe, in fact, you’re 
missing out on one of the biggest sales-builders at the com- 
mand of today’s businessmen. Why not find out for sure 
before somebody else does? Because Radio, you see, is a 
daily friend of more customers than any other advertising 
medium in all of America! 


ele . 

+4) Example? A recent survey shows that 55.8% of the public 
would seek to verify a war rumor by tuning in Radio. Only 
23.3% said they'd rely on newspapers; 20.9%, television. 


pos 


the fast-moving realm of Radio (and Television ). 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N. W., Washington 6, D.C. 
A member of the Audit Bureau of Circulations 


| read any dealer magazine, more 


ouse 
ome 


YOUR 
BUILDING 
PRODUCTS 
ADVERTISING 


covers 
every stage of 
product sales in 
home building 


DESIGN AND 
SPECIFICATION 
where your 
product sales 
are first 
set up 


PURCHASE ORDER 


where your products 


APPRAISAL 
AND 
FINANCE 
where your products 
are evaluated for 
inclusion 
in mortgages 


DISTRIBUTION 
where your products 
are supplied 

and 


where your product's 
brand name 
is displayed to 
the final consumer 


HOUSE & HOME is the only maga- 
zine through which your advertising 
can reach the men in charge of all 
these phases of product decision. 
In HOUSE & HOME alone your ad- 
vertising is read by the architects of 
as many houses as read any archi- 
tectural magazine, the builders of 
as many houses as read any builder 
magazine, more mortgage lenders 
than read any mortgage finance 
magazine, more distributors than 


realty men 
than read 


ouse 
any realty ~* 
magazine. ome 


home building’s only industry magazine 
9 Rockefeller Plaza, New York 20, N. Y. 
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definite increase in over-the-counter sales. 


With know-how you can keep within your budget and yet have 
at your disposal, up to $100,000 (or more) worth of fabulous 
prizes at no cost to you, except for our nominal service fee. 
And this fee includes consultation and coordination of your 
entire promotion from idea inception to the delivery of the 


prizes to the winners. 


Our know-how has been put to good use by leading agencies 
and blue chip manufacturers (as well as smalier ones too) 
over the past eleven years, for sales producing, headache-free 


consumer contests. 


If you want to know how to run a sure-fire, sales-building con- 
sumer contest that is within your budget, phone, wire or write: 


m Say Lint, mmm 


155 Mineola Boulevard, Mineola, L.1., 


TELEPHONE: Pioneer 7-5300 


Eleven Years in Business ¢ Eleven Years of Dependability 


a ekil gnihton s ereht 


.“There’s nothing like a contest’... 
tract millions of consumers to your products and create a 


‘Quiet Revolution’... 


Changing English 
‘Virile, Scientific 
Approach’ Credited 
For Movement 


| Lonpon, Nov. 12—American| 
companies in Britain are causing | 
|a quiet revolution, particularly in 
|the fields of selling, marketing 
‘and advertising, according to a 
| leading British economist. 
Dr. John H. Dunning, lecturer 
|in economics at the University of 
|Southampton, makes this point in 
|a new book, “American Invest- 
ment in British Manufacturing 
Industry” (George Allen & Un- 
| win Ltd., 35 shillings). 

“Perhaps no other branch of 
— practice has been so 


to at- 


| techniques and thought in recent 
|years as that of sales and distri- 
/bution policy,” he says. Then, 
after referring to marketing and 
| advertising, he notes: 

“The development of many of 
these techniques in this country 


N.Y. 


“Business newspapers 
contribute much to 
the growth and 
stability of our 
economy.” 


Mr. Gordon writes, “Business newspapers of 
Canada have an important job to do on behalf 
of our increasingly industrialized society. Cer- 
tainly in a group of industries as widely diver- 
sified as those in A. V. Roe Canada Limited 
there is a keen awareness of the necessity for 
dependable reporting and interpretation of signi- 
ficant developments wherever they may occur.” 


Bei 
TL. v ROE Cawapa uate. 

CRAWFORD GORDON, 

President, A.V. Roe 

Canada Limited. 


A. V. Roe president, Gordon, concludes, 
“The creators of both editorial and adver- 
tising pages in our business press share an 
important responsibility toward their fellow 
Canadians.” 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


137 Wellington Street W., Toronto, Canada 


. . circulation independently audited . 


. . edited to highest ethical standards. 


breiim nae influenced by American | 


|e The 


| |ports, put the total U.S. 
$7: 


Advertising Age, 


Briton Says U.S. Companies Are 


Marketing Scene 


jhas been directly hastened by the 
| presence of U.S. branch units and 
|for some years now a quiet revo- 
‘lution has been going on in this 
| respect.” 

He also contends that U.S. sub- 
|sidiaries have helped to lower the 
Briton’s traditional resistance to 
jnew ideas and new products. 
he These tremendous influences 
have been brought about by a 
relatively small number of com- 
panies. The total number of U. S. 
enterprises operating in Britain 
in 1950, for instance, was 695— 
most of them wholly-owned sub- 
sidiaries of U.S. companies. But 
Mr. Dunning estimates that only 
about 246 of these were actually 
manufacturing concerns. The re- 
{mainder include banks, sales or- 
ganizations, branches of publish- 
ing houses, public utility and 
mining interests and a _ whole 
range of non-manufacturing con- 
cerns. 

Although small in number these 
companies are by no means small 
in size. In most cases they are 
giants in their particular field of 
operation. And they represent a 
tremendous financial stake, the 
book states. 

In 1955, the total U.S. invest- 
}ment in British industry was 
| $1,420,000,000, or 7.2% of all 
| American overseas net assets. Of 
| this, direct investment in manu- 
facturing industry accounted for 
a thumping $941,000,000. This 
ranked Britain as the second 

largest recipient of U.S. direct 


} |investment in overseas manufac- 


|turing industry. Canada was first 
| with $2.83 billion. 


latest available figures, 
|those for 1956, Mr. Dunning re- 
invest- 
|ment in Britain at $1.59 billion, of 
which manufacturing interests rep- 
resents $1.04 billion and petroleum 
| refining and distribution $279,000,- 
| 000. 

Of the $941,000,000 invested in 
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| U.K. manufacturing industry in 
| 1955, motor vehicles and equip- 
|}ment accounted for 22.1%; ma- 
chinery (excluding electrical) 
19.7%; chemicals and allied prod- 


ucts 11.6%; primary and fabri- 
leated metals 11.6%; electrical 
machinery, equipment and sup- 


plies 11.3%; food products 6.3%; 
rubber products 4.4%; and miscel- 
laneous 13% 

For his study, Mr. Dunning 
surveyed the organization and 
operation of some 205 U.S. manu- 
facturing subsidiaries and Anglo- 
American concerns (financed 
jointly by U.S. and British parent 
companies) which at Dec. 31, 
1955, had a U.S. equity share- 
holding of 25% or more in them. 
| These companies were believed to 
employ among them 90%-95% 
of the total labor force of Ameri- 
can companies in Britain and 
include all the important ones 
operating here. 

These 205 companies employed 
246,200 people, or 2.8% of the 
total labor force in British manu- 
facturing industry, at the end of 
1953. On the basis of 75% which 
gave their sales turnover, the 
total value of goods and services 
supplied by U.S.-financed com- 
panies in 1953 was between $1.96 
billion and $2.03 billion, or about 
4% of the estimated value for all 
U.K. manufacturing industry. 


= “Perhaps of greater signifi- 
cance,” says Mr. Dunning, “is the 
fact that of the American-styled 
and designed products consumed 
in the United Kingdom in 1953, 
nearly 75% were actually manu- 
factured in this country.” 

The tremendous postwar ex- 
pansion of U.S. companies in 
Britain is shown by the fact that 
while the average increase in the 
labor force of British manufactur- 
ing industry was 40%, the cor- 
responding figure for U.S. com- 
panies was 175% 

Of the six leading U.S. com- 
panies in the basic chemicals 
field (Union Carbide, Monsanto 
Chemical, American Cyanamid, 
Dow, Du Pont and Allied Chemi- 
cal), the first five operate branch 
units in Britain. 


s The extent of the American 
contribution in the pharmaceuti- 
cal field, the book notes, is shown 
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by the fact that probably two-| industry. 


thirds of the new ethical drugs 


prescribed by British doctors in | interesting 


Mr. Dunning’s book also throws | 
light on a_ subject! 


postwar years have been Ameri-/ often discussed by British and | 


can-originated. 


|American admen: How much | 


Dealing with the soap products influence does an American com- | 


field, Mr. 
often expressed view, 


produced by an American sub- 
sidiary: Thomas Hedley & Co. 
Ltd., a wholly-owned subsidiary 
of Procter & Gamble. 


® In the vehicles field, American 
participation is solely confined to 
the manufacturing of motor ve- 
hicles and accessories” and com- 
ponents. Ford and General Motors, 
with a combined capital of $229,- 
600,000, now employ more than 
70,000 people in their dozen or 
more factories, which not only 
assemble vehicles but also manu- 
facture a wide range of compo- 
nents and parts for the finished 
product. Ford and Vauxhall (GM’s 
British subsidiary) between them 
made two out of every five autos 
produced in Britain in 1955. 

In addition to these two major 
concerns and their associate com- 
panies, seven other U.S. compo- 
nent manufacturers supply spark 
plugs, electrical goods, dashboard 
instruments, wipers, fuel pumps, 
brakes, tire valves, ignition coils, 
etc. Among these is Borg Warner 
Ltd., which is now manufacturing 
automatic transmissions and Morse 
chains in its recently constructed 
Letchworth factory. 


s Another important sector as far 
as American influence is con- 
cerned is in food and drinks. Here 
again U.S. investment tends to be 


restricted to a number of selected | 


fields. First, practically all the 
U.K. output of starch is supplied 
by Brown & Polson Lid., a sub- 
sidiary of the Corn Products 
group. 

Production of custard is largely 
in the hands of three American 
concerns: Alfred Bird & Sons Ltd. 
(a subsidiary of General Foods), 
Brown & Polson Ltd. and Stand- 
ard Brands Ltd. 

Libby, McNeill & Libby Ltd., 
and Carnation Milk Ltd. share 
with Nestle the greater part of 
the evaporated milk market, while 
Kraft Foods Ltd. and Swift & Co. 
Ltd. supply over three-quarters of 
the processed cheese products 
consumed in Britain. 

“The breakfast cereals market 
is to all 
monopolized by American firms— 
the Kellogg Co. of Great Britain 
Ltd., Nabisco Foods Ltd., Quaker 
Oats Ltd., and Bird’s being the 
main manufacturers,’ Mr. Dunn- 
ing reports. 


= One of the most recent U.S. 
infiltrations has been in the sup- 
ply of ready-made cake mixes. 
Mr. Dunning reports that here two 
American companies and one in 
Canada share the market with a 
number of British companies. He 
does not name them. At present, 
however, Bird’s, Nabisco, Quaker 
Oats and Standard Brands are 
all marketing cake or pie mixes. 

In the canned food field, Mr. 
Dunning reports, Heinz has held 
its premier position in most of 
the markets it serves since it 
began operating in Britain in 
1909. There are also a number of 
American companies in the canned 
meat and fruit field but, as yet, 
they import the greater part of 
their output from the U.S., he says. 


= Coca-Cola Ltd. and Pepsi-Cola 
Ltd. have both established impor- 
tant footholds in the _ rapidly 
expanding soft drinks industry. 


Finally, he notes, most of the | 


chewing gum bought by U.K. 
consumers is produced by an 
American company, Wrigley Prod- 
ucts Ltd., while J. Wix & Sons 
Ltd., manufacturer of Kensitas 
cigarets, is the sole remaining 
U.S. representation in the tobacco 


BES os ah o 


‘hve 


intents and purposes | 


'firms also pay special attention to 


ft PR aly Pals San etc Wei ai 


Dunning confirms an|pany have on the advertising and | 
that the | |marketing policies of its subsid- 
greater quantity of detergents is | iaries? 


= “Like their parent concerns,” 
he writes, “American-affiliated 


all aspects of advertising and 
market research ... As a propor- 
tiom of their sales turnover, U.S.- 
financed firms in the motor-car, 
soap, foodstuffs, rubber tire, office 
equipment, cosmetic, oil refining, 
cinematic film and domestic elec- 
trical appliance industries, all 
spend on advertising considerably | 
more than their competitors 
“That a more virile and scien- | 
tific approach to salesmanship and | 


|/marketing has been injected into) 


many U.K. industries by the) 
presence of U.S.-financed firms | 
in this country og can be little | 
room for doubt.” 
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4043 North Ravenswood Avenue, Chicago 13, Illinois Telephone: EAstgate 7-9220 


R.W. Goldwater 


"Valley National Bank 


‘Sales Were 
Next To 
Phenomenal’ : 


FASHIONS 


ome 
ARI TONA BH TMOmE 


3100 NORTH CENTRAL AVENUE 


October 10th of our 
98th year......1958 


PHOENIX, ARIZONA 


Mr. Charles Hoover, Advertising Director 
Arizona Republic and Phoenix Gazette 
Phoenix, Arizona 


Dear Charley: 


Congratulations upon reaching another mile- 
stone at the Republic and Gazette - R.0.P. 
color advertising. 


Let me add that the results of Goldwaters 
first color ad were next to phenomenal, In 
fact, color advertising has given us a new 
concept in merchandising. 


"The Best Always" 


Alldsti ct 


R. W. Goldwater 
President 


=n 


iy . Dozens of pioneer color advertisers in the 


oN booming Phoenix and Arizona Markets 


are finding these same terrific results as they SELL COLORFUL ARIZONA 
WITH COLOR 


*Retail sales in METROPOLITAN PHOENIX ARE UP 8.1% for the first 
six months of 1958 up to $422,632,409 


GET YOUR SHARE OF THE BOOMING ARIZONA MARKET USING 
COLOR IN... 


he Arizona 


REPUBLIC 


The State's Greatest Newspaper 


Arizona's Progressive Newspaper 


Metionel Represemtetives Kelly Smith Co 
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WPTF 


Raleigh-Durham 
the Nation's 


has Greater 


AUTO 
SALES 


than 8th 
Metropolitan 
Market 


You're ahead when you buy 
radio by Radio Markets. 
That’s the way to reach the 
maximum number of people 
per ad dollars. 


$516,471,000 
$152, 346,000 


8th Metropolitan Market 


$506,382,000 


NATION'S 
28th RADIO 
MARKET } 


NIELSEN #2 


WPTF 


50,000 WATTS 680 KC 
NBC Alfiliate tor Raleigh-Durham 
ond Eastern North Carolina 
R. H. Mason, General Manager 
Gus Youngsteadt, Sales Manager 


PETERS, GRIFFIN, WOODWARD, INC. 


Notional Representatives 


Barter May Restore 
Net Radio to Black Ink 


(Continued from Page 2) and special events programs. 


—the big come-on for network ra- 
| dio in its trying days. The annual 
network am losses at this company 
are believed to be about $2,000,000. 


|@ The two companies which have 


|been trying hardest to revive net- | 


It is still too soon to gauge the 
effects of CBS’ decision to switch 
to a new way of doing business. 
Nor is it possible to say how 


network as a result of the change- 
over. Arthur Hull Hayes, presi- 


many people will be leaving the} 


work radio—CBS and NBC—also | dent of CBS, told ApverTisinc AGE 
‘have been taking losses. Sources |that there would be reductions in 
‘at Columbia indicate that that|the program and affiliate relations | 
inetwork has been “investing”| Staffs. Network officials seem! 
several millions of dollars a year| hopeful that most of the people 
in network radio for several years. involved can be absorbed in other | 
| When it looked as if the losses for |departments in the radio division. | 
11959 would hit $3,200,000, the | There is no doubt, however, that | 
|network and its affiliates decided |Teverberations already are being 
to try to seek a solution in the | felt throughout broadcasting. Wor-| 
barter system. | Tied over the “depreciating effect” | 

NBC has been selling very ag-| this move may have on the indus- | 
gressively, and its present net-|try, the head of the NBC Radio| 
work management hopes to hit| Affiliates Committee has asked | 
the happy break-even point in| NBC to hold a special strategy | 
1959 or early 1960. In the mean-| Planning session. He also asked | 


time, NBC, with a staff of 148, 
reportedly is losing about $1,000,- 
000 a year on network radio. 

This estimate was arrived at 
from sources within the network; 
|other industry observers think the 
|NBC losses are several times this 
figure despite an influx of fall 
sales. 

One of the biggest items on the 
networks’ budgets is the AT&T 
bill. Charges for the telephone 
lines interconnecting stations 
range from $1,500,000 to $2,000,000 
a year. This charge is fixed and 
irreducible if the chains are to 


ers live, instantaneous coverage of 


in the programming week does) 
not cut down on the line costs, 
which are about the same for a/| 
short broadcast day as they are 
for a long one. And in any event, 
even with a shortened program- 
ming week, the networks need the 
lines to furnish stations with 
news on the hour or the half hour. 


® Possible line-charge savings 
were one of the selling points 
emphasized by Mutual in its ef- 
forts to work out some sort of a 
joint operation with ABC. Mutual 
executives point out that there is 
relatively little business on both 
networks that could not be fitted 
easily into a single schedule. 

ABC seems to be paying abso- 
lutely no attention to the over- 
tures made by Mutual. 

Next to phone lines, the next 
biggest item on a network budget 
generally is the cost of news, 
commentators and special feature 
programs. And at CBS the over- 
head cost of a big staff and a 
management team with a great 
deal of depth also is sizable. 

The next few months will find 
radio bigwigs watching CBS’ ef- 
forts to use barter as a means of 
establishing network radio on a 
sound financial basis. The net- 
work will have 30 hours weekly 
of its most popular programs to 
sell to national advertisers, with 
all revenue to be retained by CBS. 
Stations will be required to carry 
all 30 hours free as payment for 
the network service. They former- 
ly aired 10 free hours before the 
start of compensation for time 
sold to sponsors. 


= Under the new system the pro- 
gram week will be cut from 70 to 
approximately 50 hours. The sta- 
tions will get about 20 hours 
weekly for sale locally; they do 
not have to share these billings 
with the networks. Included in 
this block of time that is available 
for sale to local or to national and 
|regional spot advertisers will be 
|/news on the hour—radio’s best- 


keep network radio’s biggest plus | tracts have been revised, are still 
—that is the ability to give listen- | being worked out. 


|by network officials and a com- 


'for “an expression of faith in| 


| network radio.” 


= The expression of faith was) 
immediately forthcoming in a wire 
from Robert W. Sarnoff, NBC) 
‘chairman. Mr. Sarnoff assured | 
|George W. Harvey, of WFLA,) 
Tampa, and head of the NBC 
affiliates committee, that NBC in-| 
tends to continue network radio 
under its present sales and pro- 
gramming pattern. 

Specifics of the CBS plan, 
|which is scheduled to become 
‘effective Jan. 1 after affiliate con- 


Behind the scenes CBS officials | 


news as it happens. A reduction) were emphasizing the thinking) 


behind this change. They pointed | 
out that the plan was formulated | 
over a period of several months 


mittee of affiliates. 


s This is how the reasoning ran: 
For a long time neither the net- 
work, which was losing money 
and still getting station gripes 
over compensation levels, nor the 
stations, which said they needed 
more time to program in big 
chunks to fight the strong inde-| 
pendents, have been happy. 

So the network asked its affili- 
ates: “Do you want a network, and | 
if so what do you want it to| 
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program?” The affiliates were still} from Washington. They do not 
in favor of network affiliation (1) | want to jeopardize their radio—or 
/as a means of “standing out” from especially their tv  station—li- 
many other competitors in their|censes; already the Justice De- 
areas, (2) as a source of news,| partment has cast the shadow of 
public affairs and such fare as|doubt over the propriety of tv 
the Philharmonic and the Metro-| networks owning stations. 
politan opera broadcasts, (3) for| In this climate who is going to 
strong personalities such as God-j|risk criticism for giving up such 
frey, and (4) for the soap operas.|/a public service operation as a 
(Incidentally, CBS may program radio network, which is the coun- 
its serials early in the afternoon to| try’s most vital communications 
get the jump on NBC in this de-/| link in time of emergency? 
| partment.) If network radio is unable to 
Many people are sure that the | solve its financial woes, perhaps 
parent companies of ABC, CBS/in the far, far future there will be 
and NBC would have dropped only a single radio network—and 
network radio long ago were they | that one partly, at least, supported 
not fearful of adverse reaction| by the government. + 


Hit 42,927° Families 
with AVERAGE INCOME 
of 15,461 


with the HOLLISTER GROUP *« 
/ 200 \ & EVANSTON 
| REVIEW! 


(News) 
*2,150 


° 2,900 
NORTHBROOK (Star) 


*3,210 Published every Thurs. 
bil - _ \ tte, 
© OCCUPIED DWELLING WINNETKA jam 
Unit Figures | (Talk) <4 \° 
Source: SRDS © x 
Consumer Markets NORTHFIELD *5,561 “ n° 
Data February, 1958 ae 


*ABC CIRCULATION 
Ending March 31, 1958 


i 
@ 3,790 
GLENVIEW 


21,960 
EVANSTON 


RATES (Per Line) 


EVANSTON REVIEW *22,755 


RRS enn l4c 
SIERRA SRS l4ec 
Be Sapient Si ienice ee: l4c 
GLENVIEW ANNOUNCEMENTS ........ 4c 
NORTHBROOK STAR................... l4c 
HOLLISTER GROUP (5 PAPERS) 30c = Lloyd Hollister, inc. 


1236 Central Ave. 


ALL 6 PAPERS ‘Sécitecn eek eae eae Wilmette, Ill. 


If you understan 


We're a top food 


ate you. 


|selling fare—and public affairs 


Ler eg Rte B 
Bithigane rh Sh: ea} Ea 


from place of production to the eventual consumer .. . 
stand not only sales and advertising, but marketing research, publicity, 
sales promotion and product development, then we have a real chal- 
lenge for you. (You must have good education, be under 40, and have 
a proven record of creative accomplishment.) 


quarters Southern California. 


Send complete résumé, salary requirements. Include 
confidential covering letter which will help us evalu- 


FOOD PRODUCT MANAGER 


d the techniques and arts of moving food products 
if you under- 


processor, national volume over $150,000,000, head- 


Write Department 109 
P. O. Box 153, Ambassador Station 
Los Angeles 5, Calif. 
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DO-IT-YOURSELF KIT ) 


"KEEBLER 


RETURN TO OUTDOOR—This painted bulletin of the Keebler Biscuit 

Co., Philadelphia, marks the company’s return to the outdoor me- 

dium after a lapse of several years. Radio, tv and newspapers are 

also being used by the company. Lewis & Gilman, Philadelphia, is 
the agency. 


PR Man Fones, Adman Burnett Bare 
‘Secrets’ of Modest Marlboro He-Man 


(Continued from Page 3) | Sinking a ten-foot putt, for exam- 
had recommended, after thorough} ple), because a cigaret just plain 
investigation, the colors that! tastes goed after a cup of coffee, 
should be used in the new package/|or for dozens of other reasons. 


design. 


® “The Institute for Motivation 
Research polled its cross section | 
of correspondents and answered | 
questions about what makes peo-| 
ple buy what. 

“Four top package designers | 
were hard at work submitting new | 
package possibilities, and they) 
turned in hundreds. At first, two) 
designers were eliminated, then 
another, and the man who even-| 
tually won the commission was! 
one of the best: Frank Gianninoto. | 
The final Marlboro package, the) 
one on your table today, is a refine- | 
ment of one of Gianninoto’s rough 
1954 pasteups. 

“Meanwhile the great and grow- | 
ing Philip Morris laboratories in| 
Richmond, Va., were working on | 
a new recipe, a new tobacco blend | 
that would balance off filter with | 
flavor to give the smoker a good | 
taste... 

“Today, as then, there is a| 
personality involved in all Marl-| 
boro promotion: The ‘Marlboro| 
Man,’ created as a symbol by the| 
advertising agency, Leo Burnett | 
Co.,”’ Mr. Fones said. 


= Mr. Burnett leads off his three | 
solid pages of copy on Marlboro by | 
noting that he was encouraged to | 
write his piece because of the! 
interest shown by mail received | 
and by magazine and newspaper 
stories on the cigaret. 
He outlines the thinking Philip | 
Morris put behind the new filter | 
brand to meet changing market | 
conditions back in 1954, and he) 
explains the reasons-why behind | 
such well known watermarks as} 
the masculine Marlboro man (“It 
didn’t take any motivation re- 
search or psychological seance to 
decide the best way to sell the 
new Marlboro was to present it 
for what it really was, a filter 
cigaret with a full, honest flavor 
that could satisfy a man who was 
a regular smoker’’) and the tattoo 
(“One of the big problems of an 
advertiser is to set himself apart 
from his competitors. This led to 
the tattoo, which was inscribed on 
the hands and wrists of the ‘Marl- | 
boro men’ with indelible ink in a 
ballpoint pen at the time they 
were photographed. It seemed to 
be engaging to the men and 
women with whom these ads 
were tested in personal inter-| 
views. It seemed also to reinforce | 
the masculine personality of the 
advertising and the brand’). 


s Toward the end of the ad, Mr. 
Burnett puts in a persuasive, soft- 
voiced, rational sell for Marlboro: 

“Although it is difficult today 
to find a home without ashtrays, 
many people choose not to smoke. 

“Those who do smoke do so for 
various conscious or unconscious 
reasons. You hear them say they 
smoke for relaxation, relief from | 
tensions, for sociability and com-| 
panionship, as a reward (after| 


“Marlboro is made for them.” + 


WHBF 5 


CBS FOR THE QUAD.CITIES 
ILLINOIS 9 
= of’ For Market et or Coverage Data Write or Call 
; _ AVERY-KNODEL, INC. 


Maurice Corken at WHBF, Rock Island, Ill. 


99 


A Good Strong Body Is Important... 


BUT IT’S BRAINS THAT REALLY COUNT 


Sure, we have the best in 
production facilities . . . 
the sets, sound stages and 
technical equipment. 


But... that’s only the brawn. 
It’s the brains, the creativity, 
the television know-how 

that really counts. 


And we have a newly-formed, 
completely separate unit of 
experienced commercial 
production specialists 

at your service. 


These men are attuned to 
the problems of advertiser 
and agency alike and 
devote their time totally 
to the development and 
production of commercial 
and industrial films. 


They are ready and willing 
to give individual 
attention to your project, 
to work efficiently, 
realistically, and to the 
best advantage within 
your budget. Why 
not give them a try? 


MGM-TV Commercial and 
Industrial Representatives: 


NEW YORK: 
JU. 2-2000, Jack Bower, Phil Frank 
CHICAGO: 

Pete Del Negro, Fi. 6-8477 
SAN FRANCISCO: 

Bob McNear, PR. 5-1613 
LOS ANGELES: 

Bob Fierman, TE. 0-3311 
For information Write: 
Bill Gibbs, Director of Commercial 
and Industrial Films, MGM-TV, 
Culver City, Calif. 


Incorporated 
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YOUR 
BUILDING 
PRODUCTS 
ADVERTISING 


h'ts every 
sales target in 
home building 


BUILDERS AND 
CONTRACTORS 


who buy 
your products 


ARCHITECTS 


who prepare the plans 
and designs which set up 
your product sales 


APPRAISERS 
AND LENDERS 


who appraise and finance 
your products for 
inclusion in mortgages 


DISTRIBUTORS 
AND DEALERS 


who supply and promote 
your products 


REALTORS 


who evaluate and sell 
your products at 
the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
ome 


read any realty 
magazine ..... 

home building’s only industry magazine 
9.Rockefeller Plaza, New York 20, N. Y. 
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Britain Enters 4th | 
Year of Commercial 
TV; 3rd Net Possible | 


Lonpon, Nov. ane 
|television is now entering its| 
fourth year in Britain. In its first) 
three years the medium has 
chalked up the impressive ean 
of more than 20,000,000 viewers, | 
_seven stations on the air and a) 
three-year advertising volume of | 
$214,970,997 ( £76,775,365). 
| During its third year, the audi-| 
lence for commercial television | 
| grew by an additional 6,000,000 to 
total 20,215,000. By September, | 
1957, the audience total was 14,- | 
355,000 compared with a viewer 
|total of 4,177,000 in September, 
| 1956, at the end of its first year. 
| The tremendous growth of the 
television audience during the) 
year was due partly to the open-| 
|ing of two new stations—Televi- 
sion West & Wales, serving west- 
'ern England and South Wales, and 
Southern Television, operating) 
from the Isle of Wight and serv- 
ing a large part of the south- 
'ern coastal belt. Growth of the 
| viewing audience in existing areas 
|}also helped to swell the over-all 
| total. 


. In the established commercial 
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Oe SARwORR COMP farm ew me 


GOOD FORESTRY IS .. 


TIE-IN—Lee Millwork Corp., Fair Lawn, N. J., promoted its spruce 

wood Lee Bow windows to the building trade with a direct mail 

campaign bearing a “first day of issue” cancellation mark. The 

letters were mailed from Tucson, bearing a new 4¢ forest conser- 

vation stamp. Norman Lee, vp of Lee Millwork and founder of the 

American First Day Cover Society and Advertising Campaigns Inc., 
Paramus, N. J., planned the promotion. 


television areas there was partic-| 600,000 viewers. 
ularly rapid expansion in the | Midlands—1,086,000 homes; 
Scottish region where Scottish | 705,000 viewers. 
TeleVision doubled its initial audi-| Northern (two transmitters)— 
ence in its first year of operation | 2,045,000 homes; 7,175,000 viewers. 


3,- 


(from 210,000 to 432,000 house-| Scotland—432,000 homes; _1,- 
holds). 620,000 viewers. 

The present audience figures| West Wales—(opened Jan. 14, 
for the existing regions are: 1958)—388,000 homes; 1,305,000 


London—1,976,000 homes; 6,-| viewers. 


i 
| 
| 


From the House of Ideas 


BUILDING CONFIDENCE...MOTIVATING SALES 


SES Tene 


nly STYle 
“wu Comper, / 


fle cventetens 00 


pores 


Quiet, dignified handling of Kroehler’s 
motivation-researched theme, 

“Be Confident,’’ has proved to be the 
psychological key to more sales. 

All kit materials, including paper trim, 
price tags and Mystik® Duo Signs, build 
confidence—but first attract attention. 
The flashing vacuum-formed plastic 
sign catches the eye ’round the 

cleck, especially after dark. For 
sales-motivating displays, call or write 
Chicago Show + 2635 N. Kildare 
Chicago 39 - SPauiding 2-1600. 


T. M. Mystik Registered 


Southern—(opened Aug. 30, 
1958)—181,000 homes; 590,000 
viewers. 

Television Audience Measure- 
ment Ltd. (TAM), reporting these 
figures, said the seven transmit- 
ters in the Independent (com- 
mercial) Television Network now 
cover 80% of the population. 


s The Independent Television Au- 
thority (ITA), the government- 
appointed body controlling com- 
mercial television, leases the 
transmitting facilities to program 
contractors, who provide the pro- 
grams and sell advertising time. 

Expenditures on tv advertising 
continue to mount. During its 
third year the commercial net- 
work carried more than 250,000 
advertising spots of varying 
lengths. This year, to Aug. 30, the 
ITA stations carried a total of 
$83,392,022 worth of advertising. 

Thus, in the first eight months 
of this year, they have carried 
almost as much as they did during 
the whole of last year. The total 
for 1957 was $89,484,811. 


= With such widespread coverage 
obtained in such a short time, 
there has been considerable dis- 
cussion about the possibility of a 
third television network and spec- 
ulation about who is to operate it. 


ITA SETS PLANS FOR 
2ND BRITISH TV NET 

Lonpon, Noy. 11—The govern- 
ment says it will decide during the 
present session of Parliament who 
will run Britain’s third television 
network. Both the Independent 
Television Authority and the Brit- 
ish Broadcasting Corp. have asked 
for permission to run the new net- 
work. 

ITA, the government-appointed 
controlling body for commercial 
tv, has revealed plans for a second 
network in its latest annual report. 
If the government gives it the 
green light, ITA would appoint 
new program contractors in all 
ITA regions. Said the report: “The 
Television Act [which provided for 
the introduction of commercial tel- 
evision] makes it a duty of the au- 
thority to do all they can to secure 
that there is adequate competition 
to supply programs between a 
number of program contractors in- 
dependent of each other.” 


QUANTITY PHOTOS SELL ANYTHING... ANYWHERE! 
QUANTITY PHOTO CO., 119 W. HUBBARD ST., CHG. 10 7 


Write for FREE photo packet 
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Advertisers Find 
Its Single Spotting 
‘Refreshing’: WJR 


Detroit, Nov. 11—“Even two’s a 
crowd,” says WJR, radio station 
— in promoting its one-spot pol- 
cy. 

In a direct mail folder, WJR 
says: “Two or three commercials 
in one spot get in each other’s 
way, create more distraction than 
sales. The practice of double and 
triple spotting may produce more 
immediate income for a radio sta- 
tion, but considerably less impact 
for the advertiser. 

“A single commercial in a single 
announcement availability (and 
this includes chain breaks and 10- 
second spots, too) keeps WJR’s lis- 
teners receptive to the advertiser’s 
message.” 


s Commenting on WJR’s policy, 
Elmer O. Wayne, vp, sales, said, 
“Double spotting seems to be quite 
acceptable on most stations, par- 
ticularly on the four ‘break’ posi- 
tions of the hour. Not so many 
stations triple spot, but this prac- 
tice, too, has become quite preval- 
ent, particularly in the most 
popular time periods.” 

Mr. Wayne adds, “WJR’s policy 
of single-spotting has been found 
quite refreshing on the part of 
advertisers.” 


Odell Forms PR Shop; 
Aftiliates with Burdick 

Norman Odell has resigned as vp 
in charge of public relations of 
G. M. Basford Co., New York, to 
form his own pr 
» company. Mr. 

Odell’s company 
will bear his 
name but will be 
affiliated with 
Burdick & Beck- 
er, a New York 
agency. Mr. Odell 
will work from 
the Burdick & 
Becker offices. 

Norman Odell At the same 

time, ADVERTISING 

AcE learned, Burdick & Becker 
hopes to branch out into other types 
of accounts. Up to now it has been 
an ethical drug shop exclusively. 
Winthrop Laboratories, a division 
of Sterling Drug, has added a fifth 
agency for its ethical drug line 
with the appointment of Burdick & 
Becker, to handle several products 
for 1959. Winthrop places a good 
deal of its advertising through the 
Sterling house agency, Thompson- 
Koch Co., and also uses Harry C. 
Phibbs Advertising, William Doug- 
las McAdams Inc. and Cortez F. 
Enloe Inc. 


WGMS Returns to ‘Good 
Music’; WOL to Mutual 

The Mutual affiliation in Wash-| 
ington has switched to WOL, | 
Washington, and Mutual’s former | 
affiliate, WGMS, has returned to. 
its previous role as a “good music” 
station. 

Previous to its purchase by. 
RKO Teleradio two years ago,| 
WGMS built a “good music” fol- 
lowing. With the return to this | 
format, RKO Teleradio has brought 
in a new management team 
headed by Raymond F. Kohn, pres- | 
ident of WFMZ, profitable “good 
music” station in Allentown, Pa. | 
Other new personnel includes Per- 
ry S. Ury, former sales manager 
of WFMZ-TV, as sales manager. 


Launch Disney Bubble Bath 

A Walt Disney bubble bath line 
for children will be introduced this 
fall by the proprietaries-toiletries 
division of Lehn & Fink Products 
Corp., New York. Called Sleeping 
Beauty, the package will be pro- 
moted as a tie-in with the Walt 
Disney movie of the same name. 
McCann-Erickson is the agency for 


Walt Disney bubble bath. 


Gamewell Appoints Chirurg, 
Names Franz Steiner 

Gamewell Co., Newton Upper 
Falls, Mass., maker of fire pre- 
vention equipment, has appointed 
James Thomas Chirurg Co., Boston 
and New York, to handle its adver- 
tising, effective Dec. 1. Sutherland 
Abbott is the previous agency of 
record. 


Gamewell also has named Franz| | 


Steiner advertising director. He 
continues as advertising manager 
of Rockwood Sprinkler Co., Wor- | 
cester, a Gamewell subsidiary. 


Rambler Sets College Drive | 

American Motors Corp. will | 
promote the Rambler to the youth 
market in a _ special campaign 
which started Nov. 10 in more than | 
100 college newspapers. The drive, 
which will run through May, will 
consist of 200 and 400-line ads. | 


Cartoons will be used “to appeal to | 


the collegian sense of humor.” 


Geyer Advertising is the agency. | 


PEORIA, ILLINOIS 
IS LARGER THAN ANY MARKET 
IN MINNESOTA 


(except Twin Cities) 

Metropolitan Peoria, Illinois has more 
omg (293,200) ... more consumer spenda- 
le income ($577,124,000) ... more total 
retail sales ($405,744,000) than any market 
in Minnesota, except Twin Cities. 

Peoria Journal Star delivers a daily cir- 
culation-to-homes ratio of 94.2% in Metro- 
politan Peoria . . . 100,000-plus circulation 
... covering a 13-county billion-dollar mar- 
ket. R.O.P. color 7 days a week .. . ideal 
test market. 


Peoria Journal Star 
Ward-Griffith Co., National Reps. 


TAMPA - ST. PETERSBURG 


..- market on the move! 


Aluminum rod coils into the air — guided and sped 
through processes that draw out wire for important, 


station on the move... 


multiple nation-wide uses. General Cable Corporation is 


one more example of progressive industry on the move 
in the MARKET ON THE MOVE .. . TAMPA — ST. 
PETERSBURG ... contributing to the amazing business 
growth that’s put the Twin Cities of the South in THE 
TOP 30 MARKETS—now 30th in retail sales, 4th na- 
tionally in freight car unloadings, 27th in automotive sales. 


WIVT 


TAMPA - ST. PETERSBURG 


(@) Channel 13 


And, keeping pace with this growth is the station on the 
move—WTVT—first in total share of audience* with 30 


of the top 50 programs*. WTVT, with highest-rated CBS 
and local shows, blankets and penetrates the MARKET- 
ON-THE-MOVE . . . TAMPA—ST. PETERSBURG. 


fog pr ee le RA aL A TS gene Ree ee ae 
ET TE TIER SI” BOLE A MS ae OL Te” oti a: eG ae PE AE Re ye 


The WKY Television System, Inc. 


WKY-TY | WKY-RADIO | WSFA-TV 
Oklahoma City Oklahoma City Montgomery 


Represented by the Katz Agency 


*Latest ARB 
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Dilg Joins Rogers & Smith 
Millard J. Dilg, for the past 
nine years director of research | 
and product development of Wil- 
liamson-Dickie Mfg. Co., Fort) 
Worth, maker of casual and Sag 
clothes, has joined Rogers & Smith 
Advertising, Dallas, as director of| 
marketing. 


FOREIGN COIN 
~ PROMOTIONS! | 


@oq 
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Send for FREE Catalog or $! Sample KX c*r 


British Auto 
Makers Stress 
Appeal to Women 


Production, Exports 
of Albion’s Autos Is 
Seen Still on Increase 


By Mark Random 


jare going all out to expand sales 
| through a big pitch to the women 
| of the world. 

This marketing trend was evi- 
dent at the 43rd International 
Motor Exhibition, which has just 
concluded its run here. 

One clue came in a news con- 
ference addressed by Reay Ged- 
des, president of the Society of 
Motor Manufacturers and a man- 
aging director of Dunlop Rubber 
Co. He said: 

“The accent on color will have 
a special and intriguing appeal to 
the feminine eye. Women, who 
are also very much concerned 
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METROPOLITAN 1500 makes everyone a good driver 


: Bie 


ROYAL COIN CO., INC.) Lonvon, Nov. 11—Britain’s auto 


A6rtt N |makers, their production and ex-| 
47-A West $., York, N. Y. |ports currently at record levels, 


with the ‘works’ and general 
amenities as well as the appear- 
ance, exert their influence with 


BEA 
COLONEL 
IN THE 
CONFEDERATE AIR CORPS. 


You receive @ handsome 9x12” cleverly worded 
colonel’s “Commission,” on highest quali- 
ty poper Idea! tor framing for bar—den-—study 
or office. PLUS ¢ wollet size 1D cord establishing 
world-wide recognition of your honored rank. 
Your same, or recipient's smart imeribed ow 6) 
both at no extra cost, Mokes @ clever gift for 
friends, for the boss or for clients, and con be 
sent direct with your “Congretuletions” enclosed 
if you wish. 


* "CAC" Copyrighted 1962 
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“The Credle of the Confederacy” 
$1.00 postpaid 


check or money order to 
ag nt oo AIR CORPS 
ITGOMERY, ALABAMA 
Add 20c each tor Air Mail Handling 
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ever growing force in the pur- 
chase of a car.” 

It is a lesson almost the entire 
British motor industry seems to 
have learned at the same time. 
For nearly all of them are wooing 
the women—passengers and driv- 
ers—with sleek, continental styl- 
ing; gay colors, sometimes in two 
or even three combinations; more 
room for madam’s high hats and 
long nylon-clad legs; and safety 
devices, especially for the chil- 
dren. 


s It seems that Britain’s auto 


makers are coming round to the 


From the House of Ideas 


itil i a a i i i i 
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HARD-SELL DISPLAYS...PRODUCTS UP FRONT 


Best News for PROSLLM Ofc. 


A floor display, a counter display 
—both dramatically deliver the 
whole selling story from 
reasons-why to price. In the 
mattress display, a rotary motor 


and moving 


Chicago 39 


) 
} 
. AT THE POINT-OF-SALE 


Desirable territories available for experienced men. Write for details. 


i i i ee i i ee ee 


“sparks”. In the watch display, 

a motor “winds up” the 
cardboard wheel. For sales- 
oriented displays at the point- 
of-sale, call or write 

Chicago Show ® 2635 N. Kildare 


disc light the 


* SPaulding 2-1600. 
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WOMEN AWHEEL—This ad, hinting that Austin Motor Co.’s Metropoli- 


tan makes even women good drivers, is part of a current crop of 


British auto ads aimed at women. 


Colman, Prentis & Variey is the 


agency for the British Motor Corp. division. 


idea of making women motorists 
and passengers their main target 
next year and also probably 
throughout the 1960s. And not 
just in Britain, but also in the 
U.S., the British Commonwealth, 
Europe and the rest of their over- 
seas markets. 

Auto ads angled to the woman 
reader already have started ap- 
pearing in Britain. The current 
Morris campaign, handled by 
Dorland Ltd. and running at an 
annual rate in excess of $350,000, 
is an example. 

Ads in this campaign are based 
on the theme: “Together you'll 
choose a Morris.” This slogan is 
used for various models in the 
Morris range, with adaptations in 
copy and illustrations. 

A Morris Minor ad, for in- 
stance, shows a man and wife 
studying a folder on the Minor. 
Says he: “I say, that’s get away— 
0-60 in 28 secs!” She says: “My 
gracious, how spacious—room for 
all of us.” 

Another ad in the series, for the 
Morris Oxford, provides two 
checklists headed: “Ladies’ Dept.” 
and “Mainly for Men.” Men, ac- 
cording to this, insist on “more 
miles per gallon—good accelera- 
tion—safe braking—visibility—ef- 
ficient springing—handling.” 
Women, according to the copy, 
look for “comfort and roominess— 
smart gay colors—really large 
luggage trunk—easily adjustable 
seat—sensible doors, safe for chil- 
dren—and easy gear change.” 


s Ford is another advertiser aim- 
ing at women. Ford, biggest indi- 
vidual advertiser in the British 
auto field, is currently spending 
in excess of $1,000,000 annually 


on its print campaign. One seg- 


ment of this campaign has been 
set aside strictly to appeal to 
women, and these ads are appear- 
ing in fashion magazines. 

A Ford account executive at 
Rumble, Crowther & Nicholas 
said: “We are tending to take the 
feminine market more into con- 
sideration in our general advertis- 
ing as well, apart from devoting a 
whole section of the campaign 
specifically to this field.” 

Ford also gave the feminine 
theme a spin in Ford Mail, a 
newspaper-style promotion given 
away at the motor show, under 
the headline: “Women—stand by 
your rights.” 

It started off by saying: “Wom- 
en have as much right to take an 
active part in choosing a car as 
men.” 

It ended with even more muti- 
nous talk: “Remember in most re- 
spects your judgment is probably 
superior to a man’s. Trust your 
own opinion and see that you 
have your say.” 


® Another auto which has bene- 
fited from feminine-angled adver- 
tising is the Metropolitan, pro- 
duced by British Motor Corp. A 
recent ad produced by Colman, 
Prentis & Varley, which handles 
the company’s Austin account, 
showed a woman driving a Met- 
ropolitan while her male compan- 
ion, derby tipped over one eye, 
slept at her side. The heading: 
“Metropolitan 1500 makes every- 
one a good driver.” 

Why all this emphasis on ap- 
pealing to women in auto ads? 
There are two main reasons, ac- 
cording to trade sources: 

1, The number of women driv- 
ers is increasing. 

2. Many manufacturers are just 


“Where typesetting is still an art’’ 


You'll find the need to use far 
fewer of these when you check 
your SERVICE set proof. 


SERVICE 


typographers, inc. 


723 S. Wells St., Chicago 7, Ill., HArrison 7-8660 
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waking up to the fact that wom- 
en have a lot to say when it comes 
to choosing a family car. Some- 
times they even have the deciding 
voice. 


@ The Austin division of British 
Motor Corp. has produced a new 
model, the A40, styled by Italian 
designer Pinin Farina. Standard 
Motor Co. unveiled the first fruits 
of its association with Italian de- 
signer Michelotti—a face-lifting 
of the Standard Vanguard. A Mi- 
lan design company styled the 
new Aston Martin. And Michelot- 
ti also designed the new hardtop 
version of the Frisky, the British 
bubble car. 

Among these new styles the 
biggest departure from tradition 
is in the complete breakaway 
from the basic three-box design 
(hood, body and trunk) to a bas- 
ic two-box design. This is best 
exemplified in the new Austin 
A40, which combines the design of 
the small sedan and the station 
wagon. 

The Italian trend is leading to 


call for a 20% increase in produc- 
tion. 

And early in 1959 Rootes plans 
to launch its Humbers and 
Singers on the dollar market—to 
make the monthly total up to 4,- 
000. # 


Y&R Adds 2 Drackett Products 

Drackett Co., Cincinnati, has 
named Young & Rubicam, New 
York, to handle advertising for 
Delete, a rust and stain remover, 
and Vanish, a toilet bowl cleaner, 
effective Jan. 1. Both are products 
of Judson Dunaway Corp., Dover, 
N. H., which Drackett acquired 
Nov. 1. J. M. Mathes Inc. is the 
present agency. Y&R handles Dra- 
no, Windex and Twinkle for 
Drackett. 


Adler Heads NBC in Europe 

Gerald Adler, who went to Lon- 
don for National Broadcasting Co. 
in 1957, has been appointed man- 
aging director of NBC Interna- 
tional (Great Britain) Ltd. and 
European director of NBC Inter- 
national Ltd. 


SELL THE 1 


(He the Guy 


THRU 


e We have no argument with statistics that prove 
with stunning finality that its the Missus who con- 
trols the purchase of powder puffs, jelly beans, 
and kitchen mops. Bless her, we say, and bless 
the statisticians. 


e But there is equally no doubt that it's the Mister 
who's The Guy With The Buy in the important 
purchases for the home. A new roof? Attic modern- 
ization? New installations for kitchen or bath? 
Appliances? The Missus just doesn’t buy these 
things the way she buys a cake of soap. She 
huddles with the Mister, and things don’t begin 


Guy withthe uy!) 


POPULAR HOMECRAFT 


to happen until they've talked it over and she gets 
the nod from The Guy With The Buy. 

e What's more, he’s got his own personal interests 
that he finds always at his fingertips in his own 
personal magazine—Popular Homecraft. If you 
want to reach The Home Workshop Owner, Craft- 
minded Cabinet Makers, Industrial Arts Instruc- 
tors, and Vocational Training Schools—not to 
mention the plain Mister with a yen to do things 
around his own home to make it a happier and a 
handsomer place to live—here’s the channel that 


runs deep and wide, that has the Sell that rings | 


the Bell! 


WRITE FOR COMPLETE MARKET DATA 


POPULAR HOMECRAFT 


Elaware_7-3605 


621 N. DEARBORN PKWY. 


* CHICAGO 10, ILLINOIS * D 


103 


THE MAN OF THE | HOUSE” 


=” 


autos which retain or raise their 


present roof levels to give more WHO-TV 
head room and deeper windows RST 
and, by American standards, a is FI 

more squared up nose and tail to ” 
make the most of over-all length WHO-TV 
in providing leg and luggage room. iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
IS FIRST 
~ WHO-TV 
*“ iS FIRST 


® Production of British autos this 
year will go over the 1,000,000 
level for the first time ever. Dur- 
ing the first eight months of the 
year, autos were rolling off Brit- 
ish assembly lines at the rate of 
20,000 a. week. Of these, approxi- 
mately half were going to export 


COVER HALF OF IOWA 


about WITH JUST ONE STATION! <WHO-TY 
ate ao i Eee IT Tl N ‘ IS FIRST 


wealth. Biggest individual market 

for British autos is still the U.S., 

which is taking 18% of exports. 
The Society of British Motor 


WHO-TV 
iS FIRST 


Manufacturers and Traders report- low ntai more than 2 of all Grade A WHO-TV 
ed that in the first eight months ae Se aaeee © 5% IS FIRST 
of this year the British man- farm land in America — Iowa farmers average AL HO-TV 
ufacturers supplied the U.S. mar- : x -W - 

ket with 95,268 autos. The value $11,800 of income per year. Yet non-farm iS FIRST 


of autos and spare parts sold to 
the U.S. in this period was $109,- 
548,527. 

In the first eight months of 
1957 the figures were 59,142 au- 
tos and sales valued at $68,914,- 
023. But expansion in British auto 
exports to the U.S. can best be 
judged against the totals for 1957 
when they were 94,867 vehicles 
and $111,000,000 in sales of autos 
and spares. 


4 WHO-TV gives you complete coverage of 
® The U.S. recession, which had » 
‘eed 0 20% Gite in Ameren Central Iowa, where an active consumer market 
spent over $320 million for food alone, last year! 


income is 300% larger than farm income in 
this spectacular State! 


SS WHO-TVH 


iS FIRST 
In Iowa 672,400 families own TV sets — 

a higher percentage than in any other state west 
of the Mississippi. And you can cover over 
half these homes, 392,700 in all, with 

ONLY WHO-TV! 


auto sales, had not affected the 
popularity of the smaller import- 
ed autos, said A. E. Birt, president 
of Hambro Automotive Corp., 
British Motor Corp.’s U.S. conces- 
sionaire. In fact they actually in- 
creased in numbers by 15% to 


The latest Metropolitan Des Moines ARB 
Survey (Feb. 8 — March 7, 1958) again 
proves that the Iowa audience prefers WHO-TV: 


20%, he said. 

Present indications are that FIRST PLACE QUARTER HOURS 
British auto makers will sell | NUMBER REPORTED | PERCENTAGE OF TOTAL 
around 150,000 vehicles in the 1 Week 4 Week 1 Week 4 Week 
United States this year. Next WHO-TV 256 2 ° ° : 
year, by current indications, the STATION K 162 ne hg pig | 
total will be around the 200,000 4 WHO-TV 
cual STATION W 47 51 10% 11% iS FIRST 

The trend in both production LL s 4 2% 1% o 
and export of British cars appears WHO-TV 
to be continuing upward. Big ex- Now as always — for the complete story on is FIRST 
pansion programs laid down by Central Iowa coverage, talk to PGW! Pas 
the main manufacturers in recent WHO-TV 1 
years are now reaching fruition. , 
Ford’s current $182,000,000 ex- Y IS FIRST 
pansion scheme, when completed, WHO-TV 
will enable the plant to double its iS FIRST 
1954 output. Daily output at the 


Dagenham plant has risen from 
1,398 in 1957 to 1,830 early this 
year. 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


WHO-TV 


Channel 13 - Des Moines 


Col. B, J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc., 
National Representatives 


= Sir William Rootes, boss of the 
big Rootes Group, announced last 
week they will ship 4,000 autos a 
month to the U.S. in the new 
year. He said he had been told the 
Americans want 3,000 Sunbeams 
and Hillmans a month. This will 
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AA Readers Continue to Comment on 
Theodore Levitt's Oct. 6 Thesis 


To the Editor: Theodore Levitt’s| perhaps, religious, attitude on the 
basic thesis (AA, Oct. 6) that the! part of one or more individuals in 
business man shall not be the ar-| top management. If this attitude 


This department is a reader’s forum. Letters are welcome. 


my article confirm the old truth 
ithat letter-to-the-editor writers 
‘ 4 (including this one) are those who 
who has friends, family and as-| disagree. It is therefore gratifying 
sociates, who are not part of his | that there were so few. 

business environment in any way. | Perhaps it’s folly to expose my- 
The third aspect is his business | se/f again to your aroused readers, 
life. It is inconceivable that his|pyt having been called all the 
philosophy as a business man Can| names in the book, including some 


| Not for Immorality, Levitt Says; But 


The Voice of the Advertiser a 


Business Men 


clear-cut separation of functions 
and aims. 


# I am for self-restraint, civility, 
and good sense as much as anyone. 
And that is precisely what dis- 
tresses me about most of the let- 
ters on my article. The age of 
chivalry is clearly over. The auto- 
nomous man is being trampled to 


biter of morality or godliness or| pervades the human relationships | ever be utterly in conflict with very ungracious references to my 


death. We can’t even disagree like 


the evolution of custom in society, 
is I think, beyond argument. But, 
I think he over-simplifies the 
matter. 

Society’s attitude toward this 
question has undergone a radical 
evolution, even in North America, 
in the past 50 years or so. It is 


within a business organization, it 


entering, in some measure, into 
the attitude of business manage- 
ment towards its relations with 
the public. This must, in some 
way, affect the business man’s 
view, even of the product he is 


not uncommon to find historical 
references to business offices in 
the late 19th and early 20th cen-|must work within the structures 
turies, which required their em-|and understandings which society 
ployes to attend church and to en-|has evolved specifically to deal 
gage in morning devotions and to! with such situations. 

profess beliefs in orthodox theol-) 

ogies, as a condition of employ-|s There are three aspects of the 
ment and advancement. Here was| business man’s position in the 


dedicated to selling. 
However, the business man 


an example of business arbitrat- 
ing religious conduct. Even today, 
business gives wide recognition to 
the principle of orthodox moral 
conduct in its relations with em- 
ployes. This is sometimes, but not 
necessarily always, related to effi- 
ciency standards of one kind or 
another. More often it is, basically, 
a manifestation of a moral and, 


|community. First, there is the as- 
|pect of his moral and ethical 
standards as an individual and 
| this includes, of course, his reli- 
| gious viewpoints. Then there is his 
| position as a member of the social, 
or non-business, community. Here 
| he lives out his role as a husband 
and father, as a ratepayer, as a 
|member of the church, as a man 


the viewpoints he holds in the 


is impossible to prevent it from/| other aspects of his life. To some 


extent, therefore, he must view 
his business activities to the light 
of his own ethical standards and 
the consequences to his non-busi- 
ness way of life, of his business 
activities. 
business man constantly arbitrates 
questions of morality and the de- 
sirability of social changes in- 
duced by his business activities. 

I agree with Mr. Levitt that 
this can be evil, in a degree pro- 
portionate to the power and in- 
fluence of the man doing the ar- 
bitrating. Take, for example, the 
president of a large distilling en- 
terprise. His personal views on 
morality are conditioned by his 
entire background, which may, or 
may not, be wholly consistent 
with society’s moral attitude to- 
wards his product or his business. 
Or take the example of the man- 


ufacturer of contraceptive devices, |" and their purposes in busi- | ethics. 


To this extent, every) 


gentlemen, on the merits of the 
case as stated. All argument is 
sententiously ad hominum. Think- 
ing and writing is done in head- 
lines. The man who is brave 
enough to express his views in an 
orderly and analytical fashion, free 


'morals, judgment, motives, and ed- 
jucation, scarcely anything remains 
to lose. 

| Unlike some of my critics, I did 
|not write in a fit of anger. Immod- 
jest though it may be to say so, I 
| think my argument therefore holds 


up somewhat better. Specifically, it 
is a call for a free, open, pluralistic 
society where no single, powerful 
group translates its own narrow 
institutional needs into a public 
morality. I am not for immorality 
and sin or a world of tooth and 


of the pious shibboleths of derived 
dogma, will be misread, misquoted, 
misrepresented, and mistreated— 
|chewed up and profaned in an or- 
gy of sanctimonious headlines. 

I contribute this letter for the 
edification of the ravenous readers 


claw. But do-gooding can confuse | who did not entirely pacify their 
the role of the business man just as appetites for ungaliantry the last 
much as the profit motive can con- | time. 

| fuse the role of the government of- | 
ficial. Social justice and efficiency | 
jmay therefore require a more 
| moral or religious grounds, by a|somewhat in the process, tends to 
| substantial body of public opinion. throw up its own devices for deal- 
|Those who disagree with these ing with questions of morality and 
The social institutions, 
ness, will not welcome justifica- which have as their function the 


Theodore Levitt, 
Marketing and Economic Con- 
sultant, Chicago. 


CHR 


SOUTHERN 
NEW ENGLAND 


WTIC-TV HARTFORD 15. CONNECTICUT TEL. JACKSON 


REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, INC. 


who finds himself opposed, on/™ ; welc ‘ 

CB oe ug tion of their activities from philo- 
sophical points of view. 

To the extent, therefore, that 
these presidents concern them-| 
selves with the propagation of 
moral or ethical theories in sup- 
port of their business activities, 
they must be regarded as dam- 
aging and evil to those who hold 
differing religious views. Let them 
sell their liquor or their contra- 
ceptives, and concentrate on that 
to the exclusion of all else. Let us 
rely on the fact that our social 
system has evolved governments, 
churches, moral and ethical codes | 
as well as legal ones, all of which 
have, as part of their purposes at 
least, the regulation and control of | 
these aspects of our lives. I am 
content to rely on our social insti- 
tutions to strike the balance in) 
what is moral and what is not. | 


= Mr. Levitt seems to ignore, per-| 
haps purposely, this fact that 
mankind, while it may suffer) 


development of man’s intellectual 
and spiritual aspect, are con- 
stantly at work on all of us. The 
business man cannot exist who is 
insulated from the forces exerted 
by these institutions. To the ex- 
tent that they, by a combination 
of enlightenment and pressure, 
force the business man to conform 
to the patterns desired by society, 
they do now, as they always have, 
exert a powerful moral and ethi- 
cal influence on him. The evolu- 
tion of trade unions in the past 
half century is a graphic illustra- 
tion of this. As Levitt points out, 
the growth in material assets of 
the population and the growth in 
the amount of leisure time avail- 
able to it, has been accompanied 
by a steadily increasing preoccu- 
pation with questions of philoso- 
phy and religion. 

Mr. Levitt is right, too, when 
he points out that while our 
approach to material things is con- 
stantly under revision and im- 
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photoengravings 
for letterpress, 


Ath ER & HUTCHINGS, INC. 
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provement, our thinking on mat-| (AA, Oct. 27) to Theodore Levitt|Bayuk has discontinued the 10¢ 
ters of philosophy is still couched | (Oct. 6). Mr. Bedell is a spokes-| Phillies Perfecto. This is by no 


in terms of the “hell-fire-and-| 
brimstone” school of fundamental 
religious thinking. I agree with 
him that it is by no means neces-| 
sarily good for us to venerate the 
virtues of some primitive stand-| 
ard of morality, based essentially 
on poverty and deprivation. Such) 
a philosophy is little but a conces- 
sion to futility and fatalism. 

Andrew Carnegie, steel million- 
aire and philanthropist, was a 
staunch Presbyterian with a strict 
code of moral and religious ethics. 
He was an ardent believer in the 
sanctity of the home and in the} 
validity of democratic institutions. 
Yet, by modern standards, he ex- 
ploited his workers, fought them 
ruthlessly when they attempted 
to organize unions and found jus- 
tification for his conduct in his 
ethical and religious beliefs. To- 
day, Carnegie’s commercial prog- 
eny have had to learn to live with 
highly organized labor, which has 
as its objective, not only the 
achievement of a rising material 
standard of living, but also re- 
spectability and social position for 
its membership. I do not think 
we can say that Carnegie was 
wrong in his conduct, except to 
the extent that society, with 
its constantly evolving standards, 
judged him to be wrong. In such 
situations, it is inevitable that the 
will of society must prevail. 


® History has demonstrated over 
and over again that there is a lim- 
it beyond which society will not 
allow itself to be manipulated. 
Every dictatorship in history has | 
ultimately been overthrown or) 
overcome by the revolt of op- 
pressed people or by their acquies- 
cence to invasion. No nation was 
ever more thoroughly brainwashed 
than was Germany in the time of 
Hitler. Yet only slight vestiges of 
the Nazi philosophy remain to cor- 
rupt West German morality today. 
Churchill, one of the _ greatest 
“persuaders” in all history, was 
rejected by a grateful British pop- 
ulation following World War II. 
The women of the world have 
substantially rejected the con- 
certed attempts of practically all 
levels of the fashion industry to 
convert them to the sack and trap- 
eze styles just recently. There is 
no reason to believe that the busi- | 
ness man, whatever his resources, | 
can prevail over the basic com- | 
mon sense of all the people. They | 
will believe that which they want 
to believe. They will buy that 
which they want to buy. They will 
not, for long, allow themselves to 
be sold, pressured or in any way 
coerced into accepting philosophies 
or modes of life in which they do 
not believe. 

In brief, Levitt is right about 
the business man’s role, but he | 
may be exaggerating his influence 
and overstating his moral dilem- 
ma. 


G. H. Gislason, 
President, Gislason-Reynolds 
Ltd., Toronto. 

* 


To the Editor: Re Mr. Levitt’s 
& Mr. Bedell’s articles (AA, Oct. 
6, Oct. 27): 

Mr. Levitt’s greatest contribu- 
tion was the stimulation of replies 
such as Mr. Bedell’s. Mr. Bedell’s 
reply has helped to define busi- 
ness’s reason for being. It was 
closely allied with Rabbi Finkel- 
stein’s recent article on business 
ethics in the September issue of 
Fortune and Mr. Malik’s article 
in the November issue of the same 
magazine. Mr. Levitt has demon- 
strated that a little learning is a 
dangerous thing, while Mr. Be- 
dell has demonstrated what learn- 
ing is. 

A. Barry, Ellis Jr., 
Indianapolis. 
* 

To the Editor: Congratulations 
on publishing the reasoned and 
reasonable reply by Clyde Bedell 


man in whom our business can 
take pride, and his temperate and 
scholarly tone is all the more ef- 
fective for avoiding the tone of 


|outrage, which, under the circum- 


stances, many of us might have 
felt justified in employing. 
Ernest S. Green, 
Senior Copywriter, Advertis- 
ing Department, Johns-Man- 
ville Sales Corp., New York. 
e . 


* 
Clarifies Some Points 


'in Bayuk Cigar Story 


To the Editor: We note with 
some dismay the article about Bay- 
uk cigar advertising in your Nov. 3 
issue. 

In paragraph four you say that 
E. Archie Mishkin announced that 
the company would depart from 


/ means accurate. Phillies Perfectos 


are still 10¢. 
You also stated that Phillies are 


sponsoring bowling. It should have | 


read “post-season bowl games.” 
You also state that White Owls are 
being marketed for 5 for 39¢ with 
the fifth cigar pasted on the out- 
side. The fact of the matter is that 
these cigars retail for 5 for 49¢ and 
the sixth cigar is being pasted on 
the outside. 

J. Leonard Schorr, 
Vice-President, Feigenbaum & 
Wermen Advertising Agency, 
Philadelphia. 

© * *. 

Calo Cat Food’s 
Story Amplified 

To the Editor: In your photo- 
graphic review section of Oct. 20, 


the traditional 10¢ price for its fa- you cover Calo cat food’s prize 


age for 39¢. 


|mous full-size Phillies cigar and| winning tv commercial and the 
would market five cigars in a pack-| award from the International Ad- 
|vertising Film Festival in Venice. 


I believe anyone reading this| This commercial was produced by 
would interpret it to mean that| Cascade Pictures of California Inc., 


but I think you will be interested 
in the rest of the story. 

The idea for this commercial 
was developed in the San Fran- 
cisco office of Foote, Cone & Beld- 
ing. Creative concept, the charac- 
terization of the tiger and the 
dialog were the output primarily of 
three people: art director, Gig 
Gonella, copywriter, Doris Craig, 


ton. 
Byron Mayo, 
Foote, Cone & Belding, San 
Francisco. 
. 
Couple of Questions 
from a ‘Voice’ Reader 
To the Editor: In your “Best 
TV commercials of 1958” (AA, 
Oct. 27), you have Lee Goodman 
selling Ralston products on “You 
Asked for It.” Maybe my tv set 
is on the fritz, but down here the 
show comes through mighty like 
“Bold Journey.” 
And by the way, will Mr. Arm- 
strong (From an Art Director’s 
Viewpoint) please tell me how 


and tv production head, Stu Min-'| 
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| the gentleman in the ad can but- 


ton his shirt to his underwear? 


\If he were wearing a “Never- 
| Flap Union Suit”—with apologies 
|to Thorne Smith—I could under- 
|stand the comment. But his un- 
'derwear (the model’s in the ad, 
/not Mr. Armstrong’s) seems sin- 


gularly free of buttons. Please 
elucidate. 
Bob Munson, 

Assistant Advertising Mana- 

ger, Armour Pharmaceutical 

Co., Kankakee, Ill. 

* 7 
Readers Register Divergent 
Views on Ad Education 

To the Editor: May I congrat- 
ulate ADVERTISING AGeE for carry- 
ing Dr. Sabine’s and Mr. Craw- 
ford’s fine article on advertising 
education, Nov. 3. 

It has been only two weeks 
since I spoke to the 10th District 
of AFA in Lubbock in behalf of 
the American Academy of Adver- 
tising and made reference to the 
fact that major advertising pub- 


lications were not publishing stor- 


Bepregeace? 
| 


e N.E.D.’s coverage of over 43,000 plants blankets 
every worthwhile industrial market in the nation. 
N.E.D. pulls inquiries at a higher rate than ever... 
even under this year’s conditions, the inquiry rate 
continued to climb to new records. 1958 has already 
seen a 15.5% increase! This reader response helps you 
direct personal selling efforts to your best bets for new 
business .. . the markets that will buy your product. 
Our new 1958 Data File will bring you up-to-date on 
why you get more measurable buying action with 


your advertising dollars in N. 


seen it, send for a copy now. 


E.D. If you haven’t 


A [PENTON] Publication, Penton Bidg., Cleveland 13, Ohio 


KPA 


NOW OVER 81,000 COPIES (Total Distribution) IN OVER 43,000 INDUSTRIAL PLANTS 
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Advertising Age, November 17, 1958 


ies pertaining to advertising edu-| would do well to practice the “re-| of faculty members teaching ad-|the formula used. 


cation. 

I am very pleased to swallow 
my words and hope that I have 
many more occasions to do so. 

Billy J. Ross, 

Head, Advertising Sequence, 

University of Houston, Hous- 

ton, Tex. 

7 

To the Editor: Perhaps Profes- 
sor Crawford and Dean Sabine 


UNION #UBSER & ASBESTOS CO. 


TRENTON, HA 


MAKES PASTING A PLEASURE 


| ligion” of communication’s respon- 
sibility they preached in your Nov. 
| 3 issue. 

| Would any responsible journal- 
ist make such sweeping general- 
izations? Is all advertising educa- 
tion everywhere immature and 
uncertain? Aren’t there any schools 
where they ask “why” and “with 
what effect”? Aren’t there any 
well qualified teachers of adver- 
tising? Is the path of every ad- 
|vertising educator uncertain? Is 
the situation so bad at Michigan 
State? 

If Professor Crawford and Dean 
| Sabine had investigated their sub- 
ject thoroughly, as any responsi- 
ble journalist would, they would 
have found that advertising edu- 
cation at some schools is far more 
sophisticated than they surmised. 
But, of course, a sweeping indict- 
ment is more dramatic than a 
carefully documented report. 

Would a responsible journalist 
assume that an inventory of the 
number of schools offering a ma- 
jor in advertising and the number 


1958 TOP TEN BRANDS Consumer Inventory 
now available upon request 


THERE IS ONLY ONE WAY TO REACH THE 


AKRON BEACON JOURNAL 


AREA OF INFLUENCE 
A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 


of great industrial names. For only 40c per line, 
daily or Sunday, you can do a complete job of 
selling the area. There is no substitute. 


ROP Spot or full color available 


in all issues. 


_——ow 


o* seueume 


AKRON BEACON JOURNAL 
AREA OF INFLUENCE 


Population _ ..............719,435 
Families .......................213,048 
Total Buying 

ower ...$1,349,384,000. 
Total Retail 

Gales iki $ 958,138,000. 
Food Sales $ 238,114,000. 
Gen. Mdse. 

Sales $ 132,837,000. 
Fr-H-R Sales ..$ 44,996,000. 
Automotive 

Sales ................$ 205,680,000. 
Drug Sales ......$ 29,035,000, 


Source 1958 Sales Management 
Survey of Buying Power 


BEACON 


NEWSPAPER COVERAGE 


DAILY Cire. % Cov. 
Akron Beacon 

Journal ...... 159,532 74.9% 
Cleveland 

Plain Dealer .. 21,596 10.0% 
Cleveland Press . 7,525 3.5% 
Cleveland News . 2,081 0.9% 
SUNDAY 
Akron Beacon 

Journal ...... 160,139 75.0% 
Cleveland 

in Dealer .. 21, 9.0% 
it 


JOURNAL 


“Ohio's Most Complete Newspaper” 


4O74N S. KNIGHT, Publisher 


” epresented by STORY, BROOKS & FINLEY 


aie es 
‘eye" 


vertising tells us anything about 
the quality of advertising educa- 
tion? Isn’t it conceivable that one 
Borden, one Sandage, or one Frey 
teaching one course in advertising 
might contribute more to a stu- 
dent’s enlightenment than a dozen 
men teaching a battery of spe- 
cialized courses? And isn’t it con- 
ceivable that many educators 
who are teaching non-advertising 
courses, such as marketing, mar- 
keting research, etc., as well as 
advertising courses, might bring a 
broader perspective into the class- 
room than those who teach only 
advertising? 

I wonder just what service 
these gentlemen, one a college ad- 
ministrator and the other a de- 
partment head after 20 years in 
the advertising business, have 
rendered for advertising education 
and society with this piece of re- 
porting that would hardly meet 
the standards of responsible jour- 
nalism. 


Vernon Fryburger, 
Northwestern University, Ev- 
anston, IIL. 


Cites an Example of Beer 
Success on Television 
To the Editor: Good news! 
We noticed editorials in ApvEeR- 
TISING AGE in regard to women be- 
ing used in liquor ads for the first 
time; radio stations using liquor 


time the industry stopped going 
backward. 


has done a good selling job and 
with good taste. 


years ago. Television has done its 
more than fair share of this sales 
increase from all sources con- 


casting field can be done; it’s just 


advertisements—again a first for|f 
broadcast media. Gentlemen, it’s|§ 


Beer advertising on television | j / 


We note that|§ 
Hamm’s beer has gone up to third | § 
place in California beer sales from | § 
an unknown position just three) 


H. L. Tarnoff, 
Executive Secretary, State 
Legislative Advocate, Califor- 
nia Retail Liquor Dealers In- 
stitute, Los Angeles. 

* 


Says Broadcasts of Liquor 
Should Be Permitted 

To the Editor: Congressman 
Celler is correct; broadcasting of 
liquor should be permitted. 

The time is for the liquor in- 
dustry to hold up its head and 


go forward. 
Bill McCahill, 
Business Manager, Southern 
California Retail Liquor Deal- 
ers Assn., Los Angeles. 
. . 
It's tor the Kiddies 
To the Editor: A perfect exam- 
ple, don’t you think, of “Advertis- 


oe ae mow 


Starlite 


JOLTING! EXPLOSIVE! 


ing We Can Do Without”? 


day, Oct. 24. 

Please note that the advertise- 
ment carries the notice: “Children 
Free.” Just the spot for a family 
outing. 

John A. Ramsey, 

Harry Sturges & Associates, 

Chicago. 

* + ~ 


Suggests Consumer Ads 
on ‘Madison Ave. Myth’ 

To the Editor: Glad to see James 
Woolf join the DOMAM Society 
(Debunkers of the Madison Ave. 
Myth) in your Oct. 13 issue. 

This society has grown so large 
and vociferous of late that there 
is hardly an advertising man left 
who does not know its basic tenets. 
In short, advertising has done a 
wonderful job of explaining itself 
to itself, to the utter exclusion of 
the “ignorant” public. 

From my ivory tower up in the 
cool, clear-head breezes of Canada, 
may I suggest the remedy Mr. 


|| Woolf seeks? Let’s put these truths 


in the form we know best—adver- 
tising—and place it where it will 
do the most good—in consumer 
publications rather than our own 
trade papers. 

An excellent choice to kick off 
the campaign would be this very 
article by Mr. Woolf, word for 
word. And here’s my dollar toward 
a cause that I’d like to see ADVER- 
TISING AGE pick up and champion. 

William Freedman, 

Copy Director, Chris Yaneff 

Ltd., Toronto. 


service 


Warwick TYPOGRAPHERS 


This creative effort, run with a| 920 waswiNGTON © ST. LOUIS 1, MO. 


cerned. Good effort in the broad-| second color no less, appeared in 


the Chicago Daily News for Fri- 


Serving Clients in 43 States 


13,” 


Operates in any position! 


HANKSCRAFT I'\4 
BATTERY-OPERATED DISPLAY MOTOR 


to move merchandise! 


Here’s the ideal power plant 
for rotary motion displays. 
New, unique design permits 
weeks of effective movement, 
using ordinary flashlight bat- 
teries! It can be wired for 
clockwise 
wise rotation at approximate 
speeds of 1, 6, or 60 rpm. 
The compact DC motor is 
dustproof, tamperproof and 


or counterclock- 


lubricated for life in high- 
impact plastic housing. 


It’s a silent salesman that’s 
smooth, sturdy and versatile! 


ENGINEERING 
SERVICE 


Send cutout dummy and rough sketch 
— we'll return them equipped with 
the best motor for your use, together 
with a complete laboratory report. 


HANKSCRAFT COMPANY 


Display Motor Division 
Reedsburg © Wisconsin 
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Gerard 


PIONEERS—Nine who were around in 1938 to start the 
Export Advertising Assn. pose together at 20th 
anniversary luncheon of the International Adver- 
tising Assn. They are Victor A. Bennett, head of the 
New York advertising agency bearing his name; 
Erskine Gerard, assistant vp, American Express Co.; 
Henri Webel, vp of Hablemos; M. E. Bensignor, 


owner of the publishers’ representative company 
bearing his name; James Gilbert, exec up of the IAA; 
Thomas Quinn, president of Quinn-Lowe Inc., in- 
ternational advertising agency; Albro Gaylor, pres- 
ident of the “Archives of Pediatrics’; Derek C. 
Brooks, National Retail Furniture Assn., and Felix 
M. Oliva, Intercontinental Marketing Services. 


Three Pear Pushes Planned 

The Oregon-Washington-Cali- 
fornia Pear Bureau has slated 
three ad drives this winter to pro- 
mote consumption of this year’s 
crop of Anjou, Bosc and Comice 
winter pears from West Coast or- 
chards. Newspapers and radio will 
be used in about 50 cities in the 
U.S. and Canada. Theme of the 
first push, to begin in mid-No- 
vember, is “All good things come 
in pears.” The second effort, to 
begin in January, will promote 
“Family pear time,’ while the 


third drive, to begin early in 
March, will push the theme 
“Fresh as spring.” Pacific Nation- 
al Advertising, Portland, handles 
the account. 


Triangle Transfers Grant 
Gordon Grant, formerly on the 
radio sales staff of the radio-tv 
division of Triangle Publications, 
Philadelphia, has been transferred 
to the television sales staff of the 
radio-tv division in New York. He 
succeeds Howard W. Maschmeier, 
who has been named assistant 


general manager of WNHC-TV,| jm 


Hartford-New Haven, Conn. 


VanSant Adds Davison Units 

VanSant, Dugdale & Co., Balti- 
more, has been appointed to han- 
dle advertising for four more di- 
visions of Davison Chemical Co., 
a division of W. R. Grace & Co. 
Added to the mixed fertilizer di- 
vision which VanSant has been 
handling for more than a year are 
industrial chemicals, rare earths, 
petroleum chemicals and agricul- 
tural chemicals. 


No slump here... 


...according to 4 leading business publications! 


In lead articles and surveys, 4 separate publications have ranked the 


Jackson, Mississippi market among those where business is best. In 


fact, this market was twice listed among the top ten in the nation for 


business gains. In this prospering area, the Sunday Clarion Ledger and 
Jackson Daily News reach an average of 81.3% of all families in trade 


zone towns having 
weekdays. 


1000 or more population* 


- » €ven more on 


*In the Jackson city zone this coverage jumps to 84.9%. 


Ros CLARI ON x 


THE 


} 
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JACKSON DAILY * NEWS” 


‘Missiles’ Ends Alternating Plan 
| Missiles & Rockets, Washington, | 
is dropping its present schedule 
| providing for alternate weekly is-| 
sues specializing in engineering and 
| electronics and news and business, 
according to C. Allen Hurt, assist- 
ant publisher. Beginning Jan. 5 | 
| each issue will be devoted to tech- 
| nical news coverage in the fields of 
| missiles, rockets, space and satel- 
| lite science. 


Field to Bishopric/Green 

H. Paul Field, formerly commer- 
cial service supervisor of WTVJ, | 
Miami, and previously with sever- | 
al agencies in New York, has 
joined Bishopric/Green/Fielden, 
Miami, as senior account executive 
for tv to head a new tv service. 


Briggs Joins Gardner 

Newton W. Briggs, formerly 
grocery field sales manager of 
Kroger Co. in Chicago and Toledo, 
has been named merchandising 
director of Gardner Advertising 
Co., St. Louis. 
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Harrison-Shea Agency Formed 

Georgia Harrison, who joined 
Richard Shea Advertising, Detroit, 
in April, has been named a part- 
ner and her name added to the 
agency title, Harrison-Shea Adver- 
tising Agency. She was formerly 


|associated with several agencie 


including Gille Associates, Patton- 
Gille-Beltaire, McCann-Erickson 
and Luckoff & Wayburn. 


what's your audience? 


Dealers, jobbers, 
salesmen, service- 
men, prospects? 
With a = motion 
picture you can 
talk to any audi- 
ence ... Warning: 
select an experienced producer. 


Ailes Film Copeoration 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 
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Tonight — in sprawling, spending Los Angeles 


will be on for newspaper 
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the race 
readers 


And the paper that will win this race — tonight and every 


night —is the Herald - Express 


Herald- Express sweeps 
Mississippi!) 


(Matter of fact, the 
the field from here to the 


Doesn't it make horse sense to put jor money on the 


Herald-FExpress? After a 
thing! 


Il, you'll be betting on a sure 


Kiegest paper under the AFTERNOON ‘un 
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ireulation: 342,000. Represented b» 
Moloney, Regan & Schmitt, Inc 


LOS ANGELES HERALD-EXPRESS 
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1958 


Information for Advertisers 


eering| 


St. Petersburg, Fla., and Pinellas! Serve Food Stores,” Survey No. 2 
|County have become the “biggest | in a series of national surveys pre- 
half” of Florida’s second largest,, sented by Maclean’s Magazine, 
the nation’s 30th largest, metropol-| shows a growing trend among Ca- 
itan market, according to the “1958 | nadian buyers to get more of their 
St. Petersburg Times Market Fold-| regular requirements in self-serv- 


Application— 
Replacement — 
Maintenance of 
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advertising manager, St. Peters- 
| burg Times. 


e The Moline Dispatch and the 
Rock Island Argus have published 
their new “1958 Marketing Edi- 
tion,” which gives pertinent data 
on the Quad-City metropolitan 
area (Rock Island-Moline-East 
Moline, Ill., and Davenport, Ia.). 
The data are presented in news- 
ipaper tabloid style and contain 
|both news and advertising which 
is classified, page by page, accord- 


ing to the various phases of busi- | 


jness in the market. Copies are 
available to advertisers and agen- 
cies who write to Harold E. Swan- 
son, general advertising manager 
of the newspapers. 


e A booklet entitled “Information 
Concerning National Newspaper 
Classified Advertising” has been 


: |published by the National News- 
; |paper Classified Advertising Net- 


| work, 221 W. 57th St., New York, 
|and is available without charge. It 


= |contains complete information for 


advertising executives on the prob- 


Hy |lem of harnessing the local sales 
= | impact of newspaper classified ad- 


| vertising to a nationally advertised 
product or service. 


\for advertisers’ perusal a study 
of its audience done by Alfred Po- 
litz Research. In addition to show- 


= | ing how doctors use the magazine, 


|the study presents some general 
market data on doctors. It shows, 
for example, that 29.3% of prac- 
ticing physicians see between 51 
and 100 patients a week and 41.6% 
write more than 75 prescriptions a 
week, 


e Younger women are more brand 
conscious when buying foundations 
and bras than older women, ac- 
cording to a survey released by 
Redbook. The study, entitled “An 
Exciting Market,” shows that a 
twice greater percentage of young- 
er women specified brand of foun- 
dation and bras purchased. For 
additional information write Bert 
Orde, fashion and fabrics sales 
manager, Redbook, 230 Park Ave., 
New York 17. 


e “How Canadians Shop in Self- 


i 


which provides data on this| ice stores and to be influenced less 
e) | market. For further information, 
= | write Harold M. Canning, national 


and less in buying decisions by 
sales people. For further informa- 
tion contact Douglas Gowdy, ad- 
vertising director, Maclean-Hunter 
Publishing Co., 481 University 
Ave., Toronto 2. 


e Weekend Magazine is offering 
“Canada as a Dollar Market,” a 
retail sales map showing each 
county and province as drawn in 
proportion to its dollar volume in 
retail sales. A second color over- 
print shows extent and depth of 
coverage provided by Weekend’s 
circulation of 1,500,000. Copies are 
available from W. D. Taylor, di- 
rector of advertising, Weekend, 231 
St. James St. W., Montreal. 


e The Dallas Morning News has 
released its “1958 Consumer In- 
ventory & Product Availability 
Audit” for retail stores in the Dal- 
las market. This is the third in a 
series of personal interviews made 
for the News by Dan. E. Clark & 
Associates. Copies may be had on 
request to Leland Renfro, manager, 
general advertising, Dallas Morn- 
ing News, Dallas. 


e Two new research reports dis- 
cussing the applications of front- 
end loaders and bulldozers in metal 
and non-metallic mineral mining 
are available on request from En- 
gineering & Mining Journal. Two 
separate reports are available, each 
based on a survey of representative 
metal and non-metallic mines. The 
surveys indicate that mines owning 
these units have an average of 2.6 
front-end loaders and 4.4 bulldoz- 
ers per property. Results are tabu- 
lated by type of mine: open-pit, 
underground and combination. 
Data sheets 6-635-758 on front- 
end loaders and 6-636-958 on bull- 
dozers are available upon request 
from the market research depart- 
ment, Engineering & Mining Jour- 
nal, 330 W. 42nd St., New York 36. 


e Catholic Family Newspapers, a 
new group in the newspaper field 
organized Oct. 1, 1957, has just 
celebrated its first anniversary. 
A presentation has been devel- 


Sten 


Madison Ave., New York 17, rep- 
resents the group. 


e The 1958 “Beauty Reader For- 


Care & Skin Care” prepared by 
Fawcett Publications indicates the 
continuing popularity of the “nat- 
ural look.” The newly-released 
study provides information on the 
usage, brand preference and place 
of purchase of various cosmetic 
products for 1957 and 1958. Cop- 
ies of the new report may be 
obtained from the research de- 
partment, Fawcett Publications, 67 
W. 44th St., New York. 


e The San Francisco Chronicle 
has issued a brochure on the San 
Francisco market, with emphasis 
on suburban growth. Tracing the 
“California Gold Rush” from its 
beginnings in 1848, the paper 
points out that the rush is still 
on, especially in the Bay Area. 
The growth of the area in the 
past five years, in terms of popu- 
lation, house construction, and 
buying power, is charted. 


e To provide British and Ameri- 
can companies with a better under- 
standing of Canadian market con- 
ditions, Maclean-Hunter Publish- 
ing Co. has prepared a new edi- 
| tion of a brochure that tells the 
| Statistical story of Canada today 
| and surveys prospects for the fu- 
| ture. The eight-page booklet is ti- 
|tled, “The Canadian People & 
| Their Markets.” Copies are avail- 
| able from Maclean-Hunter, 481 
University Ave., Toronto, as well 


um on Make-up, Nail Care, Hand} 


GROWING MARKET—Giving the St. Petersburg Times an astute perusal 
are Ed Stern, vp and media director of Foote, Cone & Belding, and 
Robert Ryan, FC&B media manager. Holding a copy of the newspa- 
per, which has just released a new marketing folder (see lead item 
in this column), is Harold Canning, national advertising manager of 

the Times. Frank B. Gurda, Branham Co., looks on. 


oped which tells the story of the| as its offices in Montreal, Vancou- | 


Catholic consumer and 
tional market of the U. S. and 
outlines the coverage provided by 
the 50 Catholic Family News- 
papers. Bogner & Martin, 295 


don, England, or its advertising 
representative, Duncan A. Scott & 
Co., San Francisco and Los Ange- 
les. # 


During the year 
1/, of America reads 


If you want to sell musical instruments, radios or television 
sets, go where every page is full of ideas that sell: Better Homes & 
Gardens, the family idea magazine. BH&G’s home centered readers 
are ready to tune in on the world of musical ideas for family enjoy- 
ment that they find in Better Homes & Gardens. One result: BH&G 
primary families bought more than 10%* of all the television sets 
sold in the U.S. last year! 


*BH&G Continuing Study, January, 1958 


institu-| ver, New York, Chicago and Lon-| 


Canning 
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Battle Lines 
Form in Clash on 
Venezuelan Ads 


(Continued from Page 1) 
Advertising Agencies. 

The Venezuelan group is a 
newly-organized association of 
nine agencies. In addition to Mc- 
Cann, Y&R and Grant, the mem- 
bership includes Publicidad Ars; 
Corpa; Publicitas Asociados; Pub- 
licidad C. A.; Obelleiro Carvajal, 
and Vovica. 

In this group are the largest 
agencies in Venezuela. J. Walter 
Thompson Co. does not maintain 
a full-service office in Caracas 
but does work through Vovica. 
Obelleiro Carvajal is the Procter 
& Gamble agency. 


® The federation, in one of its 
first official acts, informed media 
that rising costs made it impera- 
tive for local agencies to collect 
the full commission for their serv- 
ices. And it advised media that 
effective Jan. 1 the member 
agencies of the federation would 
demand this full commission on 

; foreign advertising. 
wa According to export agency men 
here, the federation also demand- 
ed that Venezuelan media reject 
all foreign advertising which did 
not come through one of the 
nine member agencies. 

The media groups have re- 
portedly given the federation the 
cold shoulder. Arthur Kron, pres- 
ident of Gotham-Valdimir, told 
ADVERTISING AGE the reaction of 
media was: “Go to hell—we’ll ac- 
cept advertising from any legiti- 
mate agency, here or in the U. S.” 

Thomas M. Quinn, president of 
Quinn-Lowe and current presi- 
dent of the Assn. of International 
Advertising Agencies, confirmed 
Mr. Kron’s report. He said the 
AIAA is sending a letter to all 
Venezuelan media groups thank- 
ing them for resisting the federa- 
tion’s demands. 


= The heated dispute centers on 
the long-standing  split-commis- 
sion system operating in export 
advertising. Under this system, the 
U. S. export agency splits the me- 
dia commission with its associate 
agency abroad. Agencies handling 
export advertisers normally do the 
bulk of media planning and crea- 
tive work on an account in their 
U. S. offices; the foreign associate 
handles the physical placement 
of the advertising. 
The local associate is, of course, 
; expected to provide services be- 

e yond the mere placement of ad- 
: vertising—when required. In 

ij Venezuela, for example, all tele- 
vision and radio commercials 
must be produced locally. The 
local associate naturally supervis- 
es this work, although it may be 
supplied with finished story- 
boards and scripts from New York. 

In demanding the full commis- 
sion for their services, the Ven- 
ezuelan agencies are, in effect, 
telling their New York associate 
agencies to go back to the client 
for extra compensation. 


ms One exercised agency execu- 
tive here put it this way: “In 
other words, we are supposed to 
go to our clients and tell them 
that the 15% they have been 
paying for 20 years is no longer 
adequate—now they have to pay 
22%%2%?” 

Many export advertisers al- 
ready are paying more than the 
standard 15% commission for 
their multi-agency service. The 
Venezuelan revolt, if successful, 
would drive these costs up even 
more. 

On the other hand, an execu- 
tive of one of the three U. S. 
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agencies with branches in Ven-| 
ezuela told AA he could not see} 
what all the fuss was about. He 
pointed out that Venezuela is 
such a high-cost market that a 
local agency could not possibly 
provide adequate service without 
getting a full commission. 


® He maintained that advertisers 
whose business is being placed 
by a Caracas agency working on 
a 7%% commission “are being 
short-changed on service.” 

He said that if advertisers want- 
ed to have two service agencies— 
one in New York and one in 
Caracas—“then they should be 
prepared to pay for it.” 

The export agencies do not see 
the problem this way. They sus- 
pect—and they make these charges 
freely in off-the-record statements 
—that McCann, Y&R and Grant are 
pushing this movement to lure ac- 
counts away from the export shops. 


# If the Venezuelan agency fed- 
eration got its demands accepted, 
it would leave the export agencies 
with two alternatives: (1) Ask 
the client for more money or (2) 
open an office in Venezuela. 

Neither of these alternatives 
appeals to the export agencies. 
Since the demands have not been 
accepted, however, the agencies 
do have another weapon—and 
this apparently is being brought 
into play now. This weapon is: 
Take your business away from 
agencies participating in the fed- 
eration. 

Mr. Kron denied reports that 
Gotham-Vladimir had fired Ars as 
its associate, but he noted that 
his agency has two associates in 
the Venezuelan market—and the 
second agency is not a member 
of the federation. Ars, the largest 
agency in Venezuela, is also an 
associate of Robert Otto. 

Asked for his opinion on why 
the Venezuelans have mounted 
these demands now, Mr. Kron 
said, “They’re just trying to put 
something over on us, ride the 
wave of nationalism. But it won’t 
work.” 


# Mr. Quinn predicted flatly that 
the rebellious Venezuelan agen- 
cies are going to see “a lot o 
switching of accounts” as a re- 
sult of their actions. 

Mr. Quinn pointed out that the 
U. S. export agencies have de- 
veloped business for Venezuela 
for many years. “If those Ven- 
ezuelan agencies want to. get 
U. S. business,” he snapped, “let 
them open an office here in New 
York and work for it. We've 
been digging for years, and it’s 
tough digging.” + 


Schram Adds Black Leat, 
Standard Stamping, Sportline 

Schram Advertising Co., Chica- 
go, has been appointed to handle 
advertising for Black Leaf Prod- 
ucts Co., manufacturer of insecti- 
cides and herbicides, Standard 
Stamping & Perforating Co., maker 
of metal grills and other metal 
products, and Sportline, maker of 
sleeping bags. All are Chicago 
companies. Black Leaf Products, 
which formerly was handled by 
Fuller & Smith & Ross, Cleveland, 
bills more than $100,000. Standard 
Stamping, formerly handled by 
Allen Advertising Agency, will 
launch a trade ad push next year, 
with a budget of about $30,000. 

Sportline, a new company, plans 
a campaign in trade publications 
and magazines. 


Steamship Line to Goerl 

North German Lloyd, New York, 
steamship line, has appointed 
Stephen Goerl Associates its first 
agency since the war. A major 
steamship advertiser before the 
war, it has recently re-established 
its organization in the U.S. and 
Canada. 
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10¢ OFF—The consumer campaign for Libby, McNeill & Libby’s 

minted pineapple, promoted earlier to the trade (AA, July 14), will 

start with this color spread in TV Guide, Dec. 6. J. Walter Thomp- 
son Co., Chicago, is the agency. 


Kenneth McKim, 72, 
Former Ad Head of 
IT&T Corp., Is Dead 


New York, Nov. 13—Kenneth W. 
McKim, 72, former assistant vp 
and advertising manager of Inter- 
national Telephone & Telegraph 
Corp., died yesterday, after a long 
illness, at Veterans Administration 
Hospital, East Orange, N. J. 

Born in Oakland, he attended the 
University of California, and start- 
ed his career as a reporter on the 
San Francisco Chronicle. Later he 
was sports editor of the San Fran- 
cisco Examiner, editor of the Reno 
Gazette, and western manager of 
the Associated Press. For a time 
he was also a partner in the Scott 
Advertising Agency, Edmonton, 
Alta. 

After serving as a war corres- 
pondent for Hearst Newspapers in 
1916, when the U.S. entered World 
War I, Mr. McKim served over- 
seas in the Army signal corps and 
attained the rank of captain. 

He joined International Tele- 
phone in 1919, and the following 
year was made general advertising 
and publicity manager. Later he 
became program director of PWX, 
first radio station in Havana. 

In 1924 he was named to a 
similar post in Spain, and four 
years later he returned here as as- 
sistant vp. In 1929 he was sent to 
Argentina as manager of adver- 
tising and publicity of IT&T’s tele- 
phone subsidiary there. During 
the Spanish civil war he handled 
a special in Spain, and at the out- 
break of World War II he was 
sent to France to take charge of 
communications for war corres- 
pondents for the company in Eu- 
rope. Following the war, he re- 
turned here and handled special 
assignments until he retired in 
1950. 

He was a member of the Ameri- 
can Legion, American Geographi- 
cal Society and the Pan-American 
Society. 


Sam Anson, 74, 
Cleveland ‘Shopping 
News’ Founder, Dies 


CLEVELAND, Nov. 13—Sam B. An- 
son, 74, old-guard city editor and 
then a founder and publisher of 
the now-vanished Shopping News, 
died Nov. 6 in University Hospitals 
after a long illness. 

For 32 years, Mr. Anson was 
general manager of the giveaway 
paper that brimmed with the ad- 
vertising of downtown stores which 
owned it. It closed down in 1954. 

It was said to be the original 
shopping news. At one time there 
were similar publications in 60 
cities. The name was registered, 
but the rights finally expired. 

Mr. Anson was a partner in the 


Se een earl e 


|Chalfant Paper Co. the past five 
| years. 

He started his newspaper career 
in a dingy composing room in 
Lockport, N.Y. He worked at vari- 
ous times as city editor of all three 
Cleveland dailies. He developed 
talented young newspaper men, 
among whom was Louis B. Seltzer, 
now editor of the Cleveland Press. 

Mr. Anson tried his hand at 
“city-hopping”’—to St. Paul, to 
Buffalo. He worked a short time 
with Hearst, in Washington. He 
was managing editor of the short- 
lived Columbus Monitor. Then he 
turned back to Cleveland in 1921 
and helped spank the Shopping 
News to life. He didn’t think his 
job would last six months. It lasted 
64 times that long. 


HERBERT GLEITZ 

CLEVELAND, Nov. 13—Herbert 
Gleitz, 65, board chairman of 
Cleveland Broadcasting Co., owner 
of Station WERE, died Nov. 7 in 
New York City Hospital. 

Mr. Gleitz had entered the hos- 
pital only shortly before for exam- 
ination for a heart condition. 

Born in Ft. Wayne, Ind., Mr. 
Gleitz was trained as a machinist 
and worked at the trade from 1910, 
when he arrived here. Four years 
later, he formed the Marquette 
Metals Co., which he sold to Cur- 
tis-Wright in 1951. 

In 1948, Mr. Gleitz helped estab- 
lish WERE, and in 1954 he be- 
came chairman of the broadcasting 
company. 

WERE has been the “flagship 
station” of a radio network broad- 
casting the Cleveland baseball 
games in Ohio, New York and 
Pennsylvania. 


HUMPHREY E. BRADLEY 

Scranton, Nov. 11—Humphrey 
E. Bradley, 71, advertising manag- 
er of the Scranton Times for more 
than 22 years, and a Times employe 
for 48 years, died today in Moses 
Taylor Hospital. He had been a pa- 
tient since Nov. 1. 

Mr. Bradley was one of the most 
| widely known men in advertising 
and business circles in this area. 

Born in Scranton, he was gradu- 
ated from the old Scranton Busi- 
ness College. He joined the Times 
in 1910. Mr. Bradley was an adver- 
tising salesman for the Times for 
20 years. 

In June, 1929, he was appointed 
assistant advertising manager, 
serving under the late James W. 
Flanagan, who was to become gen- 
eral manager. 

Mr. Bradley was named adver- 
tising manager in 1936, succeeding 
Mr. Flanagan. 


STANLEY L. BERKEBILE 

CLEVELAND, Nov. 11—Stanley L. 
Berkebile, 57, vp and director of 
Penn & Hamaker, died Nov. 8 at 
his home in North Canton, O. Mr. 
Berkebile was associated with Penn 
& Hamaker since 1954 as manager 
of the agency’s Canton office. 


Know Advertiser 
to Sell Him, NBP 
Told by Siebert 


(Continued from Page 1) 
his magazine image to the needs of 
his customer. 

2. “It is certain that every com- 
petitive publication which has lost 
a decision will rightfully redouble 
its efforts to unseat its more suc- 
cessful rival.” 


8s A Modern Railroads slide film 
presentation at the meeting ana- 
lyzed Starch reports on several is- 
sues and indicated four factors 
which have a major influence on 
noting scores of ads in the publi- 
cation—size, position, visual con- 
tent and interest. 

Comparing “read most” scores 
with “noted” scores, narrator John 
DeWolf, vp of G. M. Basford Co., 
New York, said that the relation- 
ship is about one “reader” for ev- 
ery three “noters.” But ads with 
unusually high noting generally 
better this average. 

Mr. DeWolf also said a spread 
normally does not double the not- 
ing power of a page ad. He advised 
using spreads only to tell a longer 
story or to add impact. 


s Promotion material by the busi- 
ness press has to compete with 
consumer magazines and all other 
media promotion at an agency, 
warned L. Martin Krautter, exec 
vp of Klau-Van Pietersom-Dunlap 

“If you spend as much time in 
analyzing and improving your pro- 
motion as you do in preparing it, 
you can do a better job,” he said 
“Promotional dollars are the most 
expensive you spend. If they are 
not well spent, you will have to 
spend again and again until you get 
results.” 


s NBP members heard a somewhat 
gloomy report on cost figures for 
the first six months of 1958. Mor- 
ris Goldman, partner, J. K. Lasser 
& Co., New York, which cooper- 
ated with NBP in compiling the 
report, said dollar profits for the 
first six months dropped about 
16%. 

There was a 10.7% drop in ad- 
vertising pages, he said, and the 
costs of advertising service were 
up 4%, despite the decline in to- 
tal revenue. Indications that the 
business press worked harder to 
improve their publications during 
this period were evidenced by re- 
ports of a larger proportion of text 
pages, increased promotional funds 
and more surveys and studies. # 


FRANK E. WESTCOTT 


Gary, Inp., Nov. 11—Frank E. 
Westcott, 75, veteran newspaper 
advertising executive, died Nov. 8 
in his home in Hobart, Ind. 

Mr. Westcott retired as advertis- 
ing director of the Gary Post-Trib- 
wne in 1948 after 31 years’ service 
with the newspaper. He continued 
to serve the publication in an ad- 
visory capacity until he suffered 
a stroke in 1952. 

Born in Lebanon, Ind., Mr. West- 
cott landed his first newspaper job 
in 1905 as a copy boy for the In- 
dianapolis News. He held reporting 
and selling jobs with the Milwau- 
kee Sentinel; the Times, St. Peters- 
burg, Fla., and the Ledger, Colum- 
bus, Ind., wrote publicity for the 
Indianapolis Speedway, and was 
an automobile distributor before 
joining the old Gary Post in 1917. 


s Long active in newspaper cir- 
cles, Mr. Westcott was elected a 
life member of Newspaper Adver- 
tising Executives Assn. in 1945, and 
served two terms as director of that 
organization. He served six years 
|on the advisory council of Bureau 
of Advertising, ANPA. 
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THe ApVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5 
(maximum—two) 30 letters and spaces per 


inch, and card discounts, size and frequency 


AVERAGE PAID CIRCULATION FOR 


_ 6 MONTHS ENDING JUNE 


00. Cash with order. Figure all cap lines 
line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., 

Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 


41,961 


apply. 


30, 1958 


HELP WANTED ' 


ASSISTANT TO ADVERTISING DIREC-| 
TOR of rapidiy expanding grocery prod- | 
ucts manufacturer. Must have intimate 
knowledge of consumer products market- 
ing. Writing ability helpful. Prefer man 
with seven to eight years experience, in 
his thirties. Job presents challenging op- 
portunities in expanding marketing divi- 
sion. Regular benefits plus pension and 
profit sharing. Write full details, includ-| 
ing experience, education, and beginning | 
salary to: | 
T. BE. Chantron | 
Director of Advertising j 

Texize Chemicals, Inc. 
P. O. Box 1820, Greenville, 8. C. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
468 E. Ohio tS., Chicago, SU 7-2255 


CREATIVE COPY OPPORTUNITY 
If you have a proven record for creating 
selling ads and promotion pieces, this 
small, growing mid-western agency 
offers a big future. You must be able to 
plan and write all types of materials! 
to meet needs of one of the largest con-| 
sumer accounts as well as the needs ot} 
small industrial accounts. At least 10-| 
years copy experience required including 
major appliance writing. Please state sal- 
ary required. Location within 100 miles of 
Chicago. 
Box 1944, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
COPY WRITER—ACCOUNT EXECUTIVE | 
Capable of client service and copywriting 
needed by fast growing medium-size | 
Chicago agency. Background should in-| 
clude industrial, preferably in budgets or | 
$100,000 and up. Proficiency in copy es- 
sential. Salary commensurate with exp. 
Box 2004, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| 


MOLENE 
WGRROGD  ccivenisscrssinnsecese ...ablic Relations 
COPYWFiters oo... AVE. Managers 
Artists Media ...... Production ......5ervice 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams 8t., Chgo 3 
LIFE INSURANCE ADVERTISING 
Man with life insurance advertising ex- 
perience wanted at mid-Atlantic sea- 
board headquarters of large company. 
Copy writing and layout experience re- 
quired. Excellent opportunity for ambi- | 
tious man. Send resume’, including sala- 
ry requirements, to 
Box 2005, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Our 47th Year | 
ACCT. SUPERVISOR, big food | 


account. Big-account exper. 
Exceptional fringe benefits | 
45 $30-35M 
COPY, consumer including food. $15,000 | 


FOOD CHAIN ADV.-MERCHAN- 
DISING DIR. Rare opportunity 
for subordinate to move up 
Fast-growing co $12-15M 
MOVIE WRITER-PRODUCER, big | 
co. Young. Exper. indust., 
prom., training scripts to $8400 


LADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8S. Dearborn 


CE 6-5353 Chicago 


EXPANDING S. E. 


counts. 


products and report 


Media buyer with 
emphasis on TV. 


agencies. 


association to: 


Two Account Executives with specialized 
experience in handling grocery product ac- 


One Account Executive with experience in 
variety of consumer and industrial accounts. 


Approximate age 28-40. Should be ag- 
gressive, experienced and mature enough 
to be completely responsible for one or more 


Media analyst with emphasis on spot TV. 
We offer you all the usual employee bene- 

fits plus opportunity to be a part of one of 

the South’s largest and fastest growing 


Send complete résumé, including begin- 
ning salary, plus reasons for desiring new 


Henderson Advertising Agency, Inc. 


Greenville, South Carolina 


HELP WANTED 
WRITER WITH SCIENTIFIC-TECHNI- 
CAL TRAINING—Some practical experi- 
ence, ability to recognize significant 
developments, willingness to 
pleasing personality, clear writing essen- 
tial. Excellent opportunity for man who 
wants to grow with established business 
publication. Position open now. Send re- 
sume and small photograph to 

Box 2006, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Assistant editer needed by Chicago pub- 
lieation to handle production and layout, 
style editing, proofing, ete. Experienced 
man or woman preferred, but... Give 
resume of background and schooling. 

Box 2007, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Copywriter—an effective, self-starting 
young idea man is wanted by a substan- 
tial and growing direct mail advertising 
plant. Please state qualifications and sal- 
ary requirements. 

Box 2008, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


BROADCAST MANAGER 
If you are a young aggressive male with 
experience in buying or selling radio-tv 
time, please 
CALL: MR. BOLAS HA 17-3700 
TATHAM-LAIRD, INC., CHICAGO 
COMPANY MAGAZINE EDITOR 
Experienced man to take charge of edit- 
ing company magazine for leading Grand 
Rapids, Michigan industrial concern. Also 
will work on other assignments in com- 
munications and community relations. 
Candidates should have degree in jour- 
nalism or equivalent experience. Stimu- 
lating and creative work. Write giving 
full information, including education, | 
age, experience, and general salary re-| 
quirements to: 
Box 2017, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALESMEN | 
MIDWEST 


Established Chicago publisher needs man | 
of above average ability with or without | 
specific space selling experience for in- 
dustrial publication. Compensation above 
average in line with sales ability. Give 
resume of experience, education, etc. 
Box 2018, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Advertising teacher for creative and sales 
courses in large midwestern school of 
journalism. Newspaper, radio-tv, or agen- 
cy background necessary. Send personal 
application with resume of professional 
and teaching experience and degrees. 
Box 2020, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY CHIEF 


For well-known 10 million 
dollar Chicago agency with 
major package goods ac- 
counts. Our staff knows of 
this advertisement. 
Box 295, Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


AGENCY NEEDS: 


to account supervisor. 


print experience but 


President 


Box 1700 


POSITIONS WANTED 


travel, | 


Your book can benefit from a fund of OS Rapes g Ringo i aie Soran to $25,000+ 
creative ability, marketing and mer- Mktg Execs consumer ‘ 
chandising experience plus thorough 4 oe to $15-$25,000+- 
knowledge of basics of space selling. All Mkt Execs-ind’l ......... to $18,000+ 
these will be of great value to clients, Brand Mgrs (10) consmr 

and become basis of active selling pro- Fits ante slide gengigigl: -$15,000+- 
gram. Send information about your mag- Copy Contact-AAAA-hvy 

| azine, and a copy. I shall give a straight- RPS girs to $15,000+- 
forward appraisal of my possible value Copywriters-AAAA ........ $8-$15,000+- 
to you. Advtg Mgr-mfr ............ to $12,000 


Advertising Age, November 17, 1958 


REPRESENTATIVES WANTED 


| BUSINESS OPPORTUNITIES 


SEEKS NYC AGENCY CONNECTION 
| Creative Art Dir., yrs. 4-A Agency 
| Sx. handling top national accounts. | 
Wants to return to N.Y.C. (34) married. 
Box 1997, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
Spanish Adv. Copywriter Exp.: 
t. Amer. Mkts; pharm.., elect., 
Gral. Prom. Pub. Rel. Will Reloc. 
Elias Budman, 170 Pfeiffer St., 
San Franciseo 11, California 
A FIRST RATE Writer-Editer (Female) | 
with production know-how, diversified 
background & a quick, creative mind is 
ready to do that editorial, public rela- 
tions, publicity or advertising job you 
want done well. Also free lance assign- 
ments. HO 3-9785, HO 9-1700, 
Box 27 R 251, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 
| VERSATILE ADVERTISING MAN, age 
| 32, seeks challenging opportunity with 
| Metropolitan Los Angeles agency or cli- 
jent. Ten years background with national 
agencies, printing firm, and sales promo- 
tion manager of major oil company. Will 
dicuss salary. 4708 Crewn Ave., LaCana- 
da, California. SYivan 06-6245. 
SICK SICK SICK 
of N.Y. AD, Asst. AD with creative mind, 
wants spot in small town N.E.U.S. where 
fresh air is available. Family, 3 tots. $9M 
Box 2009, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Advertising Sales Promotion - Public 
Relations. Self Starter, 29, married. 2 yrs. 
asst.—2 yrs. adv. & sis pro mgr. Looking 
for growth opportunity. Write: 
J. B. 429 George Street 
Eigin, Illinois 
LAYOUT ARTIST 9% years experience 
with leading industrial catalog publish- 
ers. Seeks permanent position. 
Box 2010, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ARTIST—CREATIVE—VERSATILE 
Smart layouts that click like sixty and a 
pocket full of ideas, all ‘round exp. on 
major accounts for consumer, ind., and 
TV adv.—just developed “The Jabber- 
snips” a redhot kids TV show—its live— 
its new! 

Box 2011, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 

MORE BILLING FOR YOUR TRADE 

MAGAZINE IN N.Y. & N.E. AREA 
Experienced Advertising Manager and 
large volume space buyer will entertain 
possibility of representing sound trade 
papers in New York and New England. 


Specialty Ad Medium Offers 
A ONCE-IN-A-BLUE-MOON 
OPPORTUNITY 


10 


|An unusual ad medium franchise, easily 
worth $50,000 to $75,000 income annually, 
is available TO THE RIGHT MAN at no 
|investment other than a pittance for his 
| own set-up expenses (less than $2,000). ( 
| turned down a $25,000 offer from the 
wrong man for this same franchise). The 
close associate I seek has what it takes 
to build, sales-manage and administer 
|his own multi-state sales organization. 
Our specialty ad medium is in a class by 
|itself and the nature of our distribution 
| outlet virtually commands local advertis- 
er interest. Salesman's easily realizable 
potential of $15,000 yearly or better 


lection. If you have a really successful 
| background in local media sales, can re- 
| cruit, inspire and manage a dynamic 
sales team, write in confidence to: 
Box 2019, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PUBLISHERS’ REPRESENTATIVES 
WANTED 


Established publisher of leading industri- 
al magazines desires exp. aggressive man 
to cover Virginia, North & South Caro- 
lina. Area resident preferred. State full 
particulars in reply: 
Box 2013, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


NYC PUBLISHERS REPRESENTATIVE 
Seeks recognized publication for Eastern 
or National representation. Highest ref- 
erences. Will consider exclusive repre- 
sentation. 

Box 2014, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
Chicage Publishers Representative avail- 
able for trade, industrial publications. 

Box 2022, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HARPER ASSOCIATES 
180 BROADWAY, NEW YORK 
Partial Listings of 


MARKETING & COMMUNICATIONS 
EXECUTIVE POSITIONS 


Advtg Mgr-pkged gds mfr...to $40,000+- 
— Mktg Mgr-consumer 


Box 2012, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADV. DISPLAY SALESMAN 
Married. College Grad. 12 years 


Mkt Rsch-Pkgd gds mfr. ....to $12,000 
Mail 3 resumes 


exp. 


makes recruiting chiefly a matter of se-/| 


FOR SALE: PUBLISHING BUSINESS 

| Mise mags incl trade papers monthly circ 
330,000 net paid. In reply please give in- 
| formation regarding your business. 

| Box 2016, ADVERTISING AGE 

i 200 E. Illinois St., Chicago 11, Illinois 


| Industrial Trade Publications fer Sale. 
| Shows increasing profit picture each year 
|}over past 5 years. Publisher with good 
|} sales staff can make this magazine a 
| $1,000,000 property. 

Box 2015, ADVERTISING AGE 

| 480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


YOUR SUBSCRIBER SURVEYS— 
if they are to win agency and advertiser 
acceptance, must be done by experts... 
ERDOS and MORGAN clients include 
such outstanding publications as the At- 
lantic, Harper's, Nat'l Geographic, Red- 
book, Time, Wall St.J’nl, and many others. 
ERDOS and MORGAN 
Mail Survey Specialists 
1181 Broadway, New York 1, MU 4-5191 
COMMISSIONABLE te Agencies—A New 
Approach in Promotional Jewelry and 
Advertising Specialities to give your cli- 
ents that extra edge. Write for details to 
Sherman Manufacturing Co., 12 Parson- 
age Street, Providence 3, R. I. 
METZGER’S Table of 45,000 Per Cents, 
$5., 56 pgs., 300 columns and lines. Direct 
reading of % up to 100.000%. RTB, Dept. 
48, Box 7, Indianapolis 6, Ind. 
EDGEWATER—GOTHAM APTS. 
Bedrm. apts. and kitchenettes, private 
bath, elevator bidg; nr. lake. 5433 
Kenmore, UPtown 7-7453, Chicago. 
AIR CONDITIONED MICHIGAN AVE. 
FURNISHED OFFICE SPACE 
Have two private offices completely fur- 
|nished in Peoples Gas Bldg. Available at 
| very reasonable share rent basis. See Tom 
| Roberts, Rm. 868 or phone Harrison 7-7272. 
SENORES: 


|Want to cover Central America properly 
|for your clients? Our Agency can give 
|you top service in the area. Space buy- 
|ing, art, spanish copy with local color, 
ete. Publicidad Art-Tecnica, Edificio Mil 
Managua, Nicaragua. 


JOHN ANDREWS 
poultry livestock artist 


STOCK ART SERVICE . 1504 Dodge St., Omaha, Nebr. 


YOUR ADVERTISEMENT 
HERE WILL 
BRING RESULTS 


selling national and regional busi pa- 
pers. Willing to relocate. 
Box 2021, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


ATTENTION 
CUNNINGHAM & WALSH! 


I want to be the man from... 
10 years retail ad sales. Good copy. 
Retail know how. 33, B.A., married. 
Ready for big challenge. 

Box 294, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


studio regardless of size. 


ADVERTISING 

We handle your employment problem } 
confidentially and effectively. | 

SALES ADMINISTRATOR 18,000 


WANTED: 

TOP-FLIGHT AD AGENCY OR ART STUDIO 
38 year old agency-studio art director with proven 
creative, contact and management background seeks 
permanent association with top flight ad agency or art 


Willing to make substantial investment into progressive 
company on a partnership or stock basis. All replies 
held in strictest confidence. Box 292, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois. 


Supv. sales admin., mkt. research, 


and distributors for Brewing Co. 
MARKET RESEARCH MGR. ....... $18,000 
Planning, market research for mfr. 

of missiles, woanene, computers. 
ACCOUNT EXECUTIVE 


COPYWRITER 


Midwestern agency, not Chicago, 
is looking for copywriter with 
experience in writing copy for 
industrial and/or building prod- 


co Se eats . $10,000 ucts accounts. Duties would also 
en needs expd. industria . Pe es 

writer to become Copy Chief. include writing merchandising- 
RII ois bong ohn' ce ace $7,500-+. slanted collateral material. Sal- 


Expd. food space salesman should 
earn $15,000 the second year. 


B. L. CLEM 
Advertising Consultant 
IMPERIAL PERSONNEL 
37 $. Wabash Ave., Chicago 3, FR 2-4233 


ary range $8-10,000. Our em- 
ployees are familiar with this ad. 
Write giving full details. Box 298, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


Art Director Wanted 


Progressive full line agency in 
medium size Ohio city has an 
immediate opening for a young, 
but experienced working art 
director. Must have organiza- 
tional and supervisory ability. 
Know-how in creating and pro- 
ducing crisp modern layout and 
finished art essential. 

For more information send com- 
plete résumé and salary require- 
ments to: Box 293, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


ADVERTISING RESEARCH 


Excellent opening for advertising 


RADIO-TV 


executive in one of America’s 
fastest-growing, best-known corpo- 
rations. 


Qualifications 


Corporation or ad agency back- 
ground in research and creative 
areas. Knowledge of motivational 
research, advertising effectiveness, 
and opinion research. Experience in 
copy and/or advertising consulting. 


fications: 


This position offers security, cre- 
ative surroundings, good Manhat- 
tan location, plus good salary and 
a high salary potential. 


Please send your resume, including 
® complete description of your 
qualifications, experience, and sal- 
ary requirements. 


BOX 290, ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 


PRODUCER 


wanted 


One of Canada’s leading advertising agencies 
needs top-flight producer with the following quali- 


1. Creative ability and taste 
2. Proven film production ability 
3. Proven live production ability 


4. Administrative ability with a knowledge of 
talent repayment and production. 


Salary range to $10,000.00 


Please send complete résumé to Box 289, Adver- 
tising Age, 480 Lexington Ave., New York 17, N.Y. 
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SALESMAN—PARTNER WANTED 


A specialized merchandising 
service organization needs the 
talents of a good salesman with 
ability to also manage men. This 
is an established organization 
which will stand thorough in- 
vestigation. The service has | 
proven its merits to manufac- 
turers and retailers. 


The man we want must be 
able to invest in the company 
and assume management re- 
sponsibility. Salary possibility 
$10,000-$15,000 plus dividends of 
a like amount. For details and 
appointment write Box 297, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


SOLID 
SPACE SALES 
OPPORTUNITY 


Wanted: A solid, experienced 
space salesman who can recog- 
nize a solid opportunity. 

Time counts in space sales and 
you can make your time count 
for more by working on more 
than one book for a multiple 
publisher. 

These are solid books with 
solid accounts needing solid 
handling. 

Sales ability paramount; pro- 
motional experience helpful. 
Must be willing to travel exten- 
sively; relocate to work out of 
home office in large, cosmopol- 
itan city. Send résumé and sal- 
ary desired to Box 288, Adver- 

tising Age, 200 E. Illinois St., 
Chicego 11, Illinois. 


construction equipment. Substantial 


responsibilities, salary required, etc. 


Illinois. 


INDUSTRIAL ADVERTISING MANAGER 
This opportunity is with a large Midwest manufacturer of heavy 


advertising budget—competent 


agency. We want a mature, experienced advertising man with 
several years’ experience with a national industrial advertiser— 
should have some engineering education. Replies should state 
complete experience, education, personal information: age, family 


Enclose samples of work. Our 


organization knows of this advertisement. Replies confidential. 
Write Box 291, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, 


111 


Sklar, Brown Join ‘H&G’ | den, New York. Robert M. Brown, 

Frada Sklar, formerly with Fred| previously with TV Guide, has 
» | Rosen Associates, has joined the| joined the magazine’s Chicago ad- 
promotion staff of House & Gar-|vertising staff. 


WALTER C. LINDLEY has been named Le 

exec vp in charge of Boland As- ‘ Bx ~6Give them a happy 
sociates Ltd., Hawaiian subsidiary , ma cs y . 7a ae 

of Boland Associates, San Francis- a ey 

co. Mr. Lindley, formerly an ac- , HENNESSY 
count executive with Vance Faw- ‘ 
cett Associates, Honolulu, succeeds HM Oo L i D AY 


Edward C. Martin, who resigned to 


wee sere, 84 PROOF COGNAC BRANDY _Schieffelin & Co., N.Y. 


Stone Joins Amplex-Lustra 

S. Byron Stone, formerly adver- 
tising and sales promotion man- 
ager of Typhoon Air Conditioning 
Co., New York, has joined the Am- 
plex Corp. and Lustra Corp., both 
New York, as advertising manager 
of both companies. Each makes 
photolamps, lighting and specialty 
products. 


SAVE $50 


All NEW 
for 1959! 


BACON’S 


OPPORTUNITY 
FOR ADVERTISING AND SALES 
PROMOTION ASSISTANT 
Opportunity for college grad- 
uate with experience in adver- 
tising, sales promotion or sales. 
Advertising department of ex- 
panding national financial or- 
ganization headquartered in Los 
Angeles. Should be self-starter, 
creative, detail-minded and 
work well with people. Résumé 
treated in strict confidence. Box 
286, ADVERTISING AGE, 4041 
ren Ave., Los Angeles 8, 


PUBLICITY 
CHECKER 


The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 

The Checker is coded to show what 
material is used by over 3450 publications. 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual—just $18.00. Send today. 


r ——-—ON APPROVAL — — — 
copies of | 


Send me on approval i 
1 Bacon’s Publicity Checker 1959 at $18.00 ea. 


l BILL: [ ME O MY COMPANY 
] Name 


! 
| 
] Firm | 
! 
1 


Address 
1 City State. 


BACON’S CLIPPING BUREAU 


14 E. Jackson Blvd, Chicago 4, Illinois 


SALES TECHNICAL WRITER 
Needed Immediately 


Top quality writer to handle 
brochures, magazine articles 
and advertisements in radio- 
electronics field. High quality 
writing experience necessary. 
This position with expanding 
advertising staff is no ordinary 
writing assignment. Salary open. 
Background in engineering, avi- 
ation, broadcast, microwave, or 
amateur radio fields helpful, but 
writing ability is primary 
requisite. 
Write or call M. E. Schinkel, 
Advertising Manager, 
Collins Radio Company, 
Cedar Rapids, lowa 


HAVE IDEAS— WILL WORK! your message 


Career-minded young market and promo- 
tion manager seeks new challenge. Ex- 


perience in all phases of sales manage- 

ment in wholesale distribution, direct 

selling or consumer goods and intangi- 

bles. Los Angeles based. Ability guaran- | 

teed. Free trial (with contract). Box 


27R167, Advertising Age, 4041 Marlton 


. 
Ave., Los Angeles 8, Calif. or phone 
STate 2-9899. Act Now. Offer UNlimited. 
The Midwest's 
bed, as I 4 
vr 


service for Adv.* Art & 
allied fields 


By appointment only fo 'f as lo W as 
59 E. MADISON + SUITE 1417 


CHICAGO 2, Ill. 
CEntral 6-5670 $5 er ad a 
Pp . 
GIFT ENGRAVING 
Personalize _your Xmas giving. 
Fine Engraving. $1.00 Complete coverage. Quick action. 
Items received as mar Stans Lo That’ hy i 
late as Dec. 16 Sasne Gniy w cost, at’s why it pays to 
will be ready for Xmas. run your classified ad in Advertis- 
QUALITY ENGRAVERS nn Age Seu til 
5 S. Wabash, Am. 611, Chicago, III. ing Age. iry it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1958 - 1959 
ovolers WHOLESALE «.., 


- AUTOMOBILES: 


all models BOX 331, BERKELEY 
AUTO-DEX CALIFORNIA 


If you want to sell more heating, plumbing, and air condition- 
ing equipment, go where every page is full of ideas that sell: Better 


Homes & Gardens, the family idea magazine. BH&G readers are 


eager for home improvement ideas (3 out of 4 live in owned homes‘), 
and they’re ready to act. For instance, the percentage of BH&G 
average-issue readers who live in fully air-conditioned homes** is 
more than twice that of all people in the U.S. 


* Source: BH&G-Politz 12-Months’ Study, 1956 


During the year 
1/2 of America reads 


** Source: Look-Politz Study, 1958 


| am enclosing $ 


Z State 
THE ADVERTISING MARKET PLACE 
Clip and mail ADVERTISING AGE 


Better! Homes - «the family an ise 2005. Mince 6. 
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ANA Told of Drives 
by Parker, Conoco, 
Celanese, 4 Others 


(Continued from Page 1) 
with a spot tv campaign in Park- 
er’s top 100 markets in August, 
1957. The day before _ school 
opened full-page newspaper ads 
were run in these markets. Mr. 
Stauff said the big size was used 
to get “an unforgettable adver- 
tisement which stressed the out- 
standing feature of the product— 
its non-skip textured writing 
point.” 


® Tv spots, he explained, were 
bought on a rating point basis 
with a minimum of 50 points a 
week in each market. Tv started 
the third week of August and 
continued through October. 

Distribution soared from 15,000 
to 50,000 dealers with a “blitz” 
promotion in which dealers were 
told they would be listed in a 
full-page Parker newspaper ad if 
they stocked the new non-skip ball 
pen. 

In a later phase of the drive, 
consumers were offered—via full- 
page newspaper ads and spot tv 
—their money back if the prod- 
uct skipped. “During the four 
months the guarantee was in ef- 
fect, some 3,000,000 units were 
sold and we only had to make 12 
refunds.” 


s “By this time,” said Mr. Stauff, 
“our competitors had adopted, in 
turn, the product benefit, then 
the advertising claim, and last 
but not least, the advertising 
techniques. We felt this was 
flattery indeed, but they began 
to outdo us.” 

Parker subsequently worked out 
another promotion called “Opera- 
tion Loss Proof,” which offered 
consumers a new pen for a cer- 
tificate issued by the company 
plus 50¢. Spot tv and big news- 
paper ads placed just before 
school openings were used again. 


s At the moment, Parker is using 
the non-skip guarantee and is 
merchandising the pen for Christ- 
mas packaged in a jumbo holiday 
card which is offered free. The 
offer is being made via television. 

The bulk of Parker’s advertising 
was allocated market by market, 
but a “national umbrella” was 
furnished with ads in Reader’s Di- 
gest, which will carry the Christ- 
mas card offer as well. 

“The ball point market,” said 
Mr. Stauff, “is highly competitive 
and very responsive to advertis- 
ing and promotion. After we had 
gotten to the top, our principal 
competitor introduced a product 
similar to our own and made the 
same claims and edged us out of 
top spot. 

“We're now fighting to get back 
into first place. We hope to do this 
with more intensive advertising, 
promotion, and by continuing to 
offer the consumer improvements 
and new products,” he concluded. 


Continental Oil 

Mr. Hattwick recounted an ad- 
vertising failure. 

Continental came up with a 
combination of its top grade gas- 
oline and its top grade motor oil 
which “gave the best perform- 
ance of any combination of com- 
petitive products,” he said. 

Continental’s agency, Benton & 
Bowles, came up with a “break 
the Performance Barrier” cam- 
paign, which some of the client 
team regarded as “pretty dramatic 
and with real possibilities. Others 
at Continental were not so sure.” 

So the copy and the whole sell- 
ing idea was pre-tested. “We 
worked out a complete advertis- 
ing-sales promotion, marketing 
place at headquarters as if this 
were a program to be used in 
all markets. But we picked just 


|five in which to try out the test."| Adman in the News... Henry Schachte 


|@ The test markets got the full- | 


|scale program, and dealers liked 
the campaign, but consumers 
| “never got the word that we could 
|/break performance barriers for 
| them.” 

“During that time,” said Mr. 
Hattwick, “big, blasting, dramatic 
ads in newspapers pictured bar- 
|riers being blasted into oblivion. 
Radio spots were breaking sound 
barriers right and left telling lis- 
teners of the great news. Big pole 
signs at service stations, plus daz- 
zling parking signs, let no one for- 
get that at last a gasoline was 
available that broke the perform- 
ance barrier. 

“For three months we kept at 
it, with twice the advertising 
power normally applied during 
regular advertising periods.” 


® Unfortunately, there were no 
sales increases, very little con- 
sumer awareness of the cam- 
paign, the dealer interest turned 
out to be low. 

That, said Mr. Hattwick, was 
how “we learned at the cost of 
some thousands of dollars that an 
idea which looked good, wasn’t, 
when tried out. If we hadn’t 
tested it we could have invested 
as much as $1,000,000—and more 
—on a poor bet.” 

So, Continental “failed success- 
fully.” And it failed because “it 
wasn’t a simple enough idea,” he 
said. 


Hotpoint 
Mr. Utt told how Hotpoint re- 
versed a “sluggish” appliance 
sales trend early this year with 


a promotion plan that told con- 
sumers of “no down payment with 
a trade, no payment for three 
months, and the same weekly 
payments for either a standard or 
deluxe model appliance or tele- 
vision set.” 

“In just 38 days from our de- 
cision to go,” said Mr. Utt, “we 
planned the campaign, tested it in 
several major markets and broke 
it nationally with full-scale back- 
ing at the local level. The com- 
plete job was done in less than 
the normal four-color closing 
time.” Hotpoint took advantage of 
Life’s then new seven-day clos- 
ing for two-color ads. 


New Holland Machine Co. 

Mr. Hull reported on a New 
Holland Machine Co. direct mail 
campaign aimed at farmers for 
a manure spreader (typical farm- 
er gag: “I’ll bet you guys won’t 
stand behind your product”) 
which boosted sales of a high- 
priced product — substantially 
higher in price than competitors’ 
—by 23% in a depressed farm 
market. — 

Pitney-Bowes 

Mr. Bowes reported on an anti- 
recession campaign in which his 
company boosted the advertising 
appropriation by 25% and set 
up a new system of encouraging 
salesmen’s leads. Despite an early 
dip of 19%, the campaign and 
vigorous selling and promotion 
(including an aggressive direct 
mail campaign) had the company’s 
sales up 9% by the end of the 
third quarter. 

Celanese Corp. 

Mrs. Wallace and Mr. Polett 
traced the progress of an indus- 
try-wide promotion aimed at the 
suburban housewife, called “Of 
She I Sing.” Celanese was able 
to persuade manufacturers, de- 
signers and retailers to cooperate 
in the drive which promises not- 
able success in three months of 
operation. 


]. A. Folger & Co. 

Mr. Sowell and Mr. Harris told 
how J. A. Folger & Co. put a 
teaser campaign title, “Come 
Home, Joe,” to work to start 


Folger Instant in a new package 
on an upward drive which car- 


Henry Schachte, new chairman 
of the board of the Assn. of Na- 


have lost some mileage in the 
past 10 or 15 years. When I first 


tional Advertisers, has spent all|came into the business, creative 


his business life 


He started, after two years at | 
Williams College (where he would | 
have graduated in the class of °35| 


in advertising.| people used to get excited about 


customer research, about talking 
to potential users, about getting 
the feel of the product and the 


if he had finished), writing cata-| market,” he said. 


log sheets for General Electric Co., 
in Pittsfield, Mass. Now he is vp 


ls “Now most of that is gone. The 


in charge of advertising of Lever! professional researcher does the 
Bros. Co. and top man in an over-|job now, and while it’s true that 


all advertising operation said to 
exceed $85,000,000 per year. 


On the way to his present spot, | 


Mr. Schachte has spent time on 
both sides of the advertiser-agen- 
cy fence. From his catalog writing 
days, he moved upward in the 
GE advertising picture until he 
was in charge of all GE public 
relations advertising. In 1945, he 
joined the copy staff of Young & 
Rubicam, but he and Lou Brock- 
way, chairman of Y&R’s execu- 
tive committee, agree that it was 
a fine move for all concerned 
when Mr. Schachte was moved out 
of copy and into client contact. 


he may come back with an ade- 
quate picture of what people feel 
or believe, the people who have 
to write the advertising get statis- 
tics and tabulations instead of the 
feel and the flavor of the people 
they’re trying to influence.” 

As chairman of ANA and as the 
employer, at Lever, of seven 
agencies, Mr. Schachte must per- 
force concentrate a great deal of 
his business time on advertiser- 
agency relations problems. In 
terms of the general discussion of 
agency compensation and _ the 
changes in business relations be- 
tween agencies and clients 


|/brought about as a result of the 
=» After two years as an account| 


Justice Department action and the 


executive, he moved over to Bor-| consent decrees, Mr. Schachte says 
den Co., one of his accounts, as he thought originally that there 


director of advertising, a post he 
relinquished in 1953 to join Bryan 
Houston Inc. as senior vp. 

He went on to Lever Bros. in 
June, 1955, as advertising vp, and 
was named a director of the com- 
pany in March, 1956. 

At Lever Mr. Schachte presides 
over a staff of about 100 media, 
public relations and marketing 
research personnel, in addition to 
acting in an advisory capacity to 
the general management and 
marketing division of the com- 
pany. In a sense, he says, the 
services of his staff are available 
to brand managers, just like ad- 
vertising agency service. 


= One of the great problems fac- 
ing the advertising business, Mr. 
Schachte believes, is that of de- 
veloping more creative and more 
resultful advertising. 

“There is an enormous neces- 
sity,” he said, “for the people who 
write advertising to get a little 
closer to the people they’re writ- 
ing to. I don’t know how, but 
somehow or other we must struc- 
ture into the procedure by which 


advertising gets written greater | 


opportunities for the creators of 
advertising to meet their audi- 
ences. 

“In this single respect—and I 
think it is an extremely important 
one—it is my opinion that we 


would be a lot of debate and that 
then a new system would emerge. 


s “But it is quite apparent now,” 
he said, “that we are in a period 
of evolution. No new system of 
advertiser-agency relations will 
emerge; instead, we’re in for a 
long period of review and discus- 
sion, with a gradually evolving 
relationship designed to fit indi- 
vidual situations and individual 
cases as they arise. 

“The important thing, it seems 
to me, is that everybody involved 
is working harder trying to devel- 
op better services. This is a good 
thing. 


“I like pressures in business. I 
think that we’re going through a 
period of healthy pressures by 
clients on agency services and 


profits, and a similar healthy 
counter-pressure by agencies on 
clients. Everyone is_ benefiting 


from the more careful analysis 
we are all doing.” 

As far as the direction in which 
agency service will ultimately 
move—toward a broader range 
of services or more emphasis on 
creative aspects of advertising— 
Mr. Schachte feels the business 
is currently teetering on a peak, 
and could move in either direction. 


= “It is my personal feeling,” he 


Henry Schachte 


said, “that an advertising agency 
must understand marketing prob- 
lems, pricing and _ distribution 
problems and the like—but only 
so they can do a better job of 
creating advertising. I don’t think 
it is the agency’s function to do 
our marketing thinking and plan- 
ning for us; this is the client’s 
job, and I don’t think most clients 
are interested in turning it over 
to advertising agencies or anyone 
else. 

“So maybe, as more and more 
clients expand the marketing con- 
cept and organization within their 
own companies, the range of serv- 
ices to be supplied by agencies 
will tend to shrink somewhat. But 
on the other hand, maybe not; 
because as company organization 
for marketing becomes more ela- 
borate, there is usually a corre- 
sponding expansion at the agency. 

“As I said, it seems to me that 
right now the agency business 
might move either way—toward 
greater diversity of service or 
toward more emphasis on the 
creation of advertising—and I’m 
not sure which will win out.” 


= Like most other advertisers, 
Lever Bros. has been extremely 
active in recent years in introduc- 
ing new products. Mr. Schachte 
sees no end in new product intro- 
ductions by business. 

“I think we will continue to see 
a flood of new products,” he said, 
“principally because the American 
market has grown so big and is 
expanding so rapidly that you can 
build a satisfactory business by 
fractionating the market. You 
don’t need an all-purpose product 
or a major share of sales in a 
broad product category to have a 
successful product. 

“Furthermore, I think people 
like special products for special 
purposes—and there are enough 
of them to provide a satisfactory 
market for a lot of things.” + 


ried it from eighth to second 
place in Southern California, 
which is Folger’s biggest market. 

The company moved into the 
market using teaser outdoor 
boards, a tricky mailing series to 
grocers and wholesalers, news- 
paper advertising and teaser ra- 
dio spots. It announced new Folg- 
er Instant, and moved into a 
copy change on radio and in out- 
door posters and added one-min- 
ute and 30-second tv spots. The 
drive was successful within three 
months, they reported. 

The ANA case histories were 
leavened by a series of blackout 
skits producted by Dramaturgy 
Inc., Cleveland, which also pre- 
sented a short version of the 
“Power Up” show it produced 
with Westinghouse, which was 
shown to audiences of electrical 
contractors, architects and con- 
sulting engineers in 120 cities. # 


New Georgia Newspaper Group 
Names B. D. Adams, Branham 
Publishers of the Augusta 
Chronicle and Herald, Columbus 
Ledger and Enquirer and the Ma- 
con Telegraph and News have 
joined to form the Georgia Group 
“to give national advertisers an 
opportunity to buy newspaper ad- 


vertising on a _ regional basis.” 
Combination rates, daily or Sun- 
day, are based on 82¢ a line, ef- 
fective Jan. 1. Volume discounts 
are offered. Branham Co. is the 
representative. 

The Georgia Group has appoint- 
ed Burke Dowling Adams Inc., At- 
lanta, to handle its advertising. A 
campaign will begin this month in 
business papers and metropolitan 
newspapers. 


Cockfield Is No. 1 in Canada 

In ADVERTISING AGE’s report on 
Canadian advertising (AA, Nov. 3) 
it was stated that Cockfield, Brown 
& Co. billed $26,500,000 in 1957 
and not $27,400,000 (a figure which 
was reported in the billings issue 
last February). The lower figure is 
in error because it did not include 
capitalization of fees, which is the 
basis on which AA reports billing. 
MacLaren Advertising Co. billed 
$25,800,000 in 1957. Cockfield “has 
for many years been the largest 
advertising agency in Canada,” 
according to D. R. McRobie, presi- 
dent, “and we hope to remain so.” 


‘American Weekly’ Moves 

The American Weekly and Puck 
—The Comic Weekly have moved 
New York offices to 575 Lexington 
Ave. 


Food Fair Ends 
Co-op to Avoid 
‘Diluting Impact’ 


(Continued from Page 1) 
impact. Commercials on the aver- 
age 2 to 2%-hour film presentation 
are being held to a once-in-30- 
minutes basis—something truly 
novel in any local market. Em- 
phasis in the commercials is on 
“service,” with the barest mini- 
mum of hard sell. Prices are never 
mentioned, and the only brand 
names ever plugged are Food Fair’s 
own house brands. 


= The series got under way on 
Oct. 19, with “Rebecca.” Also slat- 
ed for the series are “Third Man,” 
“Kitty Foyle,’ “Abe Lincoln in 
Illinois,” and other major “first- 
on-tv” pictures. 

The 1957-58 “Food Fair Film 
Festival” series was co-op, with 
Food Fair sharing commercial 
time with five suppliers. The series 
last year racked up ratings as 
high as 49.5, highest ever achieved 
by any local tv program. 

Weightman Inc., Food Fair ad- 
vertising agency, js producing the 
program. + ; 


whee a Ae Dae ance a coe, ye es aa Sects Boake uP as. Ee ; Phe ae? ee is . 
cae oye acne? mI 2 ai oe . ms = Sd s ee a Pe, 5 
+ nal: es. pee , Bay > arnt. a hal 5 St ees : pale Anas ae A 
oes iste : : ‘5am Zt ee $ : Susie ; aed 3 a3 57 ; ° . vs ; 7 , ‘a oe 
oie ‘ ; fe a 
Eee oe 
Bsa ake 
ne Late 
ree Ha Advertising Age, November 17, 1958 Es 
fe 
ee ioe 7 : 
7 7. - 
me , a : 
Chen ae 4 SST ae 
a ae a S ° ae a spear” aa 4 . 
yee "2 b, = 7a 
cy PS ee 
ies aa ofits Pa 3 : 
ve a BA aes a 3 
- ,_ . = 
Pad = | 
ale Pan 4 ; 
ag 
oe. 
ors, 
i 
raed. a 
ss 
a 
ery 
er 
eee : 
ce 
ones, 
fe 
pace 7 
ae > 
< 
< otay 
Bi 
‘gone 
Pi: 
ae 
ae ; 
fa 
lee 
Woes 
. : 
ores 
mete 
= 
7 
" 
: a 
si 
es 
Oy eg 
ues 
Samet Sc 
ee as 
oe 
ie, tage . 
ed 
ee. 
Rar. 
ys 
< 
. : Po 
ae 
a 
ae 
os 
ces 
ae ae 
ere 
iy pics 
fe) BO ee—“C:SC‘és 
an 7 
re q 
Ni te 
mee 
es 
ay? 
hae 
(ee 
paises. 
4 
1 
. 
ia 
: oe 
aa 
F 
aan 
ek 
az 
7) 
9s 
5 
Si 
eg 
” 
af | 
a ' ' —_— 
a 
; 
F matey e ; » § ai 
re eee sa Ta at i oe Be RR Sa Noe eae SU RE ee ame x nae og Ae eS ee a eee Se ee REISE PCO aa mee Stat co 
eae ee Bay ee a -. a eee TE Oe pe eee ee ccger es Boeke ee Sets ae ce 
- =~ sees ESS Pagar. ga as pease ie a - 
sg eats eee ee Geen eee 
tar a ed vee hs ot ara < 
za A Aa oa se er AY ae bie tet | ee 


Advertising Age, November 17, 1958 


Foreign Cars 
May Make Big 
Splash in ‘59 


New York, Nov. 13—1959 is 
shaping up as the year in which 
foreign cars will make their big 
splash in U. S. advertising. 

Registration figures released 
this week show that the imports 
have broken through a new sales 
barrier. In the month of Septem- 
ber, Automotive News reported, 
the foreign makes accounted for 
an unprecedented 11.5% share of 
all new car sales. 

The 262,823 foreign cars regis- 
tered in the first nine months of 
this year represented 7.6% of the 
total market. 

These 1958 figures exceed the 
comparable 1957 ones by more 
than 100%. In the month of Sep- 
tember, 1957, the imports took 
4.3% of the new car market; in 
the first nine months of 1957 they 
accounted for 3.1% of sales. 


= A new study of the imported 
car market—released yesterday by 
Newsweek—indicates that the for- 
eign makes still have room to 
grow. The study, conducted by 
Sindlinger & Co., found that 22.6% 
of all households would now con- 
sider buying a foreign car. 

“In other words,” said Andrew 
J. Cullen, Newsweek’s research 
director, “about one-fifth of the 
market studied is open-minded on 
the subject of purchasing an im- 
ported product.” 


With one out of nine new car! 


buyers selecting an import and 
with Studebaker and Rambler 
advertising flailing away at elon- 
gated, gas-hungry vehicles, the 
foreign makes appear to be sitting 
in a strategic position and they 
are expected to intensify their 
promotional efforts next year to 
expand their market presentation. 


# Simca, which sold some 10,000 
cars here in the first eight months 
of 1958, plans to import 60,000 in 
1959 and Chrysler Corp. will back 
the car with an advertising budget 
well in excess of $1,500,000. 


Renault, which nearly outsold | 


‘Newspaper and 


Volkswagen for the first time in 
September, will also be in the 
plus-$1,000,000 class in 1959. 


Volkswagen, still the pace-set- 
ter, expects to have more cars on 
hand in 1959 and the growing 
competition for the small car mar- 
ket may turn VW into a $1,000,000 
advertiser. 


s Another foreign car study—this 
one by The New Yorker—demon- 


WALTER P. PAEPCKE on Nov. 24 will 
become the third notable in three 
decades to be made an honorary 
member of the Art Directors Club 
of Chicago. Container Corp. of 
America, of which Mr. Paepcke is 
chairman, is known for the unus- 
ual art used in its ads. Only others 
so honored by ADCC are Frank 
Lloyd Wright and Daniel C. Rich, 
former director of the Art Insti- 
tute of Chicago. 


| strates clearly that the foreign car 


market is no longer dominated by 
a few makes. In 1956, Volkswagen 
accounted for 48.4% of foreign car 
sales; while VW sales have con- 
tinued to rise, their share of mar- 
ket slipped to 35% in 1957 and de- 
clined again to 25.8% in the first 
six months of 1958. 

The New Yorker study shows 
that Renault and English Fords 
are now each taking about 8% of 
the import market and four makes 
—Fiat, Hillman, Simca and Vaux- 
hall—are each jostling in the 4- 
5% range. 


= Newsweek’s study shows that 
Americans “overwhelmingly” pre- 
fer the styling and comfort of U.S. 
cars but generally believe the im- 
port is more economical to oper- 
ate. + 


Hilton Hotels Enters 
Credit Card Arena 
With Carte Blanche 


New York, Nov. 12—Hilton Ho- 
tels Corp., which last fall, in the 
midst of American Express’s en- 
tering the credit card field and 
Diners’ Club buying out Esquire 
Club, mulled launching its own 
credit card club (AA, Sept. 8), has 
taken the big step. 

Newspaper ads appeared in ma- 
jor markets today, announcing the 
Carte Blanche credit card. 


= The ad, carrying the picture of 
Conrad Hilton and signed by him, 
is addressed to Hilton credit card 
holders, who automatically quali- 
fy as charter members of the Carte 
Blanche credit card club. But it 
has one unusual feature: the hold- 
er doesn’t have to pay the $6 an- 
nual credit card fee until he has 
used his card outside of the Hilton 
hotel chain. 

The tone of the ad suggests that 
Carte Blanche holders can expect 
“the best of everything, not the 
most.” 

A coupon gives readers the 
chance to apply for a Hilton credit 
card and qualify as Carte Blanche 
charter members. 

Needham & Grohmann, New 
York, is the Hilton agency. + 


John Hearst, 49, 


Magazine Exec, Dies 


New York, Nov. 13—John R. 
Hearst, 49, assistant general man- 
ager of Hearst Newspapers, vp of 
Hearst Magazines, and third son 
of the late William Randolph 
Hearst, died following a heart at- 
tack today in St. Thomas, the 
Virgin Islands, where he was 
vacationing. 

After attending Oglethorpe Uni- 
versity, Mr. Hearst, in 1928, be- 
came an associate editor of Cosmo- 
politan and Photoplay. From 1929 
to 1931 he served as president 
of Harper’s Bazaar-Cosmopolitan 
Book Corp., and then served for 
three years as general manager 
of Hearst Radio. He was also a vp 
of International Magazine Corp. 
for a year, and spent two years as 
publisher of the New York Mirror. 
He was president of the New York 
Journal in 1936 and 1937. 


|= He became assistant general 
|manager of Hearst Newspapers in 


1941 and was vp of Hearst Maga- 
zines from 1942 until his death. He 
was also a director and vp of 
Hearst Corp. 

His surviving brothers are 
George, vp of Hearst Corp.; Wil- 
liam R., editor-in-chief of Hearst 
Newspapers; David, publisher of 
the Los Angeles Herald Express, 
and Randolph, president of Hearst 
Publishing Co. His surviving child- 
ren are John Randolph Jr., in the 
Army in Germany, Joanne, Deb- 
orah, and William Randolph II. # 


Last Minute News Flashes 
NBC Raps Wallach TV Audience Study 


New York, Nov. 14—NBC, in a five-page research bulletin, offers a 
strongly-worded rebuttal to Miles A. Wallach’s tv audience study (see 
story on Page 3). NBC took issue with Mr. Wallach on his “exagger- 
ated” conclusions, their significance and the techniques used to obtain 
the data. NBC said Mr. Wallach’s earlier attempts to start a new na- 
tional tv rating service in conjunction with Revlon’s George Abrams 
met with a cool reception and that he is trying to recoup his invest- 
ment in TPI Inc.’s methods and organization, Noting the “sensational 
treatment” given Mr. Wallach’s talk before the Assn. of National 
Advertisers in the press, NBC said: “In view of the fact that one of 
the chief sponsors of the study was the Reader’s Digest, more of the 
same anti-tv slant can be anticipated.” 


Tampax Appoints Marschalk & Pratt 

New York, Nov. 14—Tampax Inc. has appointed the Marschalk & 
Pratt division of McCann-Erickson to handle its professional advertis- 
ing effective Jan. 1. Noyes & Sproul is the previous agency. This is the | 
first account for the newly-established ethical drug unit at Marschalk & 
Pratt. McCann handles consumer advertising for Tampax. 


Three Van Munching Brands Move to MacManus 

New York, Nov. 14—Van Munching & Co., U. S. and Canadian dis- 
tributor of Heineken’s Holland beer, Whitbread’s English pale ale, 
and Mackeson’s English stout, has moved advertising for the brands 
from Peck Advertising Agency to MacManus, John & Adams. 


AM Radio Sales to Represent Westinghouse 


New York, Nov. 14—The six Westinghouse Broadcasting Co. am 
stations will be represented by AM Radio Sales, effective July 1, 1959. 
Westinghouse acquired 38% of this representative company with the 
purchase of WIND, Chicago, in 1956; Westinghouse now owns more 
than 50% of this rep, which already handles WIND, Chicago, as well 
as six non-Westinghouse major city stations. AM Radio will be op- 
erated as a Westinghouse Broadcasting subsidiary. 


Schenley Ponders Own Outdoor Agency 

New York, Nov. 14—Schenley Industries is considering consolida- 
tion of its outdoor advertising in a house agency, manned by its own 
staff. A company spokesman said such a move is merely in the discus- 
sion stage and that no action is likely until early in 1959. 


Lane Chest Shifts to Doyle Dane from LaRoche 


New York, Nov. 14—Lane Co., Altavista, Va., maker of cedar 
chests and other furniture, has appointed Doyle Dane Bernbach to 
handle its account, effective Jan. 1. The $500,000 account was previ- 
ously with C. J. LaRoche & Co. 


Tasti-Cup Coffee Names Durstine; Other Late News 


e Tasti-Cup Coffee Corp., New York, has appointed Roy S. Durstine 
Inc. its first agency. The company makes liquid instant coffee packaged 
in push-button cans. 


e Chilton Co., Philadelphia, confirmed the purchase of Product De- 
sign & Development from Franklin H. Johnson Inc., New York—as 
reported exclusively in AA, Nov. 10—for a reported $900,000. The mag- 
azine will move to Philadelphia after Jan. 1, with present staff and 
policies remaining intact, according to Chilton. Franklin Johnson and 
his son, Franklin Jr., will publish the monthly tabloid under Chilton 
auspices. 


e Richard H. Hehman resigned today as director of merchandising ma- 
terials of Pabst Brewing Co. He will join the Chicago office of Camp- 
bell-Mithun Nov. 24 as an account executive. Mr. Hehman was direc- 
tor of marketing of Pabst before the brewer’s acquisition of Blatz 
Brewing Co. three months ago (AA, Aug. 4). 


e Folding Paper Box Assn., Chicago, has dropped J. Walter Thompson 
Co. as its public relations agency and will handle its own pr in the 
future, according to the December issue of Boxboard Containers. The 
association’s board of directors also cut the pr appropriation from $215,- 
000 to $110,000. 


e At presstime the tv and radio networks were facing the threat of a 
strike by the American Federation of Television and Radio Artists, 
which could affect programming on all live networks and their owned 
stations. At this writing negotiations were set to resume Saturday 
morning (Nov. 15) for contracts that expire Saturday night. Should 
the walkout come, the networks and sponsors are ready with new tapes 
of their regular shows, replacement films or kinescopes, and in some 
cases if necessary, programs with network supervisory personnel. 


e Emil Mogul Co. and Lewin, Williams & Saylor, New York, which 
will merge Jan. 1 (AA, Nov. 10), have picked up two new accounts, 
reportedly adding about $1,000,000 to combined agency billings. Break- 
stone Foods, a division of National Dairy Products Corp., will move its 
account from Paris & Peart to Mogul, Lewis, Williams & Saylor, effec- 
tive Jan. 1. Henri Stern Watch Agency, distributor of Patek Philippe 
watches and watches of International Watch Co., also goes to the 
merged agency on the same date. Kelly, Nason is the present agency for 
Patek Philippe. International has been placing direct. 


e Baltimore city lawyers are appealing the court decision calling Bal- 
timore’s 4% tax on local advertising and 2% tax on gross receipts of 
local media unconstitutional. The action will stay the court of appeals’ 
mandate to the circuit court and will also delay the refund of some 
$1,500,000 collected by the city from the ad taxes legislated into effect 
Jan. 1, 1958. 


e The Federal Communications Commission’s review of the first of the 
controversial tv cases spotlighted by congressional investigators this 
year reaches a critical point Monday when Judge Horace Stern will 
hear arguments on proposals to qualify three of the four applicants who 
participated in a case involving Miami’s Channel 10. The federal court 
of appeals ordered the review after charges that some applicants sought 
to influence the awarding of the channel through FCC members. 


e Haven T. (Jerry) Waters has been named manager of alcoholic bev- 


erage advertising for Newsweek, New York, a new title for the maga- | 
zine. Mr. Waters joined the Newsweek New York sales staff in 1954 
from American Magazine. 


Meeker Is Named 
Jergens Exec VP 


J.D. Nelson Sr. Is 
Retiring; Meeker Sees 
No Agency Shift Ahead 


Cincinnati, Nov. 12—Franklin 
G. Meeker, vp of sales of Andrew 
Jergens Co., has been promoted to 
exec vp of the cosmetics and soap 
products compa- 
ny. He succeeds 
Joseph D. Nelson 
Sr., who is retir- 
ing after 54 years 
of service with 
Jergens. 

The head sales 
job will be filled 
by George Bause- 
wine, who has 
been named gen- 
eral sales manag- 
: er. Mr. Bause- 
wine, who now is field sales 
manager, has been with Jergens 
for 12 years. Joseph Engelhart, 
West Coast regional sales manager 
and 22-year veteran of the com- 
pany, will fill Mr. Bausewine’s old 
job. All of the promotions are ef- 
fective Dec, 1. 

Mr. Meeker, who will be the 
top marketing executive, joined 
Jergens in 1937 as plant controller 
and office manager of the Burbank, 
Cal., plant. He was promoted to 
vp and plant manager of Belleville, 
N.J., in 1944, and was boosted to 
vp of sales in 1949. 


Franklin Meeker 


= In answer to a question from 
ADVERTISING AcE, Mr. Meeker said 
that Jergens plans no change in 
its advertising agency. Cunning- 
ham & Walsh took over the $4,- 
000,000-plus account last Dec. 1. 

There was some speculation in 
ad circles about a possible agency 
switch because of Mr. Nelson’s re- 
tirement. Mr. Nelson’s son, Joseph 
D. Nelson Jr., former president of 
Stockton, West, Burkhart, Cincin- 
nati, and William Hausberg, Jer- 
gens vp in charge of advertising, 
jointly chose C&W to receive the 
entire account last year (AA, Aug. 
5, °57). 

The Jergens advertising pre- 
viously had been handled by Stock- 
ton, West, Burkhart and the now 
defunct Robert W. Orr & Associ- 
ates agency. The younger Nelson 
since has left the Stockton agency 
and joined C&W as the account ex- 
ecutive on Jergens. # 


FCC Approves Purchase of 
WITI-TV by Storer 


The Federal Communications 
Commission has cleared the way 
for Storer Broadcasting Co. to take 
over WITI-TV, Whitefish Bay, Wis. 
The FCC approved purchase of the 
station by Storer for $4,462,000 
with a provision that Storer must 
first dispose of its permit for 
WVUE, Philadelphia, in order to 
stay within the five vhf, tv limit. 
The Philadelphia station is already 
off the air. 

Commissioner Robert Bartley 
voted for a hearing on the case. 


Conlon Gets Malaya Assn. 

The Malayan Advertisers Assn., 
Singapore, has appointed Conlon 
Associates, San Francisco research 
organization, to establish profes- 
sional market research facilities for 
Singapore and the Federation of 
Malaya. Richard I. Gerson, Conlon 
vp, is already in Singapore and will 
soon be joined by Leon I. Rosen- 
bluth, Conlon’s research director. 


Aftlick Joins Wade 

Mary Afflick, formerly a com- 
mercial group supervisor of Ta- 
tham-Laird, has joined Wade Ad- 
vertising Agency, Chicago, as a 
copy supervisor, assigned to the 
Alberto-Culver account. 
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...it also means 
typographic 
excellence for 
ads requiring 
special attention 


Type faces used are: 
Fortune Bold » Times Roman Italic 


End Marketing 
Deals, Mortimer 


Urges Food Men 


(Continued from Page 3) 
next week or even next day by a 
competitor’s 15¢-off deal? 

“I am convinced,” Mr. Mortimer 
said, “that most of us would like 
to reduce drastically the use of 
‘free’ offers, gifts and gadgets. 
Both manufacturers and distribu- 
tors say they use them only be- 
cause competitors do. But so far 
there’s plenty of room on the saw- 
dust trail.” 

GMA committees are studying 
the situation and Mr. Mortimer 
hoped it would result in “a slow- 
down, if not a cease-fire, in this 
something-for-nothing’ auction or 
give-away spree.” 


# Lansing P. Shield, president, 
Grand Union Co., shared a plat- 
form with Mr. Mortimer and ad- 
vocated a concentrated and sus- 
tained joint effort on the part of 
manufacturers and retailers to 
speed up elimination of weaknesses 
in the food industry. 

Some of the unfinished business 
needing mutual attention, Mr. 
Shield said, was “the introduction 
of new products that really don’t 
fill a need, the opening of new 
stores in communities already 
well-served by existing stores, 
wasteful packaging, excessive costs 
of advertising in relation to return 
—particularly point of sale mate- 
rial, much greater streamlining of 
the flow of products, standardiza- 
tion of packs.” 

With an eye cocked toward the 
upcoming investigation of the food 
business by the Federal Trade 
Commission, both speakers empha- 
sized the need for the business to 
create better understanding among 
its customers. 


“The increase in the standard of , 
living has gone hand-in-hand with | 
increasing bigness in business,” 
Mr. Shield commented. “If bigness | 
in itself is bad, then mass produc- 
tion and mass distribution long 
before this should have been out- 
lawed by statute.” 


The audience applauded his sug- | 


gestion that Congress consider en- 
acting a code of fair and ethical 
practices “to govern our perma- 
nent regulatory agencies and to 
prevent trial by headlines.” 


® Mindful that food packages are 
on every pantry shelf in the coun- 
try, Mr. Shield said they are not 
used to advantage “to tell the story 
not only of our products but how 
they got that way. If done dis- 
creetly and intelligently, every 
package is a potential billboard.” 

Mr. Mortimer warned against the 
theory that since “people have to 
eat, the food industry simply can’t 
miss, whatever it does, or fails to 
do. This misconception seems to 
me to be assuming the proportions 
of a fallacy.” 

At General Foods, well over one- 
third of total net sales comes from 
products that were unknown (and 
many undreamed of) prior to 
World War II, he said. The food 
business, he said, has “the magic 
of ‘newness’ to advertise, and this 
is playing a major role in the com- 
petition for the consumer’s dollar. 

“It is significant that, in our 
economy, where advertising trig- 
gers all the other elements which 
make it an economy of abundance, 


food processors comprised the larg- | 


est group of national advertisers in 


1957, both in dollars spent and the | 
number of companies participat- | 


ing,” he said. 


# The touchy problems surround- 
ing marketing of private label or 
national brands came into discus- 
sion at several convention sessions. 
Among the most provocative talks 
was one by H. V. McNamara, pres- 
ident, National Tea Co., at a break- 
fast sponsored by Everywoman’s 
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Family Circle. He suggested that 
|national brand manufacturers 
'share their product improvements 
| with private label sellers in return 
| for more consideration by the re- 
| tailer. 

“If and when the image of the 
supermarket becomes so dominant 
that it influences brand preference 
in favor of the supermarket’s brand 
over the nationally advertised 
brand, then you, as manufacturers, 
had better give some consideration 
to sharing your manufacturing fa- 
cilities with your customers and 
becoming the prime supplier of 
the supermarket’s brands in order | 
to enjoy their cooperation and fa- | 
vor, on a closer working arrange- | 
ment, for your own advertised | 
brands of a similar nature,” rs 
said. 

To illustrate, Mr. Bietfemenis! 
said he thought the maker of the 
best instant coffee or the best cake 
mix should make its best formulas 
and recipes available to their cus- 
tomers under the latter’s labels. 

“In other words, wouldn’t it be 
best to join your competition so 
that he favors your advertised 
brands because you are his source 
for his private labels?” he asked. 


= Vernon C. Myers, publisher, 
Look, urged GMA members to re- 
member the difference between ad- 
vertising and merchandising. 

“Advertising must help create 
the want for your product, estab- 
lish belief in its values and its ben- 
efits. Creative advertising makes 
people want your product; mer- 
chandising makes them come and 
| get it. Neither can do the other’s 
job effectively,” he said. + 


_Humphrey, Alley Adds | 
Wilson Products, New York, 
manufacturer of Wil-Hold hair 
setting and permanent wave ac- 
cessories, has appointed H. B. 
Humphrey, Alley & Richards, New 
York, to handle an advertising and 
marketing campaign to introduce 
several new products. The com- 
pany formerly placed direct. 


Want to Cover 61 Cities & 


_ Virginia’s Ord Largest Primary Market | 


Is Blanketed by the Roanoke Newspapers | 


Towns With Your Advertising? 


ROANOKE 


NEWPORT NEWS — NORFOLK 


An isolated 16-county HALF- 
BILLION-DOLLAR MARKET 
of 552,000 people is reached 
daily by The Roanoke Times 
and The Roanoke World-News. 


Look at this 
coverage! 


100% 


coverage 


Over one-half MILLION PEOPLE 


The primary market of The Times 
covers 
7,516 square miles of Western 
Virginia! Roanoke is the hub of 


and The World-News 


the Blue Ribbon -Industry area, 
too. Here are located the plants 
of over a score of the most famed 
names in American Industry. 


paper coverage. 


An Intact Test Market 


Isolated, minimum penetration, 
self-contained economy, diversi- 
fied industry, representative 
oa, ideal size, good 
tive outlets, superior news- 


ROAN 


dis- 


Roanoke City 


coverage 
61 principal 
cities and towns 


95% 
65% 


coverage 
16-county 
primary market 


TIMES AND 
WORLD-NEWS 


OKE 


_ National Representatives re 
SAWYER — FERGUSON WALKER co. 


a “Burgoyne” City with spot color 


| than read 
|any realty * 


BUILDING 
PRODUCTS 
ADVERTISING 


strengthens 
every link 
in your chain 
of sales in 
home building 


eZ 


DESIGN AND 
SPECIFICATION 
where your 
product sales 
are first 
set up 


PURCHASE 
ORDER 


where your products 
are bought 


APPRAISAL 
AND 
FINANCE 
where your products are 
evaluated for 
inclusion in mortgages 


DISTRIBUTION 
where your products 
are supplied 
and 
promoted 


SALES 
where your 
product’s brand name 
is displayed to the 
final consumer 


HOUSE & HOME is the only maga- 
zine through which your advertising 
can reach the men in charge of all 
these phases of product decision. 
In HOUSE & HOME alone your ad- 
vertising is read by the architects of 
as many houses as read any archi- 
tectural magazine, the builders of 
as many houses as read any builder 


| Magazine, more mortgage lenders 
| than read any mortgage finance 
| magazine, more distributors than 
_ read any dealer magazine, more 


realty men 


ouse 
magazine. ome 


home building’s only industry magazine 
9 Rockefeller Plaza, New York 20, N. Y. 
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Beltone HEARING AID COMPANY 


May 23, 1958 


haertios 
nertising Publi 

200 E. Illinois st. 

Chicago, Tllinots 


nts Magazine 
ons ’ Inc, 


Gentlemen; 


To me, 


AR 
is one of the best of any trade 


Here at Belton 
e 
matchbooks to fab pane, on ever 


journals available, 


Y kind of advertising from 


al magazines, ¢ 
in this country. t a i a 


it*s 3 
rer magnitude of our preaphaiest 
» ©O each month's issue of Adver- 


effort that I 
tising Requirements, 


I've found that I onal 


BURTON KESSLER, Manager coun 
Advertising and Promotion ra ge ideas for getting Bong re for ideas for doing a job 
Beltone Hearing Aid Company ‘eaeiia that we can adapt to our hin ct advertising money, and 
*h Plenty of “nuts and bolts" needs. Another plus of th 
Burton Kessler has been advertising and ow-to information that s material, the kind i 
eeeree — of a Hearing staff learn or relearn helps everyone on the pees basic, 
’ A rs. 
east panes oe ro @ good Job, much of what he needs to kocertising 


years, he was formerly assistant 
advertising and promotion manager. 
Prior to that he was with McKesson 
and Robbins. 


A native Chicagoan, he attended 
Sullivan High School, Roosevelt Uni- 
versity, and the University of Illinois. 
During World War II, he was a 
captain in the Air Corps, serving 

in the European theater. 

He is a member of the American 
Marketing Association, the Direct ~ 
Mail Advertising Association, and 
Mail Advertising Club of Chicago. 
With his wife, Bette, and their two 
children, Dana Jo, 6, and Nancy, 
4, Mr. Kessler lives in Skokie, Ill. 


My Compliments to your staff 


Cordially yours, 


BELTONE HEARING AID. COMPANy 


Burton Kessler, Manager 
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Mr. Kessler and Beltone Hearing Aid Company are 
typical of the advertising professionals and impor- 
tant buyers of advertising supplies and services you 
reach in the pages of Advertising Requirements. 


In business since 1940, Beltone manufactures hear- 
ing aids and professional hearing-test products. 
Producer of the first one-unit hearing aid, its ad- 
vertising and sales promotion budget today runs 
over $1,350,000 annually. 


Over 6,000,000 pieces of direct mail are sent out 
by the parent company each year, and another 
1,000,000 pieces are supplied to Beltone’s 220 retail 


Advertising Requirements / 


Workbook of Adueritining & Gales Phowztion 
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distributors. The firm uses audio-visual aids in its 
informational programs put on at P.T.A. meetings 
and at various women’s clubs. 


Also backing up its distributors’ sales efforts are 
ads in newspapers and national magazines, radio 
and tv commercials as well as booklets prepared 
for use by its distributors who employ about 1200 
sales consultants. About 1000 window and store 
displays are prepared yearly for distributor use. 


Beltone exhibits its products at 90 to 100 shows 
a year, principally at home and garden shows, 
county fairs, etc. 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 
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